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The Pleasure of Assessing and Expressing
Our Likes and Dislikes

DANIEL HE
SHIRI MELUMAD
MICHEL TUAN PHAM

Although consumer behavior theory has traditionally regarded evaluations as in-
strumental to consumer choice, in reality consumers often assess and express
what they like and dislike even when there is no decision at stake. Why are con-
sumers so eager to express their evaluations when there is no ostensible purpose
for doing so? In this research, we advance the thesis that this is because consum-
ers derive an inherent pleasure from assessing and expressing their likes and dis-
likes. In support of this thesis, the results of seven studies show that compared to
a variety of simple and commonplace control judgments, assessing and express-
ing one's likes and dislikes resuits in greater task enjoyment. This occurs because
externalizing one's evaluations enables a form of seli-expression that appears to
be deep and global. These findings have important implications for marketers and
policy makers.

Keywords: evaluation, browsing, attitudes, affect, self-expression, hedonics

According to standard consumer behavior thcory,
people evaluate what they like and distike in the mar-
ketplace in order to inform subsequent decisions, whether
purchase or consumption (Engcl, Kollat, and Blackwell
1968; Howard and Sheth 1969; Iloyer, Maclnnis, and
Picters 2016). In other words, cvaluations arc gencrally
conccived as serving the instrumental purposc of decision-
making—an assumption sharcd by the standard cconomic
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theory of consumer choice. But is it truc that consumer
cvaluations arc formed solely to inform decisions and
choices? Casual observation of everyday consumer behav-
ior suggests that people formulate and express their likes
and dislikes much more pervasively than would be justified
by the nced to make decisions. For cxample, it is comnion
for consumers who arc window shopping with friends and
family to express what they like or dislike cven when they
have no purchase intention. Also revealing is consumers’
willingness to indicate their likes and dislikes on social me-
dia platforms such as Reddit, cven for posts and comments
that other users are unlikely to sce. Such examples bring (o
light an intriguing consumer behavior phenomcenon that
has yel to be explained scientifically: the fact that consum-
¢rs often assess and express their evaluations of products
and scrvices even when there is no decision at stake. In
othcr words, people frequently render cvaluations in a
scemingly gratuitous fashion.

We propose that part of the recason for rendering such
cvaluations is that consumers derive a subtle, hedonic ben-
cfit from assessing and cxternalizing their likes and dis-
likes. That is, formulating and cxpressing one’s cvaluations
is inherently pleasurable. By “evaluation,” we mean the act
of asscssing once’s likes and dislikes (c.g., judging whether
onc likes some content on social media, or whether onc

©The Author(s) 2018. Published by Oxford Universily Press on behalf of Journal of Consumer Rescarch, Inc.
All rights rescrved. For permissions, please ¢-mail: journals permissions@oup.com o Vol. 46 ¢ 2019

DOI: 1).1093/jerfucy079

610Z Jqualdag L U0 dNO 'L99S691 8 AG CISESZS/GYS/ /g R RISaR-2PIUELDW00" dno DjWapEoR S dily WOy PRPEouMOQ]



546

likes a product). By “inhcrently pleasurable,” we mean that
when consumers form and cxternalize their cevaluations
they derive a unique type of value, with a distinct hedonic
quality, that is independent of the instrumental benefits of
cvaluation. In support of this proposition, we report seven
cxperiments showing that, compared to other judgments
that consumers commonly make, people find the assess-
ment and expression of what they like or dislike to be in-
herently pleasurable, and that this phenomenon is driven at
Ieast in part by a process of self-cxpression.

Our article makes three major contributions. The first is
cxpanding on the observation that in the marketplace con-
sumers oftcn make cvaluations gratuitously—that is, even
when no decision is at stake. The second contribution is ad-
vancing the novel theoretical proposition that the phenome-
non occurs because consumers derive a subtle pleasure from
asscssing and externalizing their likes and dislikes. Our third
contribution is identifying a major psychological process un-
derlying this pleasure. In addition to these threc primary
contributions, we discuss important substantive implications
of our findings for practitioncrs and policy makers.

BEYOND INSTRUMENTAL
EVALUATION: THE HEDONICS OF
EXPRESSING EVALUATIONS

Not All Evaluations Are for Decision-Making

Consumer bchavior theory has historically limited its
view of the process of product cvaluation as instrumental
to decision-making. In their seminal work Theory of Buyer
Behavior, Howard and Sheth (1969) conceptualized cvalu-
ations, which they called “attitudes,” as part of a lcarning
process leading to the formation of intentions that culmi-
nate in purchase decisions. Still today, major consumer be-
havior texts discuss concepts such as attitudes and
cvaluations in the contexts of consumer choice and deci-
stons (Hoyer, MaclInnis, and Pieters 2016; Solomon 2017).
This instrumental view of evaluation is similarly prominent
in the attitude literature, which focuses largely on attitudes
as predictors of behavior (Fishbein and Ajzen 1975; Petty
and Cacioppo 1986). A comparable vicw can be found in
standard cconomic theory, which links the process of util-
ity asscssment (o choice and purchase (Read 2007; Stigler
1950 for a review).

We would argue, however, that a large proportion of
consumer cvaluation is not dictated by the nced 1o inform a
dccision or behavior. Instead, consumer cvaluations arc
frequently formed and cxternalized seemingly gratuitously.
A consumer browsing a magazinc may spontancously say
to a spouse, “I love that watch,” cven though he or she has
absolutely no interest in buying a watch. Consumers who
ncver go to the movies could cxclaim that they hate a par-
ticular movic trailer even though there is no instrumental
purposc for doing so. Pcople ofien cxpress to companions
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whether they like or dislike the fashion choices of random
strangers they cross paths with on the street. Social media
users showing up late to an inactive thread on Reddit might
still feel like rating a post in that thread, even though their
evaluations will have no impact on the popularity ol the
content. Restaurant enthusiasts ofien enjoy arguing over
“top dining spot” lists—thc best places to go for sushi, who
makes the best pizza—cven though such rankings do not
nccessarily guide how they make their own daily dining
decisions.

Why would consumers bother to form and cxpress eval-
uations when doing so appears 10 serve no instrumental
purposc? We proposc that this is because doing so produ-
ces some inherent pleasure or experience utility. This prop-
osition is broadly consistent with the gencral thesis that
much of consumer behavior is cxperientially driven rather
than instrumentally determined (Alderson 1957; Brakus,
Schmitt, and Zarantoncllo 2009; Holbrook and ITirschman
1982; Pham 1998), and with the once-popular notion that
attitudes may serve more than instrumental functions (Katz
1960; Schlosser 1998; Shavitt, Lowrey, and Han 1992;
Snyder and DeBono 1985). To cmphasize the idea that
consumers derive some intrinsic expericnee utility from
asscssing and cxpressing their likes and dislikes, we refer
to the phenomenon as “the pleasure of asscssing and
expressing our likes and dislikes.”

We belicve that similar 1o other important consumer be-
havior phenomena, such as the attraction clfect (fTuber,
Paync, and Puto 1982), scif-control failurcs (Ainslic 19735;
Hermstein and Prelec 1997; Hoch and Locwenstein 1991),
and the greater happiness gained from cxpericnces as op-
posed to malerial goods (Kumar and Gilovich 2015), the
pleasure of forming and expressing cvaluations is likely to
be multiply determined (Pham 2013). In this article, we pro-
vide cvidence in support of one major process cxplanation:
that the phenomenon arises in part from the hedonic value
of sclf-expression. (In the gencral discussion, we proposc
other potential explanations as avenucs for future rescarch.)

Pleasure from Self-Expression

All humans have a fundamental nced to affirm and
maintain their sclf-identity (Dunning 2005; Rogers 1947),
which is the core set of beliefs they hold as 10 who they are
as an individual (c.g., “I am a successful business woman’;
“I am a caring father™; “I am a world waveler”). In many
socicties, cspecially individualistic oncs, this fundamental
need is accompanicd by a pervasive motivation Lo cxpress
onc’s identity—a process known as “sclf-expression™
(Chernev, IHamilton, and Gal 2011; Kim and Sherman
2007; Maslow 1970). Sclf-cxpression can manifest through
onc’s speech, writing, conduct, behavior, choices, produc-
tions, and so on (Belk 1988; ITolbrook 1992; Kim and Ko
2007; Kleine, Klcine, and Kermnan 1993). Indced, much of
consumption—shopping at Whole Foods versus Shoprite,
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wearing Gueci versus Burberry, watching CNN versus
FOX-—can be scen as forms of self-cxpression.

Along with onc’s gencral altribules, such as gender, pro-
fession, and nationality, an important aspect of identity is
what onc likes and dislikes (Gollwitzer and Kirchhof
1998). Being an opera lover as opposed (o a rock enthusiast,
or preferring o purchasc organic and fair-trade coffee over
Dunkin’ Donuts’ coffee, is an idiosyncratic and thus highly
revealing reflection of who we arce as a person. This idea is
consistent with Katz’s (1960) classic proposition that atti-
tudes can have a valuc-cxpressive function. In this some-
what forgotten work, Katz (1960) originally theorized that
people hold certain atfitudes (e.g., “I love French culture™)
for the purposc of affirming their core identity. While Katz
focused on long-held attitudes (c.g., having conscrvative
political views; caring about animal rights), we argue that
expressing evaluations made “on the spot” in consumption
contexts—such as consumers evaluating and externalizing
whether they like a particular dress or a movie they just
walchcd—highlights personal qualitics that are similarly rc-
vealing. In other words, we belicve that cven the externali-
zation of one’s momentary cvaluations, not just onc’s long-
term attitudes, cnables a sensc of sclf-cxpression.

Building upon prior work showing that the disclosure of
sclf-relevant information is pleasurable (Petric ¢t al. 1995;
Stanton ct al. 2002; Tamir and Mitchell 2012), we arguc
that because one’s likes and dislikes arc particularly idio-
syncratic to the self (Zajonc 1980), consumers will derive
some inhcrent pleasure from forming and externalizing
such cvaluative judgments because they are highly sclf-
cxpressive. In summary, we proposc that consumers’ ca-
gemess to cvaluate things even when nothing is at stake
ariscs from the inherent pleasure that consumers derive
from making and then externalizing their evaluations—
pleasure that accrucs in part from the hedonics of sclf-
cXpression.

Overview of the Studies

To test the proposition that the mere expression of one’s
likes and dislikes is inherently pleasurable, we conducted a
serics of scven experiments involving more than 5,700 par-
ticipants. (Another seven experiments, which replicate the
main findings, arc described in the supplementary materi-
als provided in the web appendix.) In all cxperiments, we
comparcd how much participants enjoyed the task of mak-
ing and rcporting a scrics of simple like/dislike judgments
relative to making and rcporting a varicty of simple non-
cvaluation-based judgments, which served as the control
conditions. To cnsurc that the results were not driven by
the comparison judgment used in the control conditions,
the non-evaluation-based comparison judgments were pur-
posefully selected to ensurc that they were (a) simple to
make; (b) rclevant to and commonly made by consumers;
(¢) not inhcrently unpleasant; and, importantly, (d) varied
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across studics, thereby ensuring that the findings were not
unique to any one comparison judgment.

Study 1 demonstrates the basic phenomenon in a labora-
tory sctting in a rclatively rcalistic marketplace context.
These results are conceptually replicated in study 2 using a
different experimental paradigm, showing that consumers
indced find the task of assessing and cxpressing their likes
and dislikes to be more enjoyable than making and report-
ing a varicty of simplc non-cvaluation-based judgments.
Across six studics (studics 2-7), we consistently show that
the phenomenon is driven in part by the hedonics of self-
cxpression. Studics 5 and 7 help refine the sell-expression
account by rcvealing that the pleasure of forming and ¢x-
ternalizing onc’s cvaluations is rather rich and reflects a
fairly broad sclf-concept, akin to the pleasure one gets
from cxternalizing asscssments that are deeply sclf-
cxpressive. In addition, we show that the inherent pleasure
of asscssing and cxpressing onc’s likes and dislikes holds
not only when the targets of cvaluation are gencrally ap-
pcaling, but also when the targets are less appealing (study
6), suggesting that people derive pleasure from assessing
and cxpressing not just what they like but also what they
dislike.

STUDY 1: IS THERE DISTINCT
PLEASURE IN ASSESSING AND
EXPRESSING ONE’S LIKES AND
DISLIKES?

The purposc of the [irst study was to document the basic
phenomenon and test the prediction that people derive
morc pleasure from asscssing and cxpressing whether they
like or dislike various products than from making and c¢x-
ternalizing a comparable judgmient that is non-evaluation-
based. Participants were asked to browse the website of a
popular apparel retailer, and to identify and record clothing
items that they particularly liked or disliked (in the cvalua-
tion condition), or items they found to be particularly
monotone or colorful (in the control condition). We pre-
dicted that relative to participants who recorded items
based on colorfulness, participants who rccorded ilems
based on whether they liked them would report greater
cnjoyment.

Method

Eighty-four student participants at a large US university
(67.9% women) were brought to a behavioral lab and asked
1o browsc freely through the website of the major apparcl
retailer Abercrombic & Fitch (A&F). This particular re-
tailer was choscn because (a) apparel is a familiar catcgory
with products that arc casily amcnable to both cvaluation-
bascd and non-evaluation-based judgments; (b) A&F sells
both men’s and women’s clothing, making its products rcl-
cvant to all participants; and (¢) the brand is well known

I
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among the student population and relatively affordable, re-
ducing issucs of differential brand familiarity and price
sensitivity.

Undcr the cover of a study on consumers® reactions o
A&F’s products, all participants were asked to browsce the
company’s website to identify and record items that they
cither “particularly liked or disliked” {evaluation condi-
tion) or found “particularly colorlul or monotonc” (control
condition). They were given five minutes to complete their
respective tasks and were provided with a sheet of paper to
record the identified items and indicate whether they liked
or disliked the item, or whether they deemed the item to be
monotonc or colorful. Upon completion, all participants
werc asked to rate “How fun was this task?” on a scale of 1
(“Not fun at all”) to 7 (“Very (un™), which was the main
dependent variable. As control measures, participants were
additionally asked to respond to the following: “Compared
to other consumers, how much do you enjoy window shop-
ping and browsing for clothes in stores, catalogs, and
onlinc?” (1 = “I dislike it a lot”; 7 = “I like it a lot”); and
“How oftcn do you browse the Abercrombic & Fiitch
website?” (1 = “Never”; 5 = “Very often™).

Results

There were no differences in participants’ reported en-
Jjoyment of shopping in general (F(1, 82) = 2.66, NS) or in
their familiarity with the A&F sitc across conditions
(I < 1}. Therefore, any difference in task enjoyment across
conditions cannot be attributed to preexisting differences in
propensity to find the task and stimuli enjoyable. There was
also no diffcrence in the number of items recorded across
conditions (I < 1), suggesting that the two tasks were com-
parable in terms of difficulty and participant cngagement.

Morc importantly, consistent with our prediction, partic-
ipants who were asked to identify and writc down the
names of items that they particularly liked or disliked on
the website reported enjoying the task more (M =5.04)
than did those who were asked to identify and record items
that they found o be particularly colorful or monotone
(M =4.23; F(1, 82) = 6.07, p = .02, n® = .069).

Discussion

In this first laboratory cxperiment, participants were
given the latitude to browse through the website of an ac-
tual retailer as they naturally would while shopping online.
Consistent with the proposition that there is an inherent
pleasurc in asscssing and cxpressing onc’s likes and dis-
likes, participants who were asked to perform an
cvaluation-based judgment task found it to be significantly
morc cnjoyable than did participants who were asked to
perform a comparablc non-evaluation-bascd judgment
task. These results cannot be explained by differences in
involvement or difficulty between conditions. However,
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given that participants were allowed to freely navigate the
retailer’s website, it is possible that differences in enjoy-

ment could have been driven by differences in the types of

products that participants reviewed across conditions. In
addition, onc could arguc that the finding may be specific
10 the particular non-cvaluative judgment that we used in
the control condition. We address these issues in study 2.

STUDY 2: COMPARING LIKE AND
DISLIKE JUDGMENTS TO DIFFERENT
NON-EVALUATIVE JUDGMENTS

To address the possibility that the results of study 1 were
duc to participants revicwing and asscssing different prod-
ucts across conditions, participants in study 2 were pre-
sented with an identical sct of products to assess. They
were shown a set of popular T-shirts from an actual online
retailer and asked to form and cxpress cither cvaluation-
bascd judgments of these T-shirts or non-cvaluation-based
judgments. In addition, to address the possibility that the
results of study 1 were specific to the particular control
condition uscd in that study, study 2 contained four condi-
tions: onc trcatment condition and three control conditions.
In the treatment condition, participants were asked to as-
scss and cxpress whether they liked or disliked cach T-
shirt. In the three control conditions, participants were
asked to form and externalize one of three types of non-
cvaluation-based judgments. The control judgments were
all sclecied to be simple, commonly made by consumers,
relevant for T-shirts, and not inherently aversive, thus pro-
viding meaningful benchmarks against which to compare
like/dislike judgments. We prediciled that compared to par-
ticipants asked to form and cxpress any of the non-
cvaluation-based control judgments, participants asked to
assess and cxpress whether they liked or disliked cach T-
shirt would report greater enjoyment of the task.

In addition to providing more controlled cvidence for
the basic phenomenon, a sccond objective of study 2 was
to test whether observed differences in enjoyment were in-
deed driven (at least in part) by differences in the sclf-
expressiveness afforded by the judgments.

Method

Under the guise of a market rescarch study, 2,028 US-
based participants from the Amazon Mechanical Turk
(MTurk) panel (50.9% women) were asked to form a partic-
ular judgment about cach of 10T-shirts sclected from a
large online retailer, and then o ratc how much they
cnjoycd performing this task. We sclected T-shirts for three
rcasons. First, T-shirts are familiar products that arc relevant
to most consumers. Sccond, T-shirts are often unbranded
and typically sold within a fairly narrow price range, which
circumvents issucs of brand familiarity and price sensitivity.
Third, and morc importantly, T-shirts arc amenable to a
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varicty of simple, commonplace consumer judgments that
arc cither cevaluation-based or non-cvaluation-based. The
T-shirts selected for this study were unisex, covered a broad
range of colors, and featured a large graphic with limited or
no text and no brand information or logo.

Participants were randomly assigned to onc of four judg-
ment conditions: a treatment condition in which they were
asked to form and express cvaluation-based judgments, or
onc of three control conditions in which they were asked to
make .and express comparable buf non-cvaluation-based
judgments. The T-shirts were presented and judged one at
a time in a fixed sequence, with participants proceeding at
their own pace. Those in the evaluation condition were
asked to assess cach of the 10 T-shirts with a simple ques-
tion—"Do you likc or dislike this T-shirt?”—to be an-
swered on a dichotomous scale: *T like it” and “I dislike
it.” Participants in the control conditions also uscd dichoto-
mous scales to cxpress one of three non-cvaluation-based
judgments about cach T-shirt. Although all were simple,
commonplace, and rclevant to the category, the threc con-
trol judgments varicd in their degree of abstraciness and
configurality. In onc control condition, participants were
asked to judge whether each T-shirt was “very colorful” or
“not very colorful,” which is a unidimensional judgment
bascd on a single concrete attribute (color). In a sccond
control condition, participanis were asked 1o judge whether
cach T-shirt was “more casual” or “less casual,” which is a
slightly morc abstract and configural judgment that may in-
volve a combination of features such as color and graphic
dcsign. Finally, in the third control condition, participants
were asked to judge whether cach T-shirt “matches” or
“docs not match”™ a bascball cap presented on the screen,
an cven morc abstract and configural judgment that
involves an appraisal of the T-shirt as a whole and its fit
with another product. The variety of control judgments
used in this study cnsurcs that the findings arc not dictated
by the specific nature of the control judgments to which
cvaluation-basced judgments arc compared.

After performing their judgment task for all the T-shirts,
participants reported their task cnjoyment on two scven-
point scales anchored at 1 = “I did not cenjoy (his task at
all”; 7 = “I cnjoyed this task very much” and 1= “I feel it
was not fun at all”; 7 = “I feel it was very fun.” Responscs
to these two items were averaged into an index of task en-
joyment (o = .95), which scrved as the main dependent
measurc. In addition to indicating their task cnjoyment, as
a process measure for sclf-cxpressiveness, participants
were asked to rate, “To what cxtent do you feel you
expressed something about yourself during this task?” on a
scale of 1 (T expressed very little about mysclf”) to 7 (“
expressed a lot about mysclf™).

To control for various potential altcrnative explanations
of the results, the amount of time that participants took to
complete the 10 judgments was recorded. Participants were
additionally asked to complete three scts of measurcs.
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First, they rated their task involvement on two ilems:
“How scriously did you take this task?” (1 = “Not scri-
ously at all”; 7 = “Very scriously”) and “How carcflully
did you complete this task?” (1 = “Not carcfully at all™; 7
= “Very carcfully”) (a0 = .89). Next, they rated their gen-
cral enjoyment of browsing and shopping on two items, in-
dicating (a) how much they enjoy browsing products on
the internet (1 = “T do not cnjoy it at all™; 7 = *1 enjoy it
very much™); and (b) how much they enjoy window shop-
ping and browsing for clothes in various types of outlets
such as stores and catalogs (1 = “T dislike it a lot”; 7 = I
like it a lot™) (o0 = .78). Finally, to assess their general af-
finity toward T-shirts, participants were asked to report (a)
how often they shop for T-shirts (1 = “Very often™; 5 =
“Never”); (b) how often they wear T-shirts during the sum-
mer (1 = “Very often™; 5 = “Never”); and (c) how they
dress on a typical day (1 = “Very casual™; 5 = “Very for-
mal”). Responses to these items, which were moderately
corrclated (o = .54), were combined into a formative index
of affinity toward T-shirts in general. (Note that formative
construct indicators tcnd to have lower intercorrelations
than reflective construct indicators.)

Results

Preliminary Analyses. There were no differences in
lerms of general enjoyment of browsing and shopping
(F < 1) or general affinity toward T-shirts across condi-
tions (I < 1). However, participants in the cvaluation con-
dition reported higher task involvement (M =6.55) than
did participants in the non-cvaluation conditions
(Mcaswamess = 6.40 v8. Mcolortuluess = 645 vs. Mygaen =
6.42; F(3, 2020) = 2.92, p = .03, n® = .004). As reported
below, controlling for this difference in the analyses does
not change the main results.

Participants in the cvaluation condition took somewhat
longer to complete the 10 judgments (M =59.58s) than
participants in  the  colorfulness-judgment  condition
(M =49.245; FF(1, 2024) = 5.90, p < .02, n,,> = .003), and
about the samc amount of lime as participants in the
casualness-judgment condition (M =53.81; F(1, 2024) =
1.83, NS) and in the cap-matching condition (M = 54.64s;
F(1,2024) = 1.37, NS). These completion time results sug-
gest that the cvaluation judgments were not significantly
casicr than the different control judgments. Thercfore, one
cannot attributc a greater cnjoyment of cvaluation to a
greater casc or flucncy of the task relative 1o the various
control judgments. Additional evidence against this alter-
native cxplanation is reported in the discussion scction.

Task Enjoyment.  An omnibus ANOVA revealed signif-
icant differcnces in task enjoyment across conditions (F(3,
2024) = 10.34, p < .01, n2 = .015). As reported in table 1,
participants who expressed whether they liked or disliked
the T-shirts reported cnjoying the task more (M =5.96)
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TABLE 1
STUDY 2: MEANS AS A FUNCTION OF TYPE OF JUDGMENT

Study 2

Evaluation Casualness Colorfulness Match

(n=505) (n=499) (n=505) (n=519)
Enjoyment 5.96 5.59 5.59 5.57
Expressiveness 6.35 4.57 4.66 4.70
Time 59.58s 5381s 48.24s 5464s
Involvement 6.55 6.40 6.45 6.42
Browsing enjoyment  5.43 5.38 5.36 5.35
Difficulty® 1.72 211 2.05 2.26

“Measured in a separate post-test (n =243).

than did participants who cxternalized cach of the three
control judgments: assessing the T-shirts in terms of color-
fulness (M =5.59; F(1, 2024) = 20.38, p < .0I, er2 =
010), casualness (M = 5.59; F(1, 2024) = 19.49, p < .01,
Qp = .010), and how well they matched th, bascball cap
(M=5.57; (1, 2024) = 22.13, p < .01, n,p = .011). Task
enjoymcent was significantly higher in the evaluation condi-
tion than in the combination of the three non-cvaluation-
bascd control corditions (FF(1, 2024) = 30.93, p < .01, q,,z
= .015), which did not differ significantly {from onc an-
other (f < 1). (It should be noted that the effect sizes in our
original studics, which arc reported in the web appendix,
were substantially larger. Tt is possible that over time, the
sampled population of MTurk participants became some-
what descnsitized to our basic paradigm.)

To test the possibility that the effect could be duge to dif-
ferences in involvement across conditions, participants’
task cnjoyment was submitted to an ANCOVA with task
involvement as a covariate. The analysis shows that even
after we controlied for task involvement, participants in the
cvaluation condition still reported a higher Ievel of task cn-
joyment (LS-Mg usiion = 5.91) than did participants in
any of the non-evaluation-based conditions (LS-MCN.J.,.css
= 5.62; F(1, 2019) = 13.22, p < .01, n,% = .007; LS-
Meotortatness = 5.59; F(1, 2019) = 17.26, p < ()l Ny =
.008; LS- MMmh = 5.59; F(1, 2019) = 16.60, p < .01, n,,”
= .008).! Therefore, it is unlikely that the results were duc
to difference in task involvement.

Mediation Analysis. An ANOVA revealed similar dif-
ferences in perceived sclf-oxprcsslon across conditions
(FF(3, 2020) = 22.30, p < .01, 11_ = 032). Participants who
externalized whether they liked or disliked the T-shirts
reported cxpressing more of themselves (M = 5.35) than
did participants who externalized any of the three control
judgments: asscssing the T-shirts in terms of colorfulness
(M =4.66; (1, 2020) = 41.75, p < .01, qu = 020),

1 ‘The change in degrees of frecdom in the ANCOVA is due to four
participants nol completing the involvement mcasurcs administercd at
the end of the survey.
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casualness (M =4.57; F(1, 2020) = 52.72, p < 01, n,> =
.025), and how wecll they matched the bascball cap
(M=4.70; F(1, 2020) = 37.36, p < .01, n,” = .018). To
test for the mediating role of sclf-expressivencess, we con-
ductcd a mediation analysis using model 4 of the
PROCESS macro with 5,000 bootstrapped samples (layces
2018). As predicted, the results showed that task enjoyment
was significantly mediated by perceived sclf-cxpression
(B =.279, confidence mtcrval {217, .343]).

Discussion

The results show that, as predicted, participants who
were asked to indicate their liking and disliking of a scries
of T-shirts found the task to be significantly more cnjoy-

. able than did participants who were asked to report a vari-

cty of control judgments not based on likes or dislikes.
(Two replications of these results are reported in the web
appendix.) The results additionally provide cevidence that
differences in enjoyment are driven in part by differences
in the pereeived sclf-expression clicited by the tasks.
Given the variety of controi judgments used, as well as
their everyday nature, general simplicity, and the fact that
there is nothing particularly aversive in any of them, it is
unlikely that the observed differences in task enjoyment
arc driven simply by the particular comparison judgments
that we sceleeted. For example, the similarity of the findings
across all three comparison judgments, which differed in
their levels of abstraciness and configurality, makes it un-
likely that the results are driven by differences in concrete-
ness  versus  abstractness  between  evaluation-based
judgments and the sclected comparison judgments.

Onc plausibic alternative cxplanation for the obscrved
findings is that making and cxternalizing the cvaluation
Jjudgments may have been more enjoyable simply because
they were casier to render or more fluent than the various
control judgments. Three lines of evidence seem to contra-
dict this explanation. Given the commonplace nature of the
thrce control judgments, it is unlikely that the results arc
driven by the sheer familiarity of cvaluation-based judg-
ments relative to the control judgments. More importantly,
we found that, if anything, the cvaluation task took some-
what longer than the various control tasks. (Similar results
were found in the subsequent studics.) Given the well-
cstablished relationship between task difficulty and com-
plction time (Aula, Khan, and Guan 2010; Hick 1952; Kim
2006), this finding suggests that the main findings were not
driven by the evaluation task being casier. Further evidence
comes from a post-test in which another group of 243
MTurk participants were randomly assigned to complete
onc of the four tasks in the main study, and then were
asked to rate how difficult they found the task to be on a
scale of 1 ("Not difficult at all”) to 7 (*Very difficult™).
The results, reported in table 1, showed no differences in
perceived difficulty across tasks (77(3, 239) = 1.28, NS).
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STUDY 3: EXPERIMENTAL EVIDENCE
OF SELF-EXPRESSIVENESS AS A DRIVER
OF THE PLEASURE OF LIKING AND
DISLIKING

The purpose of study 3 was to further test the proposi-
tion that thc phenomenon is driven in part by self-
cxpressiveness. Logically, if the pleasure of externalizing
onc’s likes rests on the hedonics of self-expression, the su-
perior enjoyment of cvaluative judgments relative to con-
trol judgments should be more evident when people are
able to externally cxpress their evaluations than when they
are unable to do so. Using a similar paradigm as in study 2,
wc asked participants in study 3 cither to evaluate whether
they liked or disliked a scrics of T-shirts or to asscss
whether the T-shirts were more or less casual. In one con-
dition, participants were asked to report their respective
Jjudgments externally, as in study 2. In the other condition,
participants were asked to make these judgments only pri-
vately (without reporting them cxternally). If it is indeed
the plcasure of expressing onc’s likes and dislikes that is
cnjoyable, the greater pleasure of evaluation (compared to
a non-cvaluation-bascd judgment) should be more pro-
nounced in the external-judgment condition than in the
privatc-judgment condition. Morcover, if the phenomenon
is indced driven in part by sclf-cxpressiveness, perceived
sci-cxpression should mediate differences in enjoyment
between the evaluation and casualness conditions, particu-
larly when the judgments are externalized (vs. privately
formed).

Method

Onc thousand three hundred twenty-six MTurk partici-
pants (44.7% womcen) were randomly assigned to the con-
ditions of a 2 {typc of judgment: cvaluation vs. casualness)
X 2 (judgment reporting: external vs. private) between-
subjects design. Participants were presented with the same
set of 10 T-shirts as in study 2 and asked cither to evaluate
whether they liked or disliked them or to form a non-
cvaluation-bascd judgment, which in this experiment was
assessing whether the T-shirts were more or less casual. In
the external-judgment condition, participants were asked to
report their judgments explicitly on the same response
scales as the oncs provided in study 2. Specifically, for
cach T-shirt, participants in thc cvaluation condition were
asked, “Do you like or dislike this T-shirt?” and they pro-
vided their responses on an “I like/dislike it” binary scale,
whercas participants in the control condition were asked,
“Is this T-shirt less casual or morc casual?” and provided
their responscs on a “less/morce casual” binary scale.

In the private-judgment condition, participants werc
instructed 1o form their assigned judgments “in [their)
head.” For cach T-shirt, participants in the cvaluation con-
dition were asked, “Pleasc answer this question in your
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head: Do you like or dislike this T-shirt?”, whercas partici-
pants in the control condition were asked, “Please answer
this question in your head: Is this T-shint less casual or
morc casual?” To compel participants in the private-
judgment condition to actually form these judgments men-
tally, they were led to believe that they would be asked to
report their judgments “after [they had] reviewed all of the
T-shirts.”

After participants had judged all 10 T-shirts (cither ex-
ternally or only privately), they reported their enjoyment of
the task (a = .93) as well as the degree of self-expression
clicited by the task, task involvement (o = .89), T-shirt af-
finity (o = .41), and general browsing cnjoyment (o = .81)
on the same measures as in study 2. After completing these
mceasurcs, all participants were asked to recall their previ-
ous judgments of the T-shirts. Participants in the evaluation
condition—both cxtcrnal and privatc—were  presented
with the 10 T-shirts again, on a single page, and asked to
indicate which ones they liked, whercas participants in the
contro} condition were asked to indicate which ones were
morc casual. The time that it took participants to complete
this task was recorded to address a potential alternative ex-
planation of the results, to be explained in the discussion of
this experiment.

Results

Preliminary Analyses. Analyses similar to thosc of
studies 1 and 2 again indicated no differences in task in-
volvement, gencral enjoyment of browsing and shopping,
or general affinity toward T-shirts across conditions (larg-
est F(1, 1322) = L.76, NS). To address the possibility that
differcnces in enjoyment observed within the external con-
dition were driven by the relative case of the cvaluation
versus casualness task, we ran a similar ANOVA that con-
firmed no differences in the amount of time taken (o com-
plete the tasks (Mivygmion = 06.74s¢C vs. Meuouuiness =
61.69sce; F < 1). This finding is consistent with a simple-
clfects test from the post-test reported in study 2, which
showed that the cvaluation task was rated as similarly diffi-
cult as the casualness task (Myvauuion = 172 vs.
M natness = 2-11; F(1, 239) = 1.70, NS).

Task Enjoyment. A 2x2 ANOVA of participants’
reporied level of task enjoyment again revealed a main cf-
feet of type of judgment (F7(1, 1322) = 7.51, p < .01, % =
.006, r[,,2 = .006). Consistent with the previous studics,
participants who cvaluated their likes and dislikes reported
on average higher task cnjoyment (M =5.69) than did
thosc who assessed whether the T-shirts were more or less
casual (M = 5.50). Morc importantly, this cffect was quali-
fied by a significant interaction with judgment reporting
(F(1, 1322) = 5.16, p = .02, n*> = .004, n,> = .004). As
shown in table 2, task enjoymicnt was greater among partic-
ipants who cvaluated their likes and dislikes than among
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TABLE 2
STUDY 3: MEANS AS A FUNCTION OF TYPE OF REPORTING
AND TYPE OF JUDGMENT
Study 3

External judgment Private judgment

Evaluation Casualness Evaluation Casualness
(n=344) (n=336) (n=329) (n=317)

Enjoyment 5.78 5.42 5.61 5.57
Expressiveness 523 4.36 4.67 4.23
Time 67.68s 63.21s 65.74 s 60.08 s
Involvement 6.39 6.43 6.43 6.39
Browsing enjoyment  4.71 4.80 4.82 4.72

participants who asscssed the casualness of the T-shirts,
but only when these judgments were expressed externally
(Mevatation = 5.78 vs. M asmainess = 5425 F(1, 1322) =
12.88, p < 01, n,%> = .010). When the judgments were
formed only privatcely, the effect did not hold (Meyaaaion =
5.61 vs. Mcasuatness = 5-57; FF < 1).2 Thesc findings suggest
that the hedonic benefit of evaluating one’s likes and dis-
likes is largely contingent on the ability 1o externally ex-
press these cvaluations. This is consistent with the
proposition that the phenomenon rests in part on mecha-
nisms of sclf-cxpression. We also find that this pattern of
results is robust: it was replicated across two independent
samples of participants (sce the web appendix).

Mediation Analysis. A similar 2 x2 ANOVA of per-
ceived sclf-expression yields significant effects of type of
judgment (F(1, 1322) = 4441, p < 001, 0> = .033, n,2 =
.032), judgment reporting (F(1, 1322) = 12.12, p = .001,
n® = .009, r[,,z = .009), and their interaction on sclf-
expression (F(1, 1322) = 5.16, p < .025, n = .004, IL[,Z =
.003; sce table 2). Specifically, perceived self-cxpression
was greater among participants who cvaluated their likes
and dislikes than among participants who assesscd the ca-
sualness of the T-shirts, particularly when these judgments
were expressed externally (External: Mpvuation = 5.23 vs.
Maaness = 4.36; F(1, 1322) = 4021, p < 001, n,* =
-030). When the judgments were formed only privately, the
cffect was weakened (Private: Myvauaion = 4.67 vs.
Meauines = 423; F(1, 1322) = 977, p < 01, % =
.007).

Next, to test whether observed differences in task enjoy-
ment across conditions were indeed duc to differences in

2 Simple-clfects tests computed in the other dircction show that par-
ticipants who cvaluated their likes and dislikes reported marginally
morc enjoyment when they were able (o externalize these evaluations
than when they were not able to do so (F(1, 1322) = 2.90, p <09,
11,,2 =.002). In contrast, panticipants asked to cvalvate the casualness
of the T-shirts did not find the task to be more cnjoyable when they
were able to externalize these judgments than when they made these
judgments only privately (F(1, 1322) = 2.29, NS).
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perceived self-expression, we conducted a moderated me-
diation analysis of the observed interaction between type
of judgment and judgment reporting, using model 7 of the
PROCESS macro with 5,000 bootstrapped samples (flayes
2018). The results indeed indicate significant moderated
mediation (B =.077, with a bias-corrected 95% confidence
interval that docs not include 0 [.006, .1477). Task cnjoy-
ment was  significantly mediated by perceived  sclf-
expression in the external condition (B =.156, confidence
interval [.111, .205]) and, to a lesser extent, in the internal
condition (B = .079, confidence interval [.027, .133)).

Discussion

The resuits of study 3 replicate once more the basic find-
ing that reporting onc’s like or dislike of a product is more
plcasurable than reporting a comparable, non-cvaluation-
bascd judgment about the same product, thereby lending
further support to the proposition that asscssing and
cxpressing one’s likes and dislikes is inherently pleasur-
able. More importantly, the results provide convergent evi-
dence of the mechanism underlying this phenomenon.
Specifically, the results show that the pleasure of cvalua-
tion is contingent on people’s ability to express their judg-
ments externally. Whercas participants who externally
cxpressed their likes and dislikes reported greater enjoy-
ment  than  those who cxpressed comparable  non-
cvaluation-based judgments, participants who formed their
judgments only privately did not exhibit the same differ-
cnce in enjoyment. Viewed from another angle, partici-
pants asscssing their likes and dislikes experienced
significantly greater pleasure if they were allowed to cx-
press their likes and dislikes externally than if they made
their assessments only privately, whereas participants mak-
ing non-cvaluation-based judgments of the products did
not cxpericnce greater pleasure from extemalizing their
Jjudgments, Therefore, it is not the externalization of any
Jjudgment that participants found distinctively enjoyable,
but rather the cxternalization of cvaluation-based judg-
ments in particular. Finally, a moderated mediation analy-
sis  additionally shows that these cffects are indeed
mediated by the degree of self-expression clicited by the
judgments.

Onc could arguc that the findings may be duc o partici-
pants in the private-judgment conditions simply not form-
ing their assigned judgments, thus resulting in similar
levels of enjoyment across judgment lasks in these condi-
tions. To address this issuc we analyzed the amount of time
it took participants to recall their respective judgments af-
ter completing the main dependent measures, The results
show that participants in the private-judgment conditions
did not takc any morc time to recall their prior judgments
than participants in the external-judgment conditions
(I < 1). Furthermore, there was no interaction between
type of judgment and judgment cxternalization (F < 1).
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This suggests that all participants had formed a prior judg-
ment, as instructed, thereby ruling out the possibility that
the obscrved differences in task enjoyment across condi-
tions were duc to participants not performing their assigned
judgments in the private-judgment conditions.

STUDY 4: THE IMPORTANCE OF THE
SELF IN THE EXPRESSION OF LIKES
AND DISLIKES

Consistent with the results of study 2, study 3 showed
that the phenomenon is contingent on extemnal cxpression
of onc’s cvaluations, and that it is indced mediated by a
scnse of sclf-cxpression. These results provide convergent
cvidence for a sclf-cxpression account of the phenomenon.
However, while study 3 demonstrated that expression is in-
dced a critical factor in the phenomenon, it is still possible
that it is not the cxpression of the sclf in particular that is
critical but rather any cxpression of cvaluations in general.
The purposc of study 4 was therefore to show that it is the
expression of onc’s own likes and dislikes—that is, the ex-
pression of the self in particular—that generales pleasure,
not just cxpression of likes per se. In this study, all partici-
pants were asked to report likes and dislikes for a set of T-
shirts. However, in one condition, participants were asked
to indicate their own likes and dislikes for the T-shirts (as
in the previous studies), whereas in the other condition,
participants were asked to evaluate the same T-shirts based
on the likes and dislikes of a close friend. Thus, partici-
pants in this latter condition also expressed cvaluation-
based judgments, but these judgments were not indicative
of the participants’ personal likes and dislikes and there-
fore were not expressive of the self. IT assessing one’s likes
and dislikes is plcasurable in part because it enables people
to self-cxpress, then participants expressing their own likes
should find the task significantly more pleasurable than
would participants expressing the likes of a closce friend.

Method

Onc hundred MTurk participants (42.0% womcen) were
randomly assigned to one of two conditions of a between-
subjects design. In onc condition, participants were asked
to indicatc whether they liked or disliked cach item in a sct
of T-shirts. In the other condition, participants were asked
to indicate whether a close friend of theirs would like or
dislike the items in the same sct of T-shirts.

All participants were first asked a scrics of background
questions. In the cvaluation-for-sclf condition, participants
were asked to indicate their first name, gender, age, and
place of birth. In the cvaluation-for-other condition, partic-
ipants were asked to “think of a particular closce fricnd of
[theirs],” to indicate the fricnd’s name and age, and then
bricfly describe their relationship with this fricnd. Next,
participants in the evaluation-for-sclf condition were asked
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1o assess whether they liked or disliked cach member of
the same sct of 10 T-shirts as in study 2 on the same scale
(“1 dislike it”; “I like #t). Participants in the cvaluation-
for-other condition were asked to assess whether the spe-
cific fricnd that they had identified carlier would like or
dislike cach of these T-shirts (“[friend’s name] would dis-
like iy “[friend’s name] would like it”). After reporting
the 10 cvaluations of the T-shirts, participants indicated
their task cnjoyment on the same pair of scven-point scales
as in the previous studics (o0 = 91).

To control for the fact that participants would likely feel
more knowledgeable about their own likes and dislikes
than about assessing thosc of a friend, participants in the
cvaluation-for-sclf condition were asked to rate, “Ilow
well do you know your own preferences (c.g., what you
like)?”, whercas participants in the evaluation-for-other
condition were asked to rate, “How well do you know
f{ricnd’s name]’s preferences (c.g., what he/she likes)?” on
a scale of 1 (“Not well at all”) to 7 (“Very well”). Finally,
participants were asked to report their task involvement (o
= ,69), T-shirt affinity (o0 = .47), and gencral browsing cn-
joyment (o = .80) on the same measures as in the prior
studics.

Results

Preliminary Analyses. There were no differences in
terms of task involvement, gencral enjoyment of browsing,
and genceral affinity toward T-shirts across conditions (all
Fs < 1). However, participants in the cvaluation-for-self
condition reported knowing their own likes and dislikes
better (M =6.34) than did participants who were asked
about knowing the likes and dislikes of their friend in the
cvaluation-for-other condition (M =35.87; F(1, 98) = 7.94,
p < .01, n? = .075), which is not surprising. As reported
below, controlling for this difference in the analyses docs
not change the main results.

Task Enjoyment. As predicled, participants in the
cvaluation-for-self condition reported a higher Ievel of task
enjoyment (M =6.35) than participants in thc cvaluation-
for-other condition did (M =5.77; (1, 98) = 7.60, p <
01, n? = .072). To control for the possibility that this cf-
fect could be due to differences in knowledge of likes and
dislikes across conditions, participants® task cnjoyment
was submiticd to an ANCOVA with knowledge of their
own or fricnd’s likes as a covariatc. Even when we
accounted for differences in liking knowledge, the effect of
condition remained significant, with participants in the
cvaluation-for-sclf condition reporting a higher level of
lask cnjoyment (LS-M=6.31) than participants in the
cvaluation-for-other condition did (LS-M =5.81; F(1, 97)
= 511, p < .03, npz = .050). These results lend further
support to a sell-cxpression account of the phenomenon.
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Discussion

The results of study 4 show that when the type of judg-
mcent cxpressed is held constant (cvaluation of likes and
dislikes), it is cvaluation that is conducted for oneself that
is particularly pleasurable to report, rather than just any
cvaluation. This effect cannot be attributed to differences
in task involvement, which was cquivalent across condi-
tions. This cffect also cannot be attributed to differences in
perceived knowledge about one’s personal likes versus the
likes of others, which was controlled for in our analyscs.

STUDY 5: THE SCOPE OF SELF-
EXPRESSION INVOLVED IN THE
EXTERNALIZATION OF ONE’S LIKES
AND DISLIKES

The purposc of study 5 was 1o demonstrate that the cx-
pression of onc’s likes and dislikes cannot be reduced to
just any form of sclf-cxpression. People’s scll-concepts arc
uniquc combinations of multiple identitics (c.g., mother,
professor, ruaner; Reed 2004). Research has shown that be-
ing identificd along certain social categorics, such as gen-
der or race, tends to be pereeived as especially threatening
1o or reductive of one’s full identity (Dovidio et al. 2010;
Fiske 2000). Therefore, framing liking and disliking judg-
ments as a reflection of such category membership should
logically decrease the pleasure of externalizing these cval-
uations by reducing the degree of scl{-cxpressiveness that
the evaluations allow. In this study, in addition to manipu-
lating the type of judgment (evaluation vs. control), we ma-
nipulated whether this judgment was rendered without any
qualification (as in the other experiments) and hence as a
possible expression of onc’s full scH-identity, or rendered
in rclation to a social category that was potentially reduc-
tive of one’s identity.

Two such categorics were cxamined in this study. In onc
condition, participants—who were all adult males—were
asked to cvaluate the target products (T-shirts) “as a man,”
which was cxpected to be perceived as fairly reductive of
their full identity because gender is a primary dimension
along which people are stercotyped (Bem 1993; Eagly
1987).% Thercfore, being restricted to cvaluating T-shirts
“as a man” should provide less opportunity for scil-
cxpression. In another condition, participants were asked to
cvaluate the T-shirts *“as an adult,” which was expected to
be somewhat less reductive because, while being clderly
often scrves as a basis for stercotyping, being an adult
rarcly does (Kite ct al. 2005). We predicted that the plea-
sure of cxpressing cvaluations would be strongest among

3 We elected to exclusively recruit male participants because prior re-
search has shown that women tend to expericnee feclings of anxicty
and threat when their gender identity is primed (Eliczer, Major, and
Menades 2010), which could potentially distort observed levels of task
cnjoyment.
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participants who were not constrained o form their judg-
ments in relation to a specified social category, and weak-
cst among participants who were instructed to form their
judgments “as a man.” The cffect among participants
instructed to form their judgments “as an adult™ was
expected to fall somewhere in between.

Method and Design

Six hundred fifty-four adult male participants recruited
from MTurk were randomly assigned to the conditions of a
2 (type of judgment: cvaluation vs, casualness) x 3 (iden-
tity: full identity vs. male identity vs. adult identity)
between-subjects design. Participants who had taken part
in a similar study before were excluded from the analyses,
lcaving a total of 599 usable responscs.

Participants were presented with the same set of 10T-
shirts as in previous studics and were asked to indicate
whether they liked or disliked them, or whether the T-shirts
were more or less casual. In the full-identity conditions,
participants were asked o make these judgments without
any further instruction (as in our typical paradigm). In the
malc-identity conditions, participants assigned to report
their likes and dislikes were asked, “As a malc, do you like
or dislike this T-shirt?”, while thosc assigned to report ca-
sualness judgments were asked, “As a male, is this T-shin
less casual or more casual?” In the adult-identity condi-
tions, participants assigned lo indicate their likes and dis-
likes were asked, “As an adult, do you like or dislike this
T-shirt?”, and those assigned to report casualness judg-
ments were asked, “As an adult, is this T-shirt less casual
or morc casual?”

After participants had judged all 10 T-shirts, they
reported how much they cnjoyed the task (o0 = .92), their
task involvement (o = .89), T-shirt affinity (o = .54), and
general browsing enjoyment (o == .77) on the same meas-
urcs as in prior studices. In addition, the same item was used
as in prior studics to measure the degree of sclf-
expressivencss clicited by the tasks.

Results

Preliminary Analyses.  As in the previous studies, there
were no differences in general browsing and shopping cn-
joyment or in general affinity toward T-shirts across condi-
tions (largest F(1, 593) = 1.20, NS). A main cffect of type
of judgment on task involvement indicated that participants
were slightly more involved in the cvaluation condition
than in the casualness condition (F(1, 593) = 4.73, p <
03, n? = .009, n,” = .009). However, this cffect did not
intcract with the identity factor (F(2, 593) = 1.65, NS),
and additional analyses showed that thc main results
rcported below still hold afier we controlled for differences
in task involvement.
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FIGURE 1

STUDY 5: TASK ENJOYMENT AS A FUNCTION OF VARYING
DEGREES OF SELF-EXPRESSION AND TYPE OF JUDGMENT

7

4 mEvaluation
OCasualness

Full identity Adult identity Male identity

Task Enjoyment. A 3x2 ANOVA of participants’
rcported task enjoyment revealed an expected main effect
of type of judgment, showing that as in the previous stud-
ics, participants who reported their likes and dislikes
enjoyed the task more (M = 5.76) than did those who indi-
cated whether the T-shirls were more or less casual
(M =5.33; F(1, 593) = 17.00, p < .001, n° = .027, n_,,2 =
.028; sce figure 1). There was also a main cffect of identity,
showing somewhat greater task cnjoyment in the full-
identity (M =:5.66) and malc-identity (M =5.61) condi-
tions than in the adult-identity condition (M =5.37; F(2,
593) = 3.05, p < .05, n> = 010, n,2 = .010). Morc impor-
tantly, there was a marginally significant interaction be-
tween type of judgment and identity (F(2, 593) = 2.78, p
= .06, n” = 009, n,;> = .009). Simple cffects show that
within the full-identity condition, participants cxpressing
their likes and dislikes of the T-shirts enjoyed the task sig-
nificantly more (M = 6.02) than did participants indicating
whether the T-shirts were casual (M =15.31; F(1, 593) =
1529, p < .001, n,> = .025; sce table 3). In contrast,
within the malc-identity condition this effect was not sig-
nificant (Mpvateation = 367 V8. Meyuiness = 3.55; F< 1).
As cxpected, the cffect in the adult-identity condition fell
somewhere in between the other two identity conditions
(Mivatumion = 5.59 V8. MGasuainess = 5.16; F(1,593) = 6.37,
p=.012, r[,,z = .011). Interaction contrasts show that the
cffect of type of judgment was indeed stronger in the full-
identity condition than in the malc-identity condition (F(1,
593) = 5.52, p = 019, n,” = .009), but not significantly
greater in the full-identity condition than in the adult-
idcntity condition (F(1, 593) = 1.18, p = .28, r|_,,2 = .002).
Overall, these results suggest that the pleasure of cxpress-
ing our likes and dislikes is contingent on the degree 1o
which onc’s full identity can be expressed through the
evaluation.
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Moderated Mediation Analysis. To 1cst whether ob-
served differences in task cnjoyment across conditions
were indecd duc to differences in pereeived  sclf-
expression, we conducted a moderated mediation analysis
of the observed interaction between type of judgment and
full versus male identity, using model 7 of the PROCESS
macro with 5,000 bootstrapped samples (ITayces 2018). The
results indeed indicate significant moderated mediation
(B= .140, with a bias-corrected 95% confidence interval
that does not include 0 [.038, .264]). Within the full-
identity condition, task cnjoyment was significantly medi-
ated by perceived sclf-expression (B= .194, confidence in-
terval [.114, .294]), whereas in the male-identity condition
it was not (B= .054, confidence interval [-.019, .135]).
The same analysis conducted for the full- versus adult-
identity contrast revealed a similar pattern of results, show-
ing a significant modcrated mediation (B= .114, with a
bias-corrccted 95% confidence interval that doces not in-
clude 0 [.007, .243]). Again, within the [ull-identity condi-
tion, task cnjoyment was significantly mediated by
perceived sclf-cxpression (B= _188, confidence interval
[.108, .283]), whereas in the adult-identity condition it was
not (B= .073, confidence interval [—.0735, .1597).

Discussion

The results of this study lend further support for the
proposition that the phenomenon is driven by a sense of
sclf-cxpressiveness. Two sets of results support this propo-
sition. First, as predicied, the heightened pleasure of report-
ing onc¢’s evaluations relative 1o the control judgment was
stronger when participants were allowed to express them-
sclves without constraint than when they were restricted to
assessing the products in relation to a narrower, male iden-
tity. Sccond, a moderated mediation analysis shows that
these effects are indeed mediated by the perceived degree
of self-expression clicited by the judgments.

In addition, the results help refine our understanding of
the kind of sclf-cxpression involved in the phenomenon.
The sclf-cxpressiveness afforded by the assessment and
reporting of once’s likes and dislikes appcars to refer to
onc’s global scif-identity rather than a narrower sclf-
identity.

STUDY 6: CAN THERE ALSO BE
PLEASURE FROM EXPRESSING ONE’S
DISLIKES?

In the marketplace, consumers encounter not just things
that arc likable but also things that are not likable (c.g., dis-
tasteful reality TV stars). This raises the question of
whether the pleasure of assessing and cxpressing one’s
cvaluations is specific to things that people gencrally like,
or whether it extends to objects that are zor well liked. To
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TABLE 3
STUDY 5: MEANS AS A FUNCTION OF VARYING DEGREES OF SELF-EXPRESSION AND TYPE OF JUDGMENT
Study 5
Full identity Adult identity Male identity
Evaluation Casualness Evaluation Casualness Evaluation Casualness
(n=94) (n=95) (n=108) {n=100) (n==100) (n=102)
Enjoyment 6.02 5.31 5.59 5.16 5.67 5.55
Expressiveness 5.38 4.29 4.94 4.51 4.99 4.69
Time 52.14s 5769s 58.16s 52.07s 69.67 s 53.78s
Involvement 6.37 6.35 6.41 6.04 6.28 6.42
Browsing enjoyment 5.02 4.60 4.98 4.83 4.61 5.18

cxamine this issue, we again asked parlicipants to report
cvaluation-bascd or non-cvaluation-based judgments of a
series of T-shirts. Unlike in the previous studics, in addi-
tion to varying thc type of judgments that participants
made, we manipulated whether the T-shirts to be judged
were appealing or unappealing. If the basic effect obscrved
in the previous studics replicates for the appealing T-shirts
but not for the unappcaling T-shirts, onc would infer that
there is inherent pleasurc in cxpressing what we like but
not what we dislike. In contrast, if the cffect replicates for
both the appealing and unappcaling T-shirts, one would in-
fer that there is inherent pleasure in asscssing and express-
ing both what we like and what we dislike.

Method

Pretest. In order to construct two scts of T-shirts that
vary in terms of average appeal, a broader sct of 30 T-shirts
was sclected from the same retail website as the one from
which we sclected the original set of 10 T-shirts. We used
the same sclection criteria as in the previous studics (uni-
scx, graphic-dominated, broad range of colors, ctc.). The
30T-shirts were then presented in a randomized order to
52 participants from the MTurk pancl who were asked to
ratc how much they liked cach T-shirt on a five-point scale
(1 = “T strongly dislike it”; 5 = “I strongly like it”). The
10 T-shirts that received the highest mean rating across
participants were selected to form the appealing set (mean
raling = 3.42 out of 5), and the 10 T-shirts that reccived
the lowcest mean rating across participants were sclected
to form the unappealing set (mcean rating = 2.55 out of 5;
rating difference across sets: F(1, 18) = 59.05, p < .001,
n? = .766).

Main Study. Onc thousand twenty-seven MTurk partic-
ipants (52.6% womcn) were randomly assigned to the con-
ditions of a 2 (type of judgment: evaluation vs. control) x
2 (T-shirt appcal: appealing vs. unappealing) between-
subjects design. Participants were asked 1o indicate
whether they liked or disliked cach of 10 T-shirts (on a
five-point scalc), or whether cach T-shirt was more or lfess

colorful (also on a five-point scale). Participants were ran-
domly assigned to form these judgments cither for the
10T-shirts that the pretest had revealed to be appealing or
for the 10 T-shirts that the pretest had revealed to be unap-
pealing. (The presentation sequence of the T-shirts was
randomized across participants.) After participants had
judged all 10 T-shirts, they were asked to report their task
cnjoyment on the same mcasures as in the previous studics
(o = .92). They were then asked to indicate their perecived
level of sclf-expression on the same item as in the prior
studies. Finally, they reported their task involvement (o0 =
.85), T-shirt alfinity (o0 = .50), and general browsing ¢njoy-
ment (@« = .79) on the same mcasures as in the prior
studics.

Results

Preliminary Analyses. Analyses similar to those in the
prior studies again revealed no differences in involvement,
T-shirt affinity, and general enjoyment of browsing and
shopping across conditions (all Fs < 1).

Task Enjoyment. A 2x2 ANOVA of participants’
reported enjoyment of the task revealed a main effect of
type of judgment (F(1, 1023) = 12.68, p < .01, n® = .012,
Q,,Z = 012). Once again, participants who indicated
whether they liked or disliked the T-shirts enjoyed the task
more (M =35.88) than did participants who reported their
non-cvaluation-based judgments of the same sct of T-shirts
(M =5.61). There was also a main cffect of appeal on task
cnjoyment, such that participants who judged appealing T-
shirts (M =5.83) rcported greater cnjoyment than those
who judged unappealing T-shirts (M = 5.66, F(1, 1023) =
544, p = .02, n? = 005, n,? = .005). Importantly, how-
cver, there was no interaction with the appeal of the T-
shirts (/"= 1.04, NS). As reported in table 4, participants
derived greater cnjoyment from reporting their likes and
dislikes of thc T-shirts (compared to their judgments of
colorfulness) both in the appealing-T-shirt condition
(Mizvatuation = 5.93 vs. Mcotortuiness = 3.74; F(i, 1023) =
324, p = 07, lh,z = 003), albeit marginally, and in the
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TABLE 4
STUDY 6: MEANS AS A FUNCT!ON OF T-SHIRT APPEAL AND
TYPE OF JUDGMENT
Study 6
Appealing T-shirts Unappealing T-shirts
Evaluation Colorfulness Evaluation Colorfulness
(n=259) (n=257) (n=247) (n=264)
Enjoyment 5.93 574 5.83 5.48
Expressiveness 5.44 4.83 5.38 4.68
Time 69.66 s 67.29s 66.68s 59.46s
Involvement 6.47 6.41 6.56 6.38
Browsing 5.54 541 5.61 5.45
enjoyment
unappealing-T-shirt condition Myvausion = 35-83 vs.

Mcgtormuness = 5.48; F(1, 1023) = 1044, p = 001, n,> =
-.010). In other words, the greater pleasure of expressing
one’s evaluations was not contingent on the average appeal
of the products to be cvaluated. This pattern of results is
also robust: as with the results of studies 2 and 3, it was
replicated across two independent samples of participants
(sce the web appendix).

Mediation Analysis. A 2x2 ANOVA of perccived
scif-cxpression revealed a main effect of type of judgment
(F(1, 1023) = 45.56, p < .01, n? = .043, n,> = .043).
Participants who indicated whether they liked or disliked
the T-shirts reported a greater sense of sclf-cxpression
(M =5.42) than did participants who indicated whether the
T-shirts were more or less colorful (M =4.75). This cffect
was not qualified by an interaction with appeal (F<1).
(There was also no main cffect of appeal [F < 11.) To test
whether the obscrved differences in task enjoyment across
types of judgment were indeed driven by differences in
perceived sclf-expression, we conducted a mediation anal-
ysis using model 4 of the PROCESS macro with 5,000
bootstrapped samples (Hayes 2018). The results again con-
firm that task cnjoyment was significantly mediated by
perceived scif-expression (B = .122, conlidence interval
[.087, .162]). Finally, as expecicd, an analysis using model
7 of the PROCESS macro found no evidence for a moder-
ated mediation between type of judgment and appeal (B =
—019, with a bias-corrected 95% confidence interval that
incladed 0 [-.090, .52]).

Discussion

The results of study 6 again demonstrate that people de-
rive morc plcasure from assessing and cxpressing their
likes and dislikes than from asscssing and cxpressing com-
parable, non-cvaluation-bascd judgments. The results pro-
vide further cvidence that the phenomenon is driven by the
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heightened sense of sell-cxpressivencss afforded by exter-
nalizing onc’s likes and dislikes.

Morce importantly, the results show that the phenomenon
is not specific (o products that are appealing: it extends (o
products that are unappealing, suggesting that there is also
inhcrent pleasurc in cxpressing what one dislikes. This
proposition is corroborated by an additional analysis that
leverages the data across studics. Across our studics (ex-
cept study 1)—including the scven replication studics
reported in the web appendix—more than 1,500 partici-
pants made binary like/dislike cvaluations of scts of 10
items (T-shirts or cars). Undcerstandably, within cach sct,
some items were liked and some were disliked. Across
these participants, the corrclation between the number of
items liked (vs. disliked) and the overall enjoyment of the
cvaluation task was r = .29 (p < .001). Although this cor-
relation is significant, it is rather modest, accounting for
less than 9% of the total variance in cnjoyment. The mod-
csty of this correlation was due in part to a nontrivial num-
ber of participants who reported enjoying the task very
much cven though they disliked most of the stimuli that
they cvaluated. To illustrate, of the 177 participants who
disliked cight or morc of the 10 items, 110 (62.15%) rated
their enjoyment of the task as 6 or more on a scven-point
scale. Taken together, the results of study 6 and this analy-
sis suggest that there can be pleasurce in expressing not just
onc’s likes, but also one’s dislikes.

STUDY 7: COMPARING THE
EXPRESSION OF ONE’S LIKES AND
DISLIKES TO OTHER SELF-RELATED
JUDGMENTS

The previous studics consistently showed that the plea-
surc of indicating onc’s likes and dislikes arises in part
from the sclf-cxpressiveness of evaluative judgments. An
interesting theoretical question is whether there is some-
thing special about the form of sclf-cxpression involved in
cxternalizing onc’s likes and dislikes. In other words,
would the externalization of any judgment related 1o one-
sclf produce similar effects? The purpose of this final study
was therefore to examine how the pleasure of expressing
one’s likes compares to the expression of other judgments
that arc also related to the sclf. Because such a comparison
nccessarily entails calibration of the comparison task, we
first conducted a pretest to identify a sct of sclf-relevant
judgments that were rawed as either superficially sclf-
cxpressive, such as fact-bascd questions about oncsclf
(c.g., “Did you go to a public or privaie high school?”), or
deeply expressive of the sclf, such as certain personality-
rclaled  questions  (c.g., “Arc you an cxtrovert or
introvert?”). Based on this pretest, we constructed Lwo scts
of sclf-relevant judgments that differed in depth of scli-
cxpressiveness o serve as benchmarks in the main study.
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Comparing the pleasure derived from the cxpression of
onc’s likes and dislikes to the pleasure clicited by the ¢x-
pression of these alternative scts of sclf-relevant judgments
offers some insight into the depth of self-expression
afforded by evaluation. Finally, as in the prior studics, we
again tested whether differences in enjoyment were driven
by differences in sclf-expressiveness.

Method

Pretest. In order 1o create two scts of judgments that
vary along dcgrees of sclf-cxpressiveness, we constructed
a broad sct of 36 judgments, chosen to be related to the self
but to be cither superficially (e.g., “Where did you grow
up?”) or decply (c.g., “Are you a rcalist or an idcalist?”)
self-cxpressive. In the prelest 98 participants from the
MTurk pancl were randomly assigned to one of two subscts
of 18 judgments. For cach of these judgments, they were
asked to give two responses. First, they provided their re-
sponsc to the judgment itself (c.g., by answering “rcalist”
or “idcalist™); sccond, they were asked to rate the sclf-
cxpressivencess of the assessment by indicating, “To what
cxtent docs your responsc [to the question “Arc you a rcal-
ist or an idcalist?”] say something about who you arc as a
person?” on a scven-point scale (1 = “Not at all” to 7 =
“Very much so0”). The 10 judgments that reccived the high-
cst ratings of sclf-cxpressiveness across participants were
sclected to form the “decp self-cxpression™ sct (mcan rat-
ing = 4.81 out of 7), and the 10 judgments that received
the lowest ratings across participants were sclected to form
the “surface sclf-cxpression”™ set (mean rating = 3.47 out
of 7; rating difference across sets F(1, 18) = 3355, p <
001, n® = .651).

Main Study. Five hundred forty-four MTurk partici-
pants (48.4% womcen) were randomly assigned to one of
three between-subjects conditions: (a) cvaluation, (b) deep
self-expression, or (c) surface sclf-cxpression. Participants
in the cvaluation condition were asked to indicate whether
they liked or disliked cach of 10 cars (i.c., “Do you like or
dislike this car?”). Participants in onc of the two control
conditions were asked to indicate their responses to the 10
self-relevant assessments that were pretested to be deeply
sclf-cxpressive (c.g., “Arc you an cxtrovert or introvert?”;
“Would you rather have a son or a daughter?”), whercas
participants in the other control condition werce asked to in-
dicate their responses to the 10 sclf-relevant statements
that were pretested to be more superficially sclf-cxpressive
(c.g., “Did you go to a public or privatc high school?”;
“How many siblings do you have?”). Afier participants
responded to all 10 items, they were asked to report their
task cnjoyment on the same measurcs as in the previous
studics (o = .93). They were then asked to respond to the
same measure of sclf-cxpressivencss as in the prior studies.
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Finally, participants reported their task involvement on the
samc measures as in the prior studics (o = .90).

Results

There were significant differences in task enjoyment
across conditions (F(2, 541) = 28.89, p < .001, n? = .092;
sec table 5). Planncd contrasts show that participants who
made more deeply scll-expressive statements reported
greater task enjoyment (M =5.29) than those who made
more superficially sclf-cxpressive statements (M =4.87,;
(1, 541) = 8.52, p = .004, rh,z = .009; sce table 5). This
first result reveals that pleasure increasces with the depth of
scH-cxpression.  More  importantly, participants  who
cxpressed their likes and dislikes reported significantly
greater enjoyment (M =5.92) than those who made super-
{icially sclf-expressive statements (F(1, 541) = 56.77,p <
.001, n_,,z = .088). In fact, the level of task enjoyment in
the cvaluation condition was higher than the enjoyment
reported in the deep-sclf-expression condition (F(1, 541) =
20.35, p < .001, n_,,2 = .044). A rcplication study reported
in the web appendix confirms that these results arc robust
across an independent sample of participants.

Mediation Analysis.  As expected, an ANOVA revealed
significant differcnces in perceived self-expression across
conditions (F(2, 541) = 840, p < .001, n®> = .030).
Participants in the cvaluation condition reported similar
levels of scif-expression as those in the decp-sclf-
expression condition (Myyaaion = 542 vs. Mpeep = 5.52,
F<1), and greater sclf-cxpression than those in the
surface-self-cxpression condition (Mgymee = 4.93; F(1,
541) = 10.25, p == .001, qu = .019). To test whether per-
ccived self-expression mediated the difference in task en-
Jjoyment between the cvaluation condition and the surface-
self-cxpression condition, we conducted a mediation analy-
sis using model 4 of the PROCESS macro with 5,000 boot-
strapped samples (Hayes 2018). The results again confirm
that task cnjoyment was significantly mediated by per-
ceived sclf-expression (B = .136, confidence interval
[.047, .2301). Given that the evaluation and deep-self-
cxpression  conditions clicited comparable levels  of
sclf-expressiveness, we next conducted a similar mediation
analysis in which we pooled the cvaluation and deep-sclf-
cxpression conditions and compared them to the surface-
self-expression condition. Again, perecived self-cxpression
was found to mediatc the cffect on task cnjoyment
(B = .154, confidence interval {.073, .247]).

Discussion

The results show with a different paradigm that relative
to other tasks, there is something distinctively pleasurable
in asscssing and cxpressing one’s likes and dislikes. More
importantly, thc results of study 7 offer preliminary
insights on whether there is a unique type of
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TABLE 5
STUDY 7: MEANS AS A FUNCTION OF TYPE OF JUDGMENT

Study 7
Surface self- Deep self-
expression Evaluation expression
{n=180) (n=190) (n=174)
Enjoyment 4.87 5.92 5.29
Expressiveness 4.93 542 5.52
Time 35.23s 4457 s 42.24s
Involvement 6.64 6.58 6.71

sclf-expression implicated in the phenomenon, suggesting
that the pleasure of expressing one’s likes and dislikes is
morc akin to the pleasure of externalizing assessments that
arc deeply sclf-cxpressive than those that are more superfi-
cially sclf-cxpressive. Specifically, expressing cvaluations
appears to clicit greater pleasure than both shallower and
deeper forms of sclf-cxpression.  Conceptually, these
results converge with those of study 5, which indicated that
it is onc’s full sclf-identity that scems to be expressed
through the reporting of one’s likes and dislikes, rather
than a narrower sclf-identity.

Onc should recognize, however, that these results are
bound by the specific calibration of the study’s parameters
(c.g., number of judgments across conditions, type of prod-
uct to be evaluated, choice of comparison statcments). This
cavcat notwithstanding, the results do show that not all
self-relevant judgments will produce the type of pleasure
clicited by the expression of one’s likes and dislikes.

GENERAL DISCUSSION

Although standard consumer behavior theory conceptu-
alizes evaluations as instrumental 10 subscquent decistons,
in reality consumers often render evaluations when no de-
cision is at stake. This raiscs the question of why consum-
ers appear {0 be so cager to evaluate things when there is
no ostensible reason to do so. In this article we advance the
thesis that consumcrs derive an inherent pleasure from
assessing and expressing their cvaluations of various things
that they cncounter in the marketplace (e.g., products, ads,
celebritics, social media content). In accord with this gen-
cral thesis, results from scven studics consistently show
that pcople find the asscssment and cxpression of their
likes and dislikes to be particularly enjoyable compared to
a varicty of non-cvaluation-based control judgments about
the same stimuli. This finding surfaccd across three differ-
ent mcthodological paradigms (study 1 vs. studies 2-6 vs.
study 7) and four scts of stimuli (study 1 vs. studics 2-5 vs.
study 6 vs. study 7). In fact, consumers cven appear to de-
rive pleasure from cxpressing what they dislike (study 6).
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On the surface, the finding that people consider the ex-
pression of their cvaluations 1o be fairly pleasurable may
scem inconsistent with the [inding that the act of making a
choice can be demotivating and depleting (Iyengar and
Lepper 2000; Vohs ct al. 2014). However, the inconsis-
tency is only superficial. Our rescarch focuses on cvalua-
tions that arc not instrumental to decisions and choices,
and therefore need not be depleting, whereas rescarch on
choice-based depletion focuses only on evaluations that arc
instrumental to choice.

Given that most of our findings rest on a comparison be-
tween participants” enjoyment of assessing and expressing
their likes and dislikes relative to the enjoyment of making
and expressing various control judgments, one may wonder
whether the findings could be driven by some peculiarity
of the various control judgments. For example, one could
arguc that the rcason why cxpressing one’s liking or dislik-
ing of T-shirts appcared more pleasurable than indicating
the colorfulness of the same T-shirts is that the former type
of judgment is morc abstract and configural than the latter,
which focuses on a specific attribute of the product. Tt is
for this very reason that in our studies we used a variety of
control judgments that varied in their degree of abstract-
ness and configurality. We found similar results when the
control judgment was attributc-specilic (color{ulness) and
when it was more abstract and configural (match), or some-
where in between (casualness). One could also arguc that
the obscrved diffcrences in task enjoyment between evalu-
ation and thc various control judgments may have been
driven by differences in involvement across types of judg-
ment. Howcver, in all our studics, the level of task involve-
ment was similar for the cvaluation-based judgments and
the non-cvaluation-based judgments.

Finally, onc could arguc that the findings may have been
driven by a greater difficulty and lower fluency of the con-
trol judgments relative to the evaluation-based judgment.
This altcrnative cxplanation seems unlikely for at least
three reasons. First, in our studics, if anything, the evalua-
tion task took somewhat longer than the various control
tasks, which suggests that thc main f{indings were not
driven by the cvaluation task being casier (ITick 1952).
Scceond, as reported in study 2, a post-test showed no dif-
ference in perceived difficulty between the evaluation task
and the various control tasks. Third, onc should keep in
mind that in some of our studics (studics 3, 4, and 5), pre-
dicted differences in task enjoyment were found cven
when the type of judgment (evaluation) was held constant.

Although our [indings do not scem o be a mere artifact
of our mcthodology, some limitations of our studics need
10 be acknowledged. First, cxcept for study 1, which was
conducted in a lab sctting among college students, all the
studics rclicd on participants from the MTurk pancl.
Sccond, all studics involved relatively simple stimuli (pic-
tures of T-shirts, other clothing items, and cars). Third, in
all studics thc main dependent micasure was based on
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self-reports. It would be uscful o extend our rescarch (a)
with participants who arc more representative of the gen-
cral consumer population, (b) with stimuli that are richer
and more complex (¢.g., technological products), and (c)
with more behavioral measures, or possibly physiological
measurcs, of task enjoyment.

Why Is Assessing and Expressing Our Likes and
Dislikes Inherently Pleasurable?

The present findings support our proposition that a major
cxplanation for the pleasurc that consumers derived from
cvaluating things lics in the notion that assessing and indicat-
ing one’s likes and dislikes allows individuals to affirm their
identitics—that is, to sclf-express—which previous rescarch
has shown to be inherently pleasurable and motivating
(Tamir and Mitchell 2012). Consistent with this explanation,
study 3 shows that the phenomcenon is contingent on the op-
portunity to cxiernalize one’s evaluations, implying that cx-
pression is a critical component of the underlying process.
Morcover, study 4 shows that it is the expression of one’s
personal evaluations in particular, rather than the cxpression
of cvaluations in gencral, that is pleasurable. Study 5 shows
that this cffect is aticnuated when the ability (o express one’s
full identity is restricted. Furthermore, studics 2, 3, 5, 6, and
7 show that the cffect is mediated by the perecived sclf-
expressiveness of the judgment.

An interesting theorctical question is whether there is
something special or unique in the self-cxpression-related
plcasurc that consumers derive from indicating their likes
and dislikes, or whether any form of scif-cxpression would
producce similar cffects. While the self-expression involved
in evaluation need not be totally unique, our results suggest
that this pleasure is not reducible to just any type of sclf-
expression. Study 5°s results show that the self-cxpression
cnabled by externalizing cvaluations scems to draw on a
morc global (vs. narrow) sense of personal identity.
Relatedly, study 7°s results suggest that the pleasure of
expressing one’s evaluations is more akin to the pleasure
of deep forms of self-cxpression than to that of more super-
ficial forms of sclf-cxpression.

Although outside the scope of the present work, we be-
licve that another, complementary mechanism may also
contribute to a plcasure of evaluation that is independent of
sclf-cxpression. Specifically, people may cenjoy cvaluating
their likes and dislikes because doing so provides a height-
cncd sense of sclf-discovery (Atkinson 1964; Baumcister
1998; McClclland et al. 1953; Scdikides and Strube 1997;
Trope 1975; Trope 1980). The process is akin to the plea-
surc that people cxpericnee from reading their horoscope
or completing various personality tests (Baumeister 1998).
Consistent with this speculation, in a pair of studics not
reported here, we indeed found that, when we held the ex-
ternalization of the judgment constant, participants experi-
enced greater pleasure from evaluation when their sensc of
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lecarning from their judgments was higher. This potential
sccond mechanism should be cspecially true for novel
objects for which consumers do not have well-formed eval-
uations, whercas the sclf-cxpression mechanism  docu-
mented in the present rescarch is more likely with
evaluation objects that arc more familiar. We believe this
issuc merits further exploration.

The Pleasure of Assessing and Expressing Our
Likes and Dislikes in the Real World

While our controlled experiments naturaily restricted the
range of possible explanations for the phenomenon docu-
mented in this article, 1t is likely that outside the confincs
of the lab, other mechanisms also contribute to consumers’
pleasure in expressing their evaluations.* First, cven if con-
sumers do not have an actual choice to make, they still
may derive some instrumental value from cxpressing their
likes and dislikes in the marketplace. For example, sharing
with others that onc likes or dislikes a particular product or
brand heips inform potential gifi-givers of one’s preferen-
ces and tastes. Sharing onc’s likes and dislikes online can
also provide vseful feedback o marketers and other cus-
tomers and augment suggestions by rccommendation sys-
tems.  More  symbolically, assessing, and possibly
communicating, one’s likes and dislikes may hclp people
determine their preference compatibility with others (c.g.,
“Can T really be friends with him/her?™). Furthermore, the
sharing of likes and dislikes may foster a sense of intimacy
between people. Relatedly, given that in all our studics par-
ticipants were not 1old that their evaluations would be
viewed by others, future rescarch could e¢xamine whether
the pleasurc derived from evaluation is contingent on the
particular audicnce who might be viewing these asscss-
ments (¢.g., members of one’s ingroup vs. outgroup).

Although unlikely to be at work within our studics, these
additional mechanisms may further account for consumers’
cagerness to cvaluate things in the real world. Studying
these additional mechanisms may require a broadening off
the mcasures of enjoyment beyond those used in our stud-
ics. Whercas in our studics we measured how much partici-
pants cnjoyed the task and felt that “it was fun,” it is
possible that other enjoyment mcasurcs, such as “it was
helpful” and *it was insightful,” could capturc somc of
these additional mechanisms.

Substantive Implications for Marketers and
Policy Makers

We believe that our findings not only arc important theo-
retically but also have significant and substantive implica-
tions for marketers and policy makers. Our findings

4 We thank an anonymous reviewer for suggesting these additional
potential incchanisms.
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identify a previously unrecognized source of value in the
marketplace, one that is conceptually independent of the
products and scrvices that arc being offered. When prod-
uclts, services, and other marketplace offerings are made
available for consideration, they provide value not just
when they are purchased and consumed—as is assumed in
standard markeling and cconomic theory—but also when-
cver consumers have the opportunity to assess and express
their cvaluations of them. This added source of value may
cxist even if the cvaluation itself is negative. Recognizing
this additional hedonic benefit has a varicty of practical
implications.

Most onlinc retailers, small and large (¢.g., Amazon,
Target, Walmart), allow consumers to provide feedback on
their products. Thesce systems are typically designed to cap-
ture product feedback from consumers after they have pur-
chascd and tricd the products. It is rarer for consumers to
be invited or encouraged to evaluate the products before or
in absence of having made a purchase. Qur results suggest,
however, that retailers could cnhance consumers’ overall
expericnce with their online retail sites by cncouraging
consumers lo express their product evaluations not only af-
ter a purchasc but also when they are mercly browsing or
exploring the offerings.

Future research could test this potential implication of
our findings through ficld experimentation by cxamining
whether providing the ability to cxpress one’s evaluations
through a simple “like/dislike” button while browsing an
online retail website indecd enhances overall consumer cn-
gagement. A similar idea can be applicd in the brick-and-
mortar world. For instance, instcad of surveying consumers
only after they have made a purchasc, brick-and-mortar
retailers could cncourage shoppers to express their likes
and dislikes as they browse through the various offerings
(c.g., by giving out simple scoring sheets to be completed
in the store).

Our findings also have implications for increasing the
response rate to customer cvaluation surveys, suggesting
that framing survcy rcsponses as a means of sclf

expression should increase consumers’ motivation o pro-'

vide such responses. For cxample, the travel website
TripAdvisor commonly asks travelers to cvaluate places
they have visited with the following request: “Have you
been to [X and Z]? Travelers want to see more reviews of
these places.” We speculate that reframing this request in
terms of scif-cxpression (c.g., “Tell others how YQU feel
about these places™) may be more effective.

Finally, our results help clarify an otherwise puzzling as-
pect of today’s marketplace. Celebritics who arc im-
menscly disliked among vast scgments of the population,
such as Kim Kardashian, arc nonctheless incredibly effec-
tive in terms of their ability to attract audicnces, and as a
result, are cnormously successful financially. This paradox
may arisc in part becausc people take pleasure not just in
cxpressing their likes but also in expressing their dislikes,
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as cvidenced by study 6. An informal perusal of a typical
online article or post about Kim Kardashian will reveal a
very large number of readers’ comments, the majority of
which arc often quite negative. Yet, in terms of traffic
building and audicnce engagement, there is little doubt that
such content is very cffective. This realization opens the
door to innovative business modcls that revolve around the
monctization of consumers’ dislikes.

To conclude, we nced (o realize that consumers do not
just cvaluate things in order to make choices and other
decisions. They evaluate all the time. They do so in part
becausce there 1s pleasure in assessing and expressing one’s
likes and dislikes.

DATA COLLECTION INFORMATION

The first two authors jointly managed the data collection
for all 14 studics (studics 1 through 7 and seven replication
studics reported in the web appendix) using the Amazon
Mcchanical Turk panel (studics 2-7) and Columbia
University Behavioral Lab participant pool (study 1) from
fall 2011 through spring 2018. These data were analyzed
jointly by the first two authors.
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