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            In this session, I would like to share and discuss with seminar attendees the results of a number of related projects that I have been working on pertaining to the topic of preference consistency. In the first project (Lee, Amir, Ariely 2009), I examine the role of emotion in consumers’ preference consistency across time. In five experiments, participants made a set of binary product choices under conditions designed to induce different degrees of emotional processing in decision making. The results consistently indicate that greater reliance on emotional reactions during decision making is associated with greater preference consistency. Consistent with this basic finding, in a subsequent project, I found that when people rely more on money-based valuations (e.g., airfare) than on time-based valuations (e.g., flight time), they tend to make more inconsistent choices; this effect seems to be driven by the relative lack of emotional tags in money-based (vs. time-based) valuations. Further, in a more recent set of studies, I found that greater reliance on emotional reactions generate more consistent preferences because emotion-based product evaluations tend to be more holistic and less prone to cognitive noise which is inherent in analytic processing.

