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Aaker, J. L. & S. Akutsu (2009), “Why do
people give? The role of identity in giving”
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QUICK, EFFECTIVE, AND POWERFUL WAYS
TO USE SOCIAL MEDIA
TO DRIVE SOCIAL CHANGE
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ANDY SMITH wirw carive aoves

JENNIFER AAKER

FOREWORD BY CHIP HEATH, ARTHOR OF NAOE TO STICK
AFTERWORD BY DAN ARIELY, AUTHOR OF PREDICTABLY IRRATIONAL
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Thank You Mom Contest $100 Coupon Book Team USA 2010

Thank You, Mom
For always being there.
P&G. Proud sponsor of Momes.

Share Your Story
& L [ellus ypreciate
e yo n$1,000
f rl

\ m~
e Vierw the TV Spet

Get Your $100 Coupon Book*
° .
- a Save big on the P&G brands you love ‘ s

P&G Corporate ads

Aaker (2004) / 7—7}h—(2005)

(Proud sponsor of Mons)
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Dove vs. Axe TS5 F-Ivt2 X

Dove’s “Real Beauty” Ad images

sl

Dove’s Essence: Beauty without
artifice. (Beauty without stereotypes,

without over-promises. Beauty from
lasting, thoughtful care.) 2

Axe Point —of- Purchase Display

Axe Print Ad

Axe’s Essence: To improve
men’s performance in the
mating game. (Axe gives
guys the edge in the mating
game.)

i : Austen-Smith & Galinsky (2007)
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Suzuki & Akutsu (forthcoming), “| Don’t Need and Agreement on My
Conflicting Shopping Behaviors: Multiple Selves and Consumption in
Japan,” Advances in Consumer Research, Association for Consumer
Research.

This paper explores multiple selves and their conflicting shopping behaviors among East
Asians. We employ dialectical-thinking theory to understand cultural differences towards
contradictions. The findings from 28 depth-interviews in Japan illustrate that East Asians,
contrary to Westerners, do not feel a need to find an agreement on their conflicting behaviors.
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HEDODHYA Bi$ Association for Consumer Research
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Marketing actions can modulate neural
representations of experienced pleasantness

Hilks Flassmann®, John O'Doherty*, Baba Shiv', and Antoedo Rangel**

o Bl Sooncey. C3EMimed inaamats of Taon

1B Moescriar Way, Limsefiols LIRE, Sarvion

wogy. NC 20077, Pasacsea, CA 91135 and 'Staviurs Gragests ol

CAMNS

EOMME Dy Lesha G WQenosder Sum0nes STt OFf Heamn, Bomnecta, VD, a0 3000wt Decoreies 3, 2007 0000hvod 100 seview My 28 2000)
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pleatanmess 23 wel 23 biood oxyges level depordent acovity in
medial orbttofrontal cortex, an aces that i widely thought to
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CULTURAL DIFFERENCES IN REPRESENTATION OF THREE-DIMENSIONAL SPACE:

LINEAR PERSPECTIVE VERSUS "MITSUWARI" COMPOSITION
ma, mw xm

'C

! Introduction | Materials l
# The art history literature sugpests that, when representing 3D space, Westerners ‘
have preferred aestheticnlly linear perspective, whereas East Aslans have
preferred deviations from lnear perspective, such as Hokusal's “mitsuwari™
composition.

To examine cultural differences in preferences for linear perspective and mirswwari composition in
contemporary societies and 1o explore a potentinl cause of cultural differences, we draw scenes using both
lincar perspective and mitsuwari composition and presented them in pairs to Japanese and American

» We experimentally demonstrated thut Japanese (vs. Americans) preferred participants.
\\e used 10 l'lll!ﬁl‘l us follows.
mitsuwari (vs. lnear perspective) drawings if there were objects in the

1 "7“"'“*’”3“’

mlsmurl ﬂcuy

= Bt

@ Participants®: Japan 90 <18-29 years old; average 21.54years old>, US 68 <18-26 years old; average 19.10 The results showed that whereas Japanese (vs. Americans) preferred
vears old, Mainly White (Non-Asian)> mitsuwarl drawings to linear perspective ones when there were objects
@ Procedure® : We nsed the above materials, We showed participants 10 pairs of scenes for § seconds and usked In the background, both Japanese and Americans similarly preferred
them to choose the item they prefer lincar perspective drawings when there were no objects in the

@ Stimuli® : We used 10 pairs: 8 pairs (Scene 2&7, 3&8, 4&9, £&10) contained objects in the background, background. These results suggest that Jupanese don't prefer mitsuwari
wherens 2 pairs did not (Scene 1 & 6). Within each pair, one scene used linear perspective and the other used composition per se, but rather they prefer it because it helps them
mitsuwari. better focus on the background objects,

@ Analysis @ : Pearson Chi-Square <We summed the following scenes: Scene | & 6, 2&7, 3&8, 4&9, 5&10 >
[ ity | [ Scomedd? ) [_Scomeidd ) [_Sconcdd® ) ([ Scemesdio )

S Wathe of " Wi ™ Wbt Bt of "Mt o™ Mot Bt oF "V Wt Bt of VR W Bt o " M ™

We plan to expand the ex pcrfgnm with photo.

Satoslit AKUTS: akune wicshit s jp

Akutsu et al (2013)
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