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RESEARCH  

RESEARCH INTERESTS: Branding, Cross-cultural Consumer Behavior, Consumer Wellbeing 
 

PUBLICATIONS (see Appendix for abstracts) 

 Rodas, Maria A., Rohini Ahluwalia, and Nicholas J Olson (Forthcoming), “A Path to More Enduring 
Happiness: Take a Detour from Specific Emotional Goals,” Journal of Consumer Psychology. 

 Torelli, Carlos J. and Maria A. Rodas. (2017). “Tightness-Looseness: Implications for Consumer 
and Branding Research,” Journal of Consumer Psychology, 27(3), 398-404. 

 Kaikati, Andrew M., Carlos J. Torelli, Karen P. Winterich, and Maria A. Rodas (2017), “Conforming 
Conservatives: How Salient Social Identities Can Increase Donations,” Journal of Consumer 
Psychology, 27(4), 422-434. 

 Torelli, Carlos J., Maria A. Rodas, and Jennifer L. Stoner (2017), “The Cultural Meaning of Brands,” 
Foundations and Trends in Marketing, 10(3), 153-214. 

MANUSCRIPTS UNDER REVIEW (see Appendix for abstracts)  

 Rodas, Maria A. and Deborah R. John, “The Secrecy Effect: Secret Consumption Polarizes Product 
Evaluations,” revising for third round at Journal of Consumer Research. 

 Rodas, Maria A., Deborah R. John, and Carlos J. Torelli, “Paradox Brands: Can Brands with 
Contradictory Meanings be More Appealing to Consumers,” revising for resubmission at Journal 
of Consumer Research (Dissertation Essay 1). 
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 Xu, Alison J., Maria A. Rodas, and Carlos J. Torelli, “Generosity without Borders: The Interactive 
Effect of Spatial Distance and Donation Goals on Charitable Giving,” under review at 
Organizational Behavior and Human Decision Processes. 

DISSERTATION  
 

Paradox Brands: Can Brands with Contradictory Meanings be More Appealing to Consumers? 
 Co-Chairs: Deborah R. John and Carlos J. Torelli 
 Committee: Rohini Ahluwalia, Barbara Loken, Jeffry A. Simpson 
 

In brand strategy, the prevailing wisdom is that brands should occupy a clearly defined position in 
consumers’ minds, devoid of any ambiguities or contradictions. In my dissertation I challenge these 
existing beliefs, and show that contrary to what marketers believe, many consumers actually respond 
more favorably to brands that embody contradictions (paradox brands) than conventional brands 
without contradictions.  
 

Essay 1 (under review, Journal of Consumer Research, Job Market Paper) examines consumers’ 
responses to brands that incorporate contradictory meanings, which we refer to as paradox brands. 
We present consumers with brand information, which includes brand personality traits and brand 
values, conveyed in written descriptions or advertisements. For paradox brands, these elements are 
contradictory, such as a rugged and sophisticated brand personality. For more traditional (non-
paradox) brands, these elements are consistent, all pointing to a rugged brand personality. Across a 
series of studies, we find that many consumers evaluate the paradox brand more favorably, in 
particular, consumers who are dialectical thinkers. We also find that the mechanism responsible for 
this effect is dialectical thinkers’ feeling that paradox brands fit their style of thinking, which views the 
world as inherently contradictory, resulting in more favorable evaluations for paradox brands. 
However, our findings also reveal that paradox brands lose their appeal in situations characterized by 
social risk, such as using a brand to signal one’s identity to others. 
 

Essay 2 explores the effect of biculturalism on the evaluation of paradox brands. Bicultural consumers 
present a huge opportunity for marketers, yet there is relatively little research that investigates brand 
building practices that could be particularly successful with these consumers. I explore this question, 
proposing that paradox branding can prove a successful novel brand building strategy with bicultural 
consumers, especially those who identify with both their culture of origin and their host culture. I 
propose that by virtue of being constantly exposed to and more attuned to inconsistencies between 
their cultural knowledge, bicultural consumers are more comfortable with contradiction and find 
brands that match this style of thinking more appealing. 
 

Contribution: My findings provide important insights for marketing managers. The fact that paradox 
brands can be more appealing to consumers than previously thought suggests that managers rethink 
their guidelines for positioning and building brands. For new brands, the idea of incorporating 
contradictory elements into the brand identity should not be rejected, especially if these contradictory 
elements resonate with different consumer segments. For older brands, who may need to expand the 
brand identity to sharpen their differentiation versus other brands or appeal to new consumer 
segments and tastes, adding contradictory elements should not be rejected as an untenable strategy. 
My findings suggest that contradictions in the brand need not be viewed negatively, and such a brand 
can be very successful in the marketplace. 
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SELECTED RESEARCH IN PROGRESS (see Appendix for brief descriptions) 

 Keep Calm and Smell the Roses: The Differential Impact of Low and High Arousal Emotions on 
Consumption Outcomes (with Rohini Ahluwalia and Jinjie Chen) – preparing manuscript for 
submission to Journal of Consumer Research. 

 The Self-Expanding Process of Falling in Love with a Brand (with Carlos J. Torelli) – revising for 
resubmission as a new manuscript to Journal of Consumer Research. 

 Did I Do That? The Ephemeral Nature of Experiential Purchase and Its Influence on Adaptation (with 
Rohini Ahluwalia) – preparing manuscript. 
 

 Cultural Differences on Facebook Business Pages (with Yuquin Ren and Carlos J. Torelli) – 
preparing manuscript. 

 Love is Blind: How Sensory Liking Impacts Perceptions of Unbranded Products (with Jennifer L. 
Stoner) – 4 studies complete. 

  Brand Sacredness and the Immorality of Changing Brand Logos (with Carlos J. Torelli and Shirley 
Y.Y. Cheng) – working paper available. 

 Thicker than Water: The Influence of Familism on Consumer Response to Brand Extensions (with 
Michael J. Barone and Carlos J. Torelli) – 3 studies complete. 

 Salient Cultural Identities and Consumer Relationships with Culturally Symbolic Brands (with 
Carlos J. Torelli) – 4 studies complete. 

INVITED BOOK CHAPTERS 
 

 Torelli, Carlos J., Maria A. Rodas, and Pascale Lahoud (2017), “Culture and Consumer Behavior,” 
Cross Cultural Issues in Consumer Science and Consumer Psychology: Current Perspectives and 
Future Directions, Springer, Cham, 46-68. 

 Torelli, Carlos J. and Maria A. Rodas (2016), “Globalization, Branding, and Multicultural Consumer 
Behavior,” Routledge International Handbook of Consumer Psychology, New York, NY, Taylor & 
Francis, 41-58. 

CONFERENCE PRESENTATIONS 
 

 Maria A. Rodas and Carlos J. Torelli, “Brand Complexity’s Impact on Product Liking and 
Consumer’s Sense of Self,” Association for Consumer Research, San Diego, 2017. 

 Maria A. Rodas and Rohini Ahluwalia, “The Differential Impact of Low and High Arousal Emotions 
on Consumption Outcomes,” Association for Consumer Research, San Diego, 2017. 
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 Maria A. Rodas, Michael J. Barone, and Carlos J. Torelli, “Thicker than Water: The Influence of 
Familism on Consumer Response to Brand Extensions,” Association for Consumer Research, San 
Diego, 2017. 

 Maria A. Rodas and Carlos J. Torelli, “Cross-Cultural Issues in Emotional Relationships with 
Products and Brands,” Summer American Marketing Association, San Francisco, 2017, session 
chair and organizer. 
 

 Yuquin Ren, Carlos J. Torelli, and Maria A. Rodas, “Global Versus Local: Understanding Cultural 
Differences on Facebook Business Pages,” China Summer Workshop on Information 
Management, Nanjing, China, 2017.  
 

 Maria A. Rodas and Carlos J. Torelli, “The Rise of the Complex Brand: Brand Complexity’s Impact 
on Product Liking and Consumers’ Sense of Self,” Winter American Marketing Association, 
Orlando, 2017. 

 

 Maria A. Rodas, Carlos J. Torelli, and Shirley Y.Y. Cheng, “The Untouchables: The Sacredness of 
Brand Logos,” Association for Consumer Research, Berlin, Germany, 2016. 
 

 Rodas, Maria A. and Carlos J. Torelli, “The Self-Expanding Process of Falling in Love with a Brand,” 
Brands & Brand Relationships Conference, Toronto, 2016. 
 

 Rodas, Maria A. and Carlos J. Torelli, “The Self-Expanding Process of Falling in Love with a Brand,” 
Association for Consumer Research, New Orleans, 2015, session chair and organizer. 
 

 Torelli, Carlos J., Rohini Ahluwalia, and Maria A. Rodas, “Salient Cultural Identities and Consumer 
Relationships with Culturally Symbolic Brands,” Association for Consumer Research, New 
Orleans, 2015, session chair and organizer. 
 

 Torelli, Carlos J. and Maria A. Rodas, “Brand Sacredness and Its Downstream Consequences,” 
Society for Consumer Psychology, Phoenix, 2015. 
 

 Rodas, Maria A. and Carlos J. Torelli, “Self-Expansion in Consumer-Brand Relationships,” Society 
for Consumer Psychology, Phoenix, 2015. 
 

 Torelli, Carlos J., Yuquin Ren, and Maria A. Rodas, “Global Versus Local: Understanding Cultural 
Differences on Facebook Business Pages,” Winter American Marketing Association, San 
Antonio, 2015, session chair and organizer.  
 

 Torelli, Carlos J. and Maria A. Rodas, “Brand Sacredness and Its Cultural Underpinnings,” 
Association for Consumer Research, Baltimore, 2014. 
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TEACHING EXPERIENCE 
 

Instructor, Principles of Marketing (Undergrad), University of Minnesota, Fall 2016 
 Rating: 5.7/6 
 Recommend instructor to other students: 96% 
Instructor, Principles of Marketing (Undergrad), University of Minnesota, Spring 2016 
 Rating: 5.8/6 
 Recommend instructor to other students: 99% 
Instructor, Principles of Marketing (Undergrad), University of Minnesota, Spring 2016 
 Rating: 5.8/6 
 Recommend instructor to other students: 99% 
 

Guest Lecturer, Brand Management (Undergrad), University of Minnesota, Fall 2017 
Guest Lecturer and TA, Brand Strategy (MBA), University of Minnesota, Spring 2017 
TA, Brand Management (Undergrad), University of Minnesota, Fall 2016 
TA, Marketing Strategy (Undergrad), University of Minnesota, Spring 2015 
TA, Marketing Management (MBA), University of Minnesota, Fall 2014 
 
TEACHING INTERESTS 
 

 Brand Management 

 Consumer Behavior 

 Marketing Management 

 Marketing Research 

 Integrated Marketing Communications 

 Advertising and Social Media 
 
SERVICE TO UNIVERSITY AND PROFESSIONAL ORGANIZATIONS 

 

 Reviewer: 
o Association for Consumer Research conference 
o American Marketing Association’s Summer and Winter conferences 
o Society for Consumer Psychology conference 

 PhD Student Recruitment, The PhD Project Annual Conference, Chicago (2017) 

 Organizer, PhD Summer Research Camp, University of Minnesota (2017) 

 Organizer, Multidisciplinary Academic Research Summit, Carlson School of Management, 
University of Minnesota (2016-2017) 

 Student Advisory Committee, Carlson School of Management PhD Program (2015-2017) 

 Manager, Research Subject Pool, University of Minnesota (2015-2016) 

 Organizer, PhD “Brown Bag” Presentation Series, University of Minnesota (2015-2016) 
 
AWARDS AND HONORS 

 

 AMA Matthew Joseph Emerging Scholar Award, 2018 

 AMA-Sheth Foundation Doctoral Consortium Fellow, 2017 

 Carlson School Dissertation Fellowship, University of Minnesota, 2017 

 Vaile Graduate Fellowship for Excellence in Research, University of Minnesota, 2017 

 Lieberman Graduate Fellowship for Excellence in Teaching, University of Minnesota, 2017 

 Promising Young Scholar Research Excellence Award, The PhD Project, 2017 

 AMA Foundation Valuing Diversity Scholarship, 2016 
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 PhD Student Excellence in Teaching Award, University of Minnesota, 2016 

 Haring Symposium Best Discussant Award, University of Indiana, 2016 

 Henrickson Summer Fellowship, University of Minnesota, 2015 

 Council of Graduate Students Conference Travel Grant, University of Minnesota, 2015 

 Distinction of “High Pass” on written preliminary exam, University of Minnesota, 2015 

 Sheth Foundation Winter AMA Doctoral Travel Fellowship, AMA Foundation, 2015 

 Travel Fellowship, University of Minnesota, 2014-2018 

 McNamara Women’s Fellowship, University of Minnesota, 2013-2018 

 Beta Gamma Sigma Membership, 2007 

 Dean’s List, Graduate School of Business, Columbia University, 2006-2007 

 Rudolph F. Barth Scholarship, Graduate School of Business, Columbia University, 2005-2007 

 Graduated cum laude, Harvard College, 2001 
 
AFFILIATIONS 
   

     Association for Consumer Research 
     Society for Consumer Psychology 
     American Marketing Association 
     The PhD Project, Marketing Doctoral Student Association 
 
DOCTORAL COURSEWORK 
   

    Marketing 
 Consumer Attitudes and Persuasion – Joan Meyers-Levy 
 Consumer Judgment and Decision Making – Akshay Rao 
 Consumer Judgment and Decision Making: Consumption and Consumer Wellbeing           
                  – Rohini Ahluwalia 
 Evolution, Decision Making, & Consumer Behavior – Vlad Griskevicius 
 Consumer Behavior Special Topics: Brand Management – Carlos J. Torelli  
 Consumer Behavior Special Topics: Social Influence – Vlad Griskevicius 
 Consumer Behavior Special Topics: Human Motivation – Kathleen Vohs 
 Inter-Organizational Relations in Marketing – George John 
 Mathematical Models in Marketing – Maria Ana Vitorino 
      Psychology 
 Attitudes and Social Behavior – Eugene Borgida 
 Interpersonal Relationships – Jeffry A. Simpson 
 Personality and Social Behavior – Jill Allen 
      Research Methods 
 Consumer Behavior Research Methods – Deborah R. John 
 Psychological Measurement – Niels Waller 
 Probability and Inference – Robert delMas 
 Regression and the General Linear Model – Andrew Zieffler 
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APPENDIX 
 
ABSTRACTS OF PUBLICATIONS 
 

Rodas, Maria A., Rohini Ahluwalia, and Nicholas J Olson (Forthcoming), “A Path to More Enduring 
Happiness: Take a Detour from Specific Emotional Goals,” Journal of Consumer Psychology. 

  

 Although much of consumption behavior is prompted by the pursuit of happiness, enduring happiness 
remains elusive, since happiness is destined to adaptation. Our research identifies a novel yet simple 
method of slowing hedonic adaptation from consumption activities: reducing specificity of the 
happiness goal. We propose that in the realm of happiness, contrary to findings from other domains, 
having a general (e.g., feeling good) versus a specific (e.g., excitement) emotional goal might hold the 
key to more enduring happiness. One lab experiment and a longitudinal study demonstrate general (vs. 
specific) goals expand the breadth of emotions experienced from consumption activities, which in turn 
impact the awareness of the consumption target over time; higher awareness of the target allows one 
to continue to derive happiness from it. Importantly, the happiness advantage of general emotional 
goals strengthens over time. Given people’s tendency to pursue specific (vs. general) happiness goals (as 
three pilot studies reveal), a simple change in the way they formulate their happiness goals could be 
consequential for consumer wellbeing. 

 

Torelli, Carlos J. and Maria A. Rodas. (2017). “Tightness-Looseness: Implications for Consumer and 
Branding Research,” Journal of Consumer Psychology, 27(3), 398-404. 
 
This commentary highlights the importance of the tightness-looseness distinction to provide a more 
nuanced understanding of cross-cultural consumer behavior (Li, Gordon & Gelfand, this issue). We 
provide guidelines to integrate the tightness-looseness distinction into existing cross-cultural models of 
consumer behavior, and suggest how doing so can help to refine predictions about the persuasiveness 
of message appeals. We also discuss how the tightness-looseness distinction can enrich branding 
research, by suggesting future research opportunities in the domains of brand extension research and 
brand protection. 
 

Kaikati, Andrew M., Carlos J. Torelli, Karen P. Winterich, and Maria A. Rodas (2017), “Conforming 
Conservatives: How Salient Social Identities Can Increase Donations,” Journal of Consumer 
Psychology, 27(4), 422-434. 
 

This research considers how common perceptions of liberals’ generosity can be harnessed for increasing 
donations. Given conservatives’ greater tendency to conform to group norms than liberals, we theorize 
that conformity tendencies can increase donations by conservatives when accountable to a liberal 
audience who share a salient identity. Specifically, conservatives donate more when they are 
accountable to a liberal audience with whom they have a salient shared identity (Study 1) due to their 
motivation for social approval (Studies 3 and 4). However, if the donation context activates political 
identity (Studies 2 and 3) or if the unifying social identity is not salient (Study 4), accountability does not 
impact donation decisions. Notably, liberals do not alter their behavior, ruling out alternative 
explanations for the pattern of conformity. This research provides insight into the distinct role of 
accountability for conservatives and importance of audience characteristics for conformity. Though both 
liberals and conservatives can be generous, this research demonstrates how conformity can be used to 
increase charitable giving among conservatives. 
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Torelli, Carlos J., Maria A. Rodas, and Jennifer L. Stoner (2017), “The Cultural Meaning of Brands,” 
Foundations and Trends in Marketing, 10(3), 153-214. 

 

In this monograph, we introduce a conceptual framework to understand: (1) How globalization is 
changing the marketplace and the way consumers bring cultural meanings and identities to the fore of 
their minds, (2) the mechanisms by which brands acquire cultural meanings (i.e., from simple country-
(or region-)-of-origin associations to the more complex enactment of cultural authority), (3) the tools 
that marketers have to purposefully imbue brands with cultural meanings that can resonate with 
culturally-diverse consumers (i.e., the tools to create cultural equity), and (4) how consumers respond to 
the cultural meanings in brands for fulfilling their goals. 

 

ABSTRACTS OF MANUSCRIPTS UNDER REVIEW 
 

Rodas, Maria A. and Deborah R. John, “The Secrecy Effect: Secret Consumption Polarizes Product 
Evaluations,” revising for third round at Journal of Consumer Research. 

 

 Advertisers often depict their products being consumed in a social setting, but they also depict people 
secretly consuming their products. Do consumers like a product more if they are prompted to consume 
it in secret? We report six studies, where women consume and evaluate products, such as chocolate or 
cookies. Women in secret consumption conditions were instructed to imagine eating the food in secret, 
instructed to hide the food from others while consuming it, or shown an advertisement encouraging 
eating the food in secret. These secret consumption prompts resulted in more extreme (polarized) 
product evaluations. Well-liked products received more positive evaluations, and disliked products 
received more negative evaluations, compared to evaluations in non-secret conditions. We identify 
preoccupation and attitude polarization as the primary drivers for these outcomes. When people 
consume a product in secret, they become preoccupied with the product, as thoughts about the product 
continually pop into mind. Increased thinking leads to attitude polarization, where evaluations for liked 
(disliked) products become more positive (negative). Finally, we also identify moderators of these 
secrecy effects. 

 

Rodas, Maria A., Deborah R. John, and Carlos J. Torelli, “Paradox Brands: Can Brands with 
Contradictory Meanings be More Appealing to Consumers,” revising for resubmission at Journal 
of Consumer Research (Dissertation Essay 1) – See abstract provided on page 2. 

 
Xu, Alison J., Maria A. Rodas, and Carlos J. Torelli, “Generosity without Borders: The Interactive Effect 

of Spatial Distance and Donation Goals on Charitable Giving,” under review at Organizational 
Behavior and Human Decision Processes. 

 
Although research suggests that people are more likely to donate money to nearby (vs. 
faraway) causes, donations to foreign causes experience the fastest growth. We provide a 
theoretical framework to predict the conditions under which people donate more or less to 
faraway (vs. nearby) causes. We theorize that donors’ accessible goals influence how they make 
inferences on the implications of spatial distance information. When the goal to impact 
recipients’ lives is accessible, donors apply the “closeness-equals-impact” heuristic, and donate 
more money to nearby causes; whereas when the goal to fulfill one’s moral objectives is 
accessible, donors apply the “distance-extends-moral-reach” heuristic, and donate more money 
to faraway causes. These differences can be triggered by the direct priming of impact or moral 
goals and are influenced by donors’ construal-level mindsets (concrete vs. abstract). Moreover, 
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the extent to which moral goals are accessible to drive donation behavior varies as a function of 
donors’ chronic moral identity. Three studies support these predictions while ruling out 
alternative interpretations based on confounds with social closeness and recipients’ need. We 
discuss the research contributions of this literature on prosocial behaviors, construal level 
theory, and morality. 

 
DESCRIPTIONS OF SELECTED RESEARCH IN PROGRESS 
 

Keep Calm and Smell the Roses: The Differential Impact of Low and High Arousal Emotions on 
Consumption Outcomes (with Rohini Ahluwalia and Jinjie Chen) – preparing manuscript for 
submission to Journal of Consumer Research. 

 

 This paper demonstrates that low arousal positive emotions (e.g., contentment, calmness, relaxation) 
have a hedonic adaptation advantage over their high arousal counterparts (such as, excitement, elation, 
energizing). We show that this is because experiencing low arousal emotions during a consumption 
experience is likely to reduce the extent to which the mind wanders, increasing consumers’ focus on the 
experience itself, allowing more details to be noticed, enabling a richer experience, and thereby, 
resulting in higher enjoyment. Importantly, this enjoyment advantage of low arousal emotions might not 
be apparent initially, but builds and strengthens over time, significantly reducing hedonic adaptation. A 
series of lab studies and one longitudinal study, demonstrate that this effect emerges whether the low 
versus high arousal emotions are experienced because of the nature of the product (slow vs. fast tempo 
music) or its positioning (peaceful vs. calming tea), the situational context of the consumption (primed 
high vs. low arousal emotions), or even the consumer’s chronic disposition to experience these 
emotions.  

 

The Self-Expanding Process of Falling in Love with a Brand (with Carlos J. Torelli) – revising for 
resubmission as a new manuscript to Journal of Consumer Research. 

 

 We explore the motivational-emotional process of falling in love with a brand by applying the self-
expansion model (Aron et al., 2013) to consumer-brand relationships. This model suggests that novel 
and exciting activities, as well as direct acquisition of resources, can trigger self-expansion, which in turn 
can result in positive feelings or love for the brand. We demonstrate that consumption experiences that 
are novel and exciting, or that provide direct resources to consumers (in terms of information) result in 
greater love for the brand, and this effect is mediated by feelings of self-expansion. 

 

Did I Do That? The Ephemeral Nature of Experiential Purchase and Its Influence on Adaptation (with 
Rohini Ahluwalia) – preparing manuscript. 

 

This research examines the happiness derived from material versus experiential goods. Contrary to the 
typical happiness advantage of experiential goods touted in past literature, this project presents a 
counterintuitive finding, that material (versus experiential) goods are likely to provide more enduring 
happiness over time, and hence, lead to lower levels of hedonic adaptation. Theorizing is based on the 
logic that, over time, material purchases are likely to induce a relatively higher frequency of thought 
related to the product compared to experiences, whose top-of-mind awareness is likely to decline more 
steeply as time passes by (especially if they are not “extraordinary” experiences). A higher frequency of 
thought related to the product helps slow down adaptation. The hypotheses are tested in a series of 
longitudinal studies. 
 

Cultural Differences on Facebook Business Pages (with Yuquin Ren and Carlos J. Torelli) – preparing 
manuscript. 
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With the prevalence of social media, many brands have launched business pages on Facebook to engage 
consumers and build brand equity across the globe.  To be truly global, brand managers need to reach 
these consumers through localization strategies and cater their communication content to local 
audience’s needs. Nonetheless, there has been limited research on cultural differences in social media. 
We hope to fill this gap in the literature by analyzing global brands’ Facebook pages across four cultures: 
U.S., Mexico, Australia, and Singapore. We discuss how the cross-cultural differences we observe relate 
to cultural dimensions such as individualism-collectivism and vertical-horizontal, and the practical 
implications on social media marketing and brand management in the new era. 
 

Love is Blind: How Sensory Liking Impacts Perceptions of Unbranded Products (with Jennifer Stoner) – 
4 studies complete. 
 

Past research has demonstrated how different aspects of a brand’s image can be used as a cue for 
inferences about quality and brand extensions. Brand elements have even been shown to impact 
perceptions of things unrelated to the brand or product such as the consumer’s environment and group 
identity.  Even though brands have been demonstrated to impact perception, companies regularly use 
“blind” testing in product development. We suggest that this may be a mistake as it may lead to a 
different sensory experience in the testing process than would be experienced after purchase, when a 
brand is present. We hypothesize that this is especially true for customers who love the taste or smell of 
the product. 
 

 Brand Sacredness and the Immorality of Changing Brand Logos (with Carlos J. Torelli and Shirley Y.Y. 
Cheng) – working paper available. 

 

Sacredness seems to be a universal concept found across societies. Although past research has 
documented the sacredness of consumption experiences and products, less is known about how 
perceptions about the sacredness of brands shape consumer behavior. Because brands are collective 
representations shaped over time by the experiences of consumers, we propose that brands can also 
reach a sacred status. Furthermore, we show in five studies that consumers experience negative 
emotions in response to changes to the symbols of a sacred brand (e.g., logo). We find that this occurs 
because logos are the most salient visual representation of the symbolic meaning, and hence the 
sacredness, of a brand. Thus, logo changes are viewed by consumers as a transgression against an 
essential brand element. We also find that this effect is stronger for individuals more likely to sacralize 
objects and values, further attesting to the underlying process.  
 

Thicker than Water: The Influence of Familism on Consumer Response to Brand Extensions (with 
Michael J. Barone and Carlos J. Torelli) – 3 studies complete. 

 

 This research introduces a new variable to the literature of brand extensions by considering how 
extension appraisals are influenced by familism, i.e., the degree to which individuals identify with their 
families.  Consistent with the notion that familism induces individuals to support close family members 
in times of need, three studies demonstrate that high-familism consumers evaluate more favorably near 
extensions that are introduced at relatively low quality levels.  This effect of familism on near extension 
evaluations is mediated by family brand – extension fit and mitigates the family brand dilution typically 
associated with near extensions that represent downward stretches.  

 

Salient Cultural Identities and Consumer Relationships with Culturally Symbolic Brands (with Carlos J. 
Torelli) – 4 studies complete. 
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This paper focuses on the role of self-relevant collective identities in shaping self-brand connections. 
Results from four studies demonstrate that a brand’s cultural symbolism impacts the strength of the 
consumer-brand relationship. Stronger bonds with culturally symbolic brands are more likely to emerge 
when cultural identities are chronically or temporarily salient. This occurs because identity salience 
heightens the valuation of culturally symbolic brands. 

 

 
 


