ZACHARY G. ARENS

University of Maryland

Robert H. Smith School of Business Phone: (571) 229-8092
3330] Van Munching Hall Fax: (301) 405-0146
College Park, MD 20742 Email: zarens@rhsmith.umd.edu
Education

Doctor of Philosophy in Marketing, Expected 2012 University of Maryland College Park

Dissertation Chairs: Rebecca Hamilton and Roland Rust

Dissertation Members: Amna Kirmani, Kent Norman, and Rebecca Ratner

Status: Proposal defended April 2011, being revised for resubmission to Journal of Consumer Research

When consumers make a choice, at least one alternative is forgone, and current thinking holds that this
forgone alternative is less likely to be chosen in the future. According to fifty years of cognitive dissonance
research the value of a forgone alternative declines relative to the chosen alternative after a difficult choice.
However, we show that this devaluation persists only until the chosen alternative has been consumed. This
finding follows from a goal theory perspective which argues that consumers derogate the forgone alternative
as a way to remove doubt and hesitation while pursuing the chosen alternative. Thus, after consumption,
derogating the forgone alternative is irrelevant, and accordingly we demonstrate that its attractiveness exhibits
a U-shaped pattern where it decreases following choice but rebounds following consumption.
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Research Interests

My research focuses on consumer motivation. I am interested in how consumers formulate, pursue and fulfill their
goals, and in metrics for measuring consumer motivation.
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