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Motivated Decision Making: Effects of Activation and
Self-Centrality of Values on Choices and Behavior

Bas Verplanken
University of Tromsg

Rob W. Holland
University of Nijmegen

Six studies examined the value-behavior relation and focused on motivational properties of values, the
self, and value activation. Priming environmental values enhanced attention to and the weight of
information related to those values, which resulted in environmentally friendly consumer choices. This
only occurred if these values were central to the self-concept. Vaue-congruent choices were also found
in response to countervalue behavior in an unrelated context. Donating behavior congruent with central
altruistic values was found as a result of enhanced self-focus, thus demonstrating the importance of the
self in the value-behavior relation. The external validity of the value-centrality measure and its
distinction from attitudes were demonstrated in the prediction of voting. VValues were thus found to give
meaning to, energize, and regulate value-congruent behavior, but only if values were cognitively

activated and central to the self.

It might be flattering to think of values as a fundamental
characteristic of human beings. But when and how do values affect
choices and behavior? VValues are conceptions of desirable ways of
behaving or desirable end states—for example, friendship, respect
for tradition, living healthily, equality, ambition, or preserving the
natural environment (e.g., Feather, 1990, 1996; Rokeach, 1968,
1973; Schwartz, 1992). Most values are culturally shared, but
individuals differ in how they rank the importance of specific
values. Values may form important ingredients of a person’s
self-concept and thus contribute to a person’s sense of identity. For
example, a person might consider himself or herself as being
honest and might thus mention this value when asked to describe
himself or herself. Values are sometimes shared with others and
might constitute the basis of group, professional, political, or
cultural identities. Particular values may form the basis of moral
and ethical rules of conduct, which are sometimes explicitly for-
mulated, such as the Hippocratic Oath or the Ten Commandments.

Although values can be considered as relatively stable con-
structs, people do not always think about their values while making
everyday decisions. For instance, the person who values honesty
might be creative in filling out his or her tax form. There might be
many reasons for this discrepancy. Honesty might not be a suffi-
ciently central value for this person, he or she might not interpret
atax return situation as one in which honesty applies as avalue, or
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he or she might enact a competing value (e.g., materialism).
Similar to the inconsistency in the attitude—behavior relationship,
we may think of such an inconsistency in the value—behavior
relationship. In general, whereas a substantial literature exists on
the relationship between attitudes and behavior, we know less
about when and how values influence behavior. Research has
identified a number of variables that might be involved in this
relation, including constructs like personal norms (e.g., Ajzen &
Fishbein, 1972), the self (eg., Steele & Lui, 1983), personal
involvement (Stern & Dietz, 1994), level of moral reasoning (e.g.,
Kristiansen & Hotte, 1996), attitudes or preferences (e.g., Feather,
1995; Feather, Norman, & Worsley, 1998; Furnham, 1984; Stern,
Dietz, Kaof, & Guagnano, 1995), attitude function (Maio &
Olson, 1994, 1995, 2000), and attitude strength (Holland, Verplan-
ken, Smeets, & van Knippenberg, 2001). In the present series of
studies, we investigate in more detail processes that might be
involved in the value-behavior relationship (i.e.,, when and how
values come into action). Two fundamental issues are of central
interest in this article. The first concerns motivational properties of
values, in particular the relationship between values and the self.
The second concerns the activation of values and the conditions
under which value activation influences behavior. We first address
the distinction between values, goals, and attitudes. We then dis-
cuss the relationship between values and choices, values as a
motivational and self-related construct, and value activation, and,
finally, give an overview of the present research.

Values, Goals, and Attitudes

Values are motivational constructs: Living up to a value fulfills
a particular, highly abstract goal. Thus, honesty, helpfulness, and
loyalty are three values that fulfill the goal of benevolence.
Schwartz (1992; Schwartz & Bilsky, 1987, 1990) presented a
comprehensive model of values in which 10 different types of
values are distinguished. Each value type contains a number of
single values that serve a distinct goal, such as hedonism (served
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by, e.g., enjoying life), security (served by, e.g., maintaining social
order), achievement (served by, e.g., being ambitious), or benev-
olence (served by, eg., being honest). Such higher order goals
might also be framed in terms of ideal self- or world views (Austin
& Vancouver, 1996) or general life goals (Oettingen & Gollwitzer,
2001). Values may guide the selection of actions and the evalua-
tion of people and events by their associations with these abstract
goals (e.g., Feather, 1990; Rohan, 2000; Rokeach, 1973; Schwartz,
1999). Although values are sometimes referred to as abstract goals
themselves, we feel more comfortable with Lewin’s (1952) view
on values:

Values influence behavior but have not the character of agoal (i.e., of
aforce field). For example, the individual does not try to “reach” the
value of fairness, but fairness is “guiding” his behavior. . . . In other
words, values are not force fields, but they “induce” force fields.
(p- 41)

We thus consider values as cognitions that may define a situa-
tion (e.g., as one in which honesty is involved), elicit goals (e.g.,
benevolence), and guide action (e.g., tell one's spouse that one
made a mistake).

Values should be distinguished from attitudes (e.g., Maio &
Olson, 1994; Oskamp, 1991; Rohan, 2000; Rohan & Zanna, 2001;
Rokeach, 1973; Rosenberg, 1960; Schwartz, 1995). The two con-
structs differ in that values transcend specific situations or objects,
are hierarchically ordered in terms of importance, and form an
integrated system (e.g., Schwartz, 1992, 1996; Devos, Spini, &
Schwartz, in press). Behavior thus often involves a trade-off be-
tween competing values (e.g., Schwartz, 1996). The way values
and attitudes are measured a so points to an important difference:
Whereas the core characteristic of an attitude is its variation on an
evaluative dimension (favorable—unfavorable), the distinctive as-
pect of avalueisits variation in importance (e.g., Maio & Olson,
1994; Rokeach, 1973; Schwartz, 1992). For instance, Kerlinger
(1984) showed that liberals and conservatives adhered to different
values but did not consider the other group’ s values to be negative.
Although attitudes and values are distinct constructs, particular
attitudes may be functionally related to values. In fact, attitude
theorists traditionally distinguish a number of functions that atti-
tudes may fulfill, among which is the expression of a value (e.g.,
Eagly & Chaiken, 1993; Johnson & Eagly, 1989; Katz, 1960; Maio
& Olson, 1994, 1995, 2000). In Study 6 we pitted a measure of
environmental values against a measure of attitude toward the
environment in the prediction of voting for “green” parties in
genera elections in the Netherlands.

Values and Choices

How do values affect choices? Feather (1990, 1992, 1995;
Feather et al., 1998) approached this issue from an expectancy-
value perspective. In this framework, antecedents of behavior are
modeled in terms of subjective expected utilities of outcomes
(Feather, 1982; Fishbein & Ajzen, 1975). A choice dlternativein a
decision problem is thus characterized by the perceived likelihood
of an outcome, which has a certain degree of attractiveness. Values
may influence a choice by determining the attractiveness of out-
comes that are relevant to those values (Ball-Rokeach & Loges,
1996; Feather, 1990, 1992; Verplanken & Svenson, 1997). For
instance, a student who makes a choice between working for an

exam and going out with friends may decide according to which
value he or she finds more important (i.e., being ambitious vs.
maintaining friendships). Feather (1995) presented a comprehen-
sive study that demonstrated relationships among values, attrac-
tiveness of outcomes, and choice for a large variety of values and
related choice problems. This study showed that the attractiveness
of choice options was systematically correlated with related values.

The present studies also focus on the relationship between
values and choices. In Studies 1-4, multiattribute choice problems
were used, in this case choices between 20 aternatives (television
sets) that were described in terms of seven attributes (e.g., screen
quality, sound quality, instruction). The attractiveness of an alter-
native is determined by the quality of attributes and their relative
importance (decision weight). A decision maker might arrive at a
choice through a variety of choice rules, and decision weights play
acrucia role in most of these (e.g., Bettman, Johnson, & Payne,
1991; Payne, Bettman, & Johnson, 1992; Svenson, 1992). Vaues
may determine the importance of an attribute and, hence, its
decision weight. In the present choice problems, environmental
aspects was one of the seven attributes. It was thus assumed that
the importance of environmental values would, under certain con-
ditions that we discuss below, determine the weight of this at-
tribute. The task was arranged such that this weight could implic-
itly be inferred from the choices participants made. In addition, in
Study 3 we looked in more detail at the choice process by observ-
ing participants’ information acquisition behavior and tested the
assumption that attention to value-relevant information mediates
the relationship between values and choices. In Study 5 the choice
consisted of whether to donate money to a human rights organi-
zation. In this case, adhering to atruistic values was supposed to
enhance the attractiveness of the decision of whether to donate.
Study 6 focuses on voting in general elections. Political parties
might be associated with different values, and a voting decision
might thus be dependent on the perceived importance of these
values. Taken together, in these studies we assumed that values
relate to choices and behavior by influencing the weight of infor-
mation related to those values and, thus, the attractiveness of
choice alternatives.

Values, Motivation, and the Self

Although most values are widely shared, it can be assumed that
only asmall subset of central values have the capacity of actually
driving behavior. Values are centra when they make up part of
one's self-definition and, thus, contribute to on€’'s sense of iden-
tity. We prefer to use the term value centrality, in the sense of
centrality to the self, over importance because the latter term is
much broader. For instance, a value might be perceived as impor-
tant not only because it is part of a person’s self-concept but also
because of socia norms or self-presentation motives or as a
rationalization strategy. A person might define himself or herself
in terms of central values—for instance, as being a liberal, an
advocate of equal rights, or someone who cares for the environ-
ment. We propose that central values are the ones that make an
individual define and interpret a situation (e.g., interpret a work
conflict as an equal rights issue), attend to value-related informa-
tion (e.g., salaries of men vs. women in a particular position),
enhance the weight of such information (e.g., compared with
information about work load), and €licit a motivation to act (e.g.,
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sign a petition). The centrality of a particular value (i.e., the degree
to which an individual has incorporated this value as part of the
self) varies between individuals. Individuals thus vary in the pro-
pensity to act in value-consistent ways as a function of value
centrality. This assumption was tested in Studies 2—6. It was
expected that a value would only lead to value-congruent choices
(Studies 2—4) or actua behavior (Studies 5 and 6) among individ-
uals for whom that value was central.

Thus, an overarching assumption underlying the present studies
is that the self is a crucial structure in the relationship between
values and behavior and that values may acquire motivational
properties by making up part of the self. We investigated the role
of the self in three different fashions. First, as outlined above, in
five of the six studies we included a measure of the degree to
which a value makes up part of one's self-concept (i.e., vaue
centrality). Furthermore, Study 4 tests the assumption that if some-
one readlizes that he or she fails to live up to a central value or acts
contrary to what such a value would imply, this person is moti-
vated to restore or compensate for the experienced failure if an
opportunity to do so arises. Various perspectives on self-regulation
have described such processes (e.g., Bandura, 1991; Carver &
Scheier, 1981, 1990; Gollwitzer & Moskowitz, 1996; Higgins,
1996; Steele, 1988; Wicklund & Gollwitzer, 1982). Findly, in
Study 5 we investigate whether enhancing self-focusleadsto behavior
that is congruent with central values. The hypothesis in this study
was that self-focus would activate values that are central to the salf.

Value Activation

As do all knowledge structures, values need to be activated to
affect information processing and behavior (e.g., Higgins, 1996;
Kruglanski, 1996). Activation of course occurs automatically
when values are the primary focus of attention. For instance, in
discussions of the legalization of abortion, values related to the
prolife and prochoice viewpoints are the main issues of the dis-
cussion and are thus automatically activated. Values may aso be
activated if they are implied by the situation or by the information
aperson is confronted with. For instance, a choice between study-
ing and going out with friends might activate the values of being
ambitious and maintaining friendships. Another way values might
become activated is when the self is activated, as we have argued
above. There have been various demonstrations suggesting that
enhanced self-focus leads to enhanced accessibility of self-related
attitudes, traits, or norms and thus to an increased likelihood of
behavior that is consistent with these constructs (e.g., Diener &
Wallbom, 1976; Gibbons, 1978; Snyder & Swann, 1976; Stapel &
Tesser, 2001; Wicklund & Duval, 1971). Thus, if a central value
makes up part of the self, an enhancement of self-focus should
activate that value and put it into action when an appropriate
situation occurs and, thus, instigate value-congruent behavior. We
test this in Study 5.

Although it is conceivable that for some individuals a particular
value might be chronically accessible, it can be assumed that for
most people values need to be activated in one way or another to
exert an influence, even if the value is central. In most of the
contexts discussed so far (e.g., the abortion discussion or the
choice between studying and going out with friends), value acti-
vation and its subsequent influence on choices and behavior occur
simultaneously and therefore cannot empirically be distinguished.

To demonstrate more explicitly the activation assumption, we used
priming paradigms in which activation occurred outside the con-
text in which it is supposed to influence behavior. The crucial
aspect of value activation might be the activation of a motivation
rather than a cold concept (cf. Kruglanski, 1996). Once this mo-
tivation is activated, goal-directed cognitive and behavioral pro-
cesses may follow spontaneously (e.g., Bargh, 1990). The assump-
tion tested in the present studies is that priming a value (or
enhancing self-focus in Study 5) only affects information process-
ing, choices, and behavior if that value is central to the self.
Although others have demonstrated that priming motivational con-
structs (e.g., goals) may affect judgments and behavior, the present
studies are new in testing the hypothesized interaction of priming
and centrality to the self.

Overview

Six studies were conducted. In Study 1 we provide a demon-
stration of the value activation effect by investigating the effect of
priming environmental values on a subsequent multiattribute con-
sumer choice task. We expected that priming environmental values
would enhance the weight of environment-related information in
the choice task and thus influence choices in an environmentally
friendly direction. Study 2 provides a replication using a different
priming task. In addition, this study tests the value centrality
assumption that a value prime is only effective if the activated
valueis centra to the self-concept. Study 3 tests whether attention
to value-relevant information mediates the effects of value priming
and value centrality on choices. We measured attention to infor-
mation by observing information acquisition behavior during the
decision-making process. Studies 4 and 5 further test the self-
related aspect of values. In Study 4, action against environmental
values was manipulated and its effect on subsequent choices was
measured. In Study 5, self-focus (rather than value activation) was
manipulated and the occurrence of value-congruent behavior was
observed. This study also generalizes the previous findings to
another set of values (i.e., atruistic values) and focuses on actual
behavior, in this case donating money to a human rights organi-
zation. Studies 4 and 5 again test the value centrality assumption.
Finally, Study 6 establishes further external validity of the value
centrality measure and empirically demonstrates the distinct con-
tributions of values and attitudes in the prediction of voting
behavior.

Study 1

Study 1 tests the value activation hypothesis. Using a priming
paradigm, we either primed or did not prime environmental values
in a first task, and we observed effects on the degree to which
environmentally friendly choices were made in a subsequent and
allegedly unrelated multiattribute choice task.

Method

Participants and design.  Participants were 40 undergraduate students
a the University of Nijmegen, the Netherlands, who received a small
monetary reward for participation. The study had a single-factor (vaue
prime: present vs. absent) between-subjects design.

Procedure. Participants were involved in two allegedly independent
studies that were introduced as studies on how we form impressions of
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other people and on consumer choice behavior, respectively. The first task
contained the manipulation of value activation. The second task was a
multiattribute choice task and contained the dependent variables. Both
tasks were in paper-and-pencil format. Participants were told that the
studies were combined because each took relatively little time to accom-
plish. In addition, letter types and layouts were different in each task.
Participants were probed for suspicion of a relationship between the two
tasks. No one had been aware of this relation. Participants were then
debriefed, paid, thanked, and dismissed.

The value activation manipulation. Under the cover story of an im-
pression formation task, participants were presented with 20 values, which
were briefly described. They were asked to form an impression of a person
who adheres to these values. There were two conditions. In the priming
condition, 12 of the 20 values were in some way related to the environment
(e.g., preserving nature, caring for future generations, living in a healthy
place). To avoid a straightforward semantic priming effect, we did not use
the Dutch equivalent of the word environment (which was used in the
choice task; see Dependent measures section). In the control condition, all
values were unrelated to the environment (e.g., perfectionism, respecting
other people, enjoying the good things of life). The instructions were as
follows:

We want you to form an impression of a person whom we will call
Mark. Mark is 22 years old. On the next page you will find a list of
values that Mark adheres to. Consider this as a “profile’ of Mark.
Each value is stated and briefly described. Read the list of values, and
while doing so try to form an accurate impression of Mark. For
instance, try to imagine his profession, hobbies, main character traits,
political views, and so on.

After reading the 20 values, participants wrote down their impression of
the target person. They were then thanked for their participation and were
presented with the consumer choice task.

Dependent measures.  The consumer choice task consisted of making a
choice between 20 television sets. The television sets were described by
seven attributes: screen quality, screen quality in direct sunlight, sound
quality, remote control, environmental aspects, programming facilities, and
user instructions. This information was provided in the form of a20 X 7
matrix (the rows consisted of 20 television sets, the columns of seven
attributes). Each cell contained one of five symbols(— —, —, 0, +, or ++)
indicating how favorable or unfavorable a particular television set was on
aparticular attribute. Thetelevision setswere referred to using letters of the
aphabet ranging from A to T. The complete matrix is presented in the
Appendix. The attributes were briefly explained in the instructions for this
task. Environmental aspects were said to refer to electricity use, the
presence of environmentally hostile materials, and the presence of mate-
rials that can be recycled. Participants were asked to indicate which
television set they would choose if they were to buy one, assuming that
prices were approximately equal. As can be seen in the Appendix, the
choice matrix was constructed in such away that the five possible attribute
ratings for environmental aspects (— —, —, 0, +, and ++) were equaly
distributed across the 20 television sets. Thus, 4 television sets were rated
as very unfavorable on environmental aspects (B, |, Q, and S), 4 television
sets were rated as unfavorable (C, J, O, and P), 4 television sets were rated
asreasonable (E, F, G, and K), 4 television sets were rated as favorable (A,
H, L, and M), and 4 television sets were rated as very favorable (D, N, R,
and T). Consequently, choosing a particular television set implied a score
on a5-point scale ranging from —2 to 2, indicating the favorability of the
chosen alternative on the environmental dimension. This score is referred
to as the environmental status of the chosen alternative. The measure
indicated the degree to which environmental aspects had been taken into
account in participants' choices and thus represented an implicit measure
of environmental attribute weight. After participants made their choice,
they were presented with the same matrix and were asked to indicate which
aternatives were acceptable. The mean favorability scores of the accept-

able television sets on the environmental dimension was taken as the
environmental status of acceptable alternatives and was an additional
dependent variable. After the choice task, participants indicated how im-
portant each of the seven attributes had been for their choice on 7-point
scales ranging from 1 (not at all important) to 7 (very important).

Results and Discussion

We expected that participants who were primed with environ-
mental values would put more weight on environmental aspectsin
the consumer choice task and would thus choose a television set
that was more favorable on environmental aspects, as compared
with participants in the control condition. In line with this predic-
tion, the mean environmental status of the chosen alternative was
significantly higher in the priming condition than in the control
condition (M = 1.20 and M = 0.40, respectively), t(38) = 2.25,
p < .03. Also, the mean environmental status of acceptable alter-
natives was significantly higher in the priming condition than in
the control condition, (M = 0.52 and M = 0.24, respectively),
t(38) = 2.04, p < .05. To test whether perceived attribute impor-
tance mediated this effect, we regressed the environmental status
of the chosen alternative on both the prime versus no-prime
condition and attribute importance. Mediation was demonstrated
by a statistically nonsignificant beta weight of prime versus no
prime (B = .14) and a significant beta weight of attribute impor-
tance (B = .59, p < .001). The reduction in the effect of the
priming manipulation due to attribute importance was statistically
significant (Z = 1.99, p < .05; eg., Kenny, Kashy, & Bolger,
1998). The same result was obtained when the environmental
status of acceptable alternatives was regressed on condition and
attribute importance (8 = .09, ns, for condition, and B = .64, p <
.001, for attribute importance). This mediation effect also was
statistically significant (Z = 2.05, p < .05).

Priming environmental values thus made participants make
value-congruent choices in a context that was perceived as unre-
lated to the priming task. Perceived importance of the environ-
mental attribute mediated this effect. These results suggest that an
activated value may influence choices by enhancing the weight of
information that is related to that value. Study 2 replicates and
extends these results.

Study 2

This study extends the previous study in two ways. First, a
different priming method was used. Second, this study investigates
whether individual differences in value centrality determine how
participants respond to the value prime. We expected that only
participants for whom this value was central would respond to the
prime by making a value-congruent choice.

Method

Participants and design.  Participants were 99 undergraduate students
at the University of Nijmegen who received a small monetary reward for
participation. The study had a 2 (value prime: present vs. absent) X 2
(value centrality: central vs. not central) mixed design. Value prime was
manipulated, and value centrality was measured.

Procedure. The study consisted of two sessions, which were separated
by aweek. During the first session, participants responded to the Schwartz
Value Survey (Schwartz, 1992), in which the centrality of environmental
values was measured. Participants returned to the laboratory a week later.



438 VERPLANKEN AND HOLLAND

Only those who scored in the highest or the lowest quartile of the distri-
bution of value centrality (n = 52) participated in the follow up to the
present study. The remainder of the participants went to participate in an
unrelated experiment that was conducted at the same time. The second
session consisted of a priming task, which was introduced as a language
and communication test and was followed by the consumer choice task that
was used in Study 1. Participants were told that the studies were combined
because each took relatively little time to accomplish. Participants were
probed for suspicion concerning the relationship between the two tasks,
and no one was aware of this relation. Participants were then debriefed,
paid, thanked, and dismissed.

Measurement of value centrality. The centrality of environmental val-
ues was measured in the first session by an adapted version of the Schwartz
Value Survey, which contains 56 items assessing a wide range of values.
The values were presented by catchwords (e.g., “respect for tradition”),
which were followed by a brief extension (e.g., “preservation of time-
honored customs’). The items were randomly presented on a computer.
Two items measured environmental values: unity with nature and protect-
ing the environment.* It could be assumed that the presence of a large
diversity of values prevented participants from paying particular attention
to the environmental values. In addition, we assumed that by presenting a
large number of potentialy important life values, we diminished the
tendency to respond in a socialy desirable fashion to the environmental
items. The two environmental items were averaged into a measure of
centrality of environmental values (coefficient « = .76). All items were
accompanied by an 11-point response scale, ranging from 1 (this does not
describe me at all) to 11 (this describes me very well). We used this
response format rather than the one in the origina instrument because we
wished to operationalize value centrality as the extent to which a value is
part of one's self-concept. On the basis of the distribution of the measure
of the centrality of environmental values, participants in the highest and
lowest quartiles were retained in the actual experiment.

The value activation manipulation. In the follow-up session 1 week
later, participants were presented with a scrambled sentencetest (e.g., Bargh &
Chartrand, 2000; Srull & Wyer, 1979). Thirty scrambled sentences were
presented, each consisting of five words. Participants had to remove one word
and compose agrammatically correct sentence of the remaining four words. In
the prime condition, 20 sentences contained one word (which was not the one
that should be removed) that referred to the environment (e.g., green, ecolog-
ical, earth, nature, forest, climate). In the control condition these words were
replaced by ones that were unrelated to the environment.

Dependent measure.  Participants were presented with the same choice
task as was used in Study 1. This time they were only asked to indicate their
most preferred television set. The dependent variable was the environmen-
tal status of the chosen alternative, which thus could vary from -2 to 2.

Results and Discussion

The environmental status of the chosen aternative was sub-
jected to 2 (value centrality: central vs. not central) X 2 (value
activation: value prime vs. control) analysis of variance. The main
effect of value centrality was highly significant, F(1,48) = 15.44,
p < .001. The value activation main effect and the Value Central-
ity X Vaue Activation interaction were marginally significant,
F(1, 48) = 381, p < .06, and F(1, 48) = 3.79, p < .06,
respectively. The pattern of means related to the interaction was as
expected and is presented in Table 1. Student-Newman—Keuls
post hoc tests (p < .05) indicate that the high-value-centrality
primed participants chose television sets that were relatively en-
vironmentally friendly, and they differed statistically significantly
from all other participants. These results thus show that priming a
value only resulted in value-congruent behavior if the value was
central to the self-concept. The results aso show that value acti-

Table 1
Environmental Satus of the Chosen Alternative as a Function of
Priming and Value Centrality in Study 2

Value centrality

Condition Not central Central
Prime —1.08, 0.85,
No prime —1.08, —0.43,

Note. Higher values indicate value-congruent (environmental) choices.
Means with different subscripts differ significantly, p < .05.

vation was a necessary condition: Those for whom environmental
values were central but were not primed did not show value-
congruent behavior. The fact that high- and low-value-centrality
participants responded differently to the priming manipulation
suggests that the priming effect was not a semantic priming effect
or a genera goal-prime effect.

Study 3

The next study extends the previous two studies by using an
information-display-board paradigm, which provided the opportu-
nity to monitor participants information acquisition behavior dur-
ing decision making (e.g., Bettman et al., 1991; Jacoby, Jaccard,
Kuss, Troutman, & Mazursky, 1987). Whereas participants in the
previous two studies were simultaneously presented with al the
attribute information of al options in the choice task (i.e., the
matrix shown in the Appendix), participants in the present study
were required to actively acquire the information they wished to
inspect. The hypothesis tested is that attention to value-relevant
information (measured as the proportion of value-relevant infor-
mation acquired from the information board) mediates the effect of
value activation on the degree of making value-congruent choices.
Like in Study 2, we hypothesized that this effect would only be
present for high-value-centrality participants.

Method

Participants and design.  Participants were 105 undergraduate students
at the University of Nijmegen who received a small monetary reward for
participation. The centrality of participants environmental values was
measured, and value activation was manipulated. The design of the study
was thus a 2 (value centrality: central vs. not central) X 2 (value prime:
present vs. absent) mixed model.

Procedure. This study was run in a single session. Participants were
asked to participate in four alegedly independent studies, which were
introduced as studies on what people think are important things in life, the
development of a new questionnaire, impression formation, and consumer
choice behavior, respectively. Asin the previous studies, participants were
told that the studies were combined because each took relatively little time
to accomplish. In addition, different letter types and layouts were used for
each task. Participants were taken to a cubicle, where they were seated in
front of a computer. The first task consisted of the Schwartz Value Survey,
which was the same as the one used in Study 2. The second task consisted
of a small paper-and-pencil questionnaire and was used as a filler task,

1 The literal Dutch translation we used was “acting in favor of a better
environment.”
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which we do not discuss further. The third task contained the priming
manipulation, which in this case was the person impression task used in
Study 1. The final task was a computerized version of the multiattribute
choice task that was used in the previous two studies. In this case, however,
participants acquired information before making a choice. The program
provided all instructions for the choice task, presented the task and addi-
tional questions, and recorded information search behavior and all further
responses. Participants were probed for suspicion concerning arelationship
between the four tasks. Two participants spontaneously expressed suspi-
cion of an intended relationship between the studies (less than 2%) and
were removed from the data set, leaving 103 participants. Finally, partic-
ipants were debriefed, paid, thanked, and dismissed.

Measurement of value centrality. The measurement of centrality of
environmental values was identical to the one used in Study 2. Coefficient
aphaof the two environmental items was .76. Participants were designated
as low or high on value centrality on the basis of a median split.

The value activation manipulation. Participants were provided with
the same impression formation task that was used in Study 1. This task
contained the manipulation of activation of environmental values.

Dependent measures.  Participants were presented with a computerized
information-display board by which they could actively acquire the infor-
mation they wished to consider. The choice matrix that was used in the
previous two studies was now presented on the computer, but the attribute
information itself remained covered. Participants acquired information by
clicking the mouse on the cells of the matrix, which thus disclosed the
information about particular Option X Attribute combinations. The infor-
mation disappeared as soon as another cell was opened. Participants were
free to inspect and reinspect as many pieces of information as they wished.
The computer kept track of which information had been acquired. Partic-
ipants were instructed to leave the matrix by clicking a specia button as
soon as they felt they could make a choice. The content of the matrix was
similar to the content of the one in the Appendix.

As in the previous two studies, the choice for a particular television set
implied a score on the environmental aspects attribute, which thus provided
the main dependent variable (i.e., the environmental status of the chosen
alternative). With respect to information acquisition, the proportion of
acquired number of information pieces concerning environmental aspects
was a second dependent variable that was tested as a mediator in the value
centrality—choice relation. We used a proportion to control for individual
differences in information acquisition in general. The measure was based
on information items that were inspected for thefirst time; thus, we ignored
reinspections. However, the results were identical in terms of patterns of
means and significance levels if reinspections were included.

After the choice task, participants indicated how important each of the
seven attributes had been for their choice on 7-point scales ranging from 1
(not at all important) to 7 (very important).

Results

Each dependent variable was subjected to a 2 (value centrality:
central vs. not central) X 2 (value activation: value prime vs.
control) analysis of variance. The main effect of value centrality
was significant for the environmental status of the chosen alterna-
tive, F(1, 99) = 441, p < .04, and marginally significant for
proportion of acquired number of information pieces concerning
environmental aspects, F(1, 99) = 3.46, p < .07. Central-value
participants acquired more environment-related information and
made more environmentally friendly choices. There were no sig-
nificant main effects of value activation, F(1, 99) = 2.59, and F(1,
99) = 0.44, respectively. However, the Value Centrality X Value
Activation interaction was marginally significant for the environ-
mental status of the chosen alternative, F(1, 99) = 3.55, p < .07,
and significant for the proportion of acquired number of informa-

tion pieces concerning environmental aspects, F(1, 99) = 7.63,
p < .001. Table 2 shows the cell means and the post hoc contrasts.
As expected, reliable priming effects were only obtained for par-
ticipants for whom environmental values were central. These par-
ticipants, as compared with participantsin al other cells, acquired
a higher proportion of environment-related information and made
more environmentally friendly choices. This was confirmed by
significant contrasts between the critical cell (primed participants
with central environmental values) and each of the other cells
separately (Student—-Newman—Keuls, ps < .05 for al contrasts).
Two sets of mediation analyses were conducted (i.e., concerning
information acquisition and attribute importance as mediators,
respectively). It wasfirst hypothesized that information acquisition
mediates the relationship between (activated) values and choice
behavior. An overal test of the reduction of the effect of the Value
Activation X Value Centrality interaction on choice due to the
inclusion of the Value Activation X Information Acquisition in-
teraction yielded amarginaly significant effect, Z = 1.90, p < .06.
To explore this effect in more detail, we conducted mediation
analyses separately within the priming and control conditions.
Mediation was thus expected in the priming condition and not in
the control condition. The results of path analyses testing these
assumptions are presented in Figure 1. In the control condition,
value centrality was not significantly correlated with choice be-
havior (see Figure 1, control condition), and the conditions for
mediation thus were not satisfied. In the priming condition, value
centrality, information acquisition (i.e., the proportion of acquired
number of information pieces concerning environmental aspects),
and choice behavior (i.e., the environmental status of the chosen
dternative) were significantly correlated. When choice was re-
gressed on both value centrality and information acquisition, the
beta weight of information acquisition remained highly significant,
whereas the betaweight of value centrality was not significant (see
Figure 1, priming condition). The reduction in the effect of value
centrality caused by information acquisition was statistically sig-
nificant, Z = 2.74, p < .01. It can therefore be concluded that
information acquisition mediated the value centrality—choice rela-
tion in the priming condition but not in the control condition.
Similar analyses were conducted with the importance ratings of
the environmental attribute. The overall test of the reduction of the
effect of the Value Activation X Vaue Centrality interaction on

Table 2

Proportion Acquired Value-Relevant Information and
Environmental Satus of the Chosen Alternative as a
Function of Priming and Value Centrality in Sudy 3

Value centrality

Condition Not central Central

Proportion acquired information on environmental

aspects
Prime 10.99, 21.98,
No prime 14.60, 12.23,
Environmental status of the chosen alternative
Prime —0.64, 0.32,
No prime —-0.52, —056,

Note. Higher values indicate value-congruent (environmental) responses.
Means with different subscripts differ significantly, p < .05.
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CONTROL CONDITION
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0.10 (ns)

CENTRALITY
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PRIMING CONDITION

VALUE

0.36"
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Figure 1. Path analyses testing information acquisition as a mediator in the relationship between value
centrality and choice in the control condition and the priming condition in Study 3. Beta weights are underlined;

al other values are correlations.  “p < .01

choice due to the inclusion of the Value Activation X Attribute
Importance interaction yielded a statistically significant effect,
Z = 488, p < .001. Separate analyses for the two activation
conditions revealed that no mediation was present in the control
condition because value centrality was not significantly correlated
with choice behavior. In the priming condition, where there was a
statistically significant relation between value centrality and
choice behavior (see Figure 1), attribute importance was signifi-
cantly related to both value centrality, r = .48, p < .001, and
choice behavior, r = .38, p < .006. Regressing choice behavior on
value centrality and attribute importance resulted in a nonsignifi-
cant betaweight of value centrality, B = .09, and a significant beta
weight of attribute importance, B = .61, p < .001, suggesting that
attribute importance mediated the centrality—choice relation
among primed participants. The reduction of the effect of value
centrality due to attribute importance was statistically significant,
Z =379, p < .001.

Discussion

The information acquisition paradigm provides the opportunity
to look more closely at the choice process. We found that infor-
mation acquisition mediated the relationship between value cen-
trality and making value-congruent choices, under the condition
that value activation had taken place. Without an explicit activa-
tion, value centrality was not related to the acquisition of value-
relevant information or, for that matter, to making val ue-congruent
choices. Thus, even if a value is centra to a person, activation
determines whether this value will lead to action. As in Study 2,
the fact that the priming effect was confined to those for whom the
value was central suggests that this was not a general semantic or
goal-prime effect but a demonstration of a value as a self-related
motivational construct.

**p < .00L.

Study 4

When someone’s actions violate an important value, it can be
expected that this person is motivated to restore or compensate for
this violation if an opportunity to do so arises. According to
symbalic self-completion theory (Wicklund & Gollwitzer, 1982),
commitments to achieve certain goals might make up part of
someone’s self-definition (e.g., a goal to be a member of a partic-
ular club, to become the best student, or to preserve the natural
environment). This commitment elicits a motivation to gather
evidence that one possesses attributes that represent such a self-
defining goal; these attributes are referred to as symbols of com-
pleteness. Symbols of completeness may take various forms: for
instance, physical objects (e.g., wearing a button), events (e.g.,
winning a prize), or behavior (e.g., conscientiously separating
garbage). Recognizing a shortcoming in achieving self-defining
goals motivates a person to make up for this failure and thus to
restore a sense of completeness (e.g., Braun & Wicklund, 1989;
Brunstein & Gollwitzer, 1996; Gollwitzer & Wicklund, 1985;
Gollwitzer, Wicklund, & Hilton, 1982; Schiffmann & Nelken-
brecher, 1994; Wagner, Wicklund, & Shaigan, 1990; Wicklund &
Gollwitzer, 1982). The essence of this processis that a person who
experiences such a failure is motivated to restore this if an oppor-
tunity to do so arises. In the present study, participants were
presented with the task of proposing budget cuts in the state’s
expenditures. We manipulated the need for self-completion by
arranging the task such that in the experimental condition partic-
ipants were forced to propose budget cuts that implied dropping a
number of environment-protecting measures. In the control con-
dition there was no need to do that. Asin the previous two studies,
centrality of environmental values was included as a factor. The
hypothesis tested was that those for whom environmental values
were central and who had to act against these values would restore
a sense of completeness by making environmentally friendly
choices in the consumer choice task.
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Method

Participants and design. Participants were 66 undergraduate students
at the University of Nijmegen who received a small monetary reward for
participation. VValue centrality was measured, and need for self-completion
was manipulated. The design of the study thus was a 2 (value centrality:
central vs. not central) X 2 (need for self-completion: present vs. absent)
mixed model.

Procedure. The study was run in a single session. Participants were
asked to participate in four alegedly independent studies, which were
introduced as a study on what people think are important things in life, a
test for anew study on memory, a study on political decisions, and a study
on consumer choice behavior, respectively. Participants were told that the
studies were combined because each took relatively little time to accom-
plish. Different letter types and layouts were used for each task. Partici-
pants were taken to a cubicle, where they were seated in front of a
computer. Thefirst task consisted of the Schwartz \alue Survey, which we
used in the two previous studies. The second task was a filler task and
consisted of a request to reconstruct one’s family tree in 5 min. The third
task contained the manipulation of need for self-completion. The fourth
task was the multiattribute consumer choice task that we used in the
previous studies. Participants were probed for suspicion concerning a
relationship between the four tasks. No one was aware of this relation.
Finally, participants were debriefed, paid, thanked, and dismissed.

Measurement of value centrality. The measurement of centrality of
environmental values was identical to the one in Studies 2 and 3. Coeffi-
cient alpha of the two environment-related items was .91. A median split
was again used to designate participants as low or high on value centrality.

The state budget-cut game. To manipulate need for self-completion,
we presented participants with the state budget-cut game. They were asked
to propose budget cuts in the state’s expenditures up to an amount of at
least Dutch guilders (DFL) 750 million. A list of 12 departments was
shown on a computer screen. For each department, the screen indicated
how much money could be cut down if that department was included in the
proposal. The amounts varied from DFL 10 to 175 million. In addition, a
brief description was provided as to the specific consequences of the
proposed budget cut for each department. A box accompanied each de-
partment, which could be ticked if participants wished to include that
department in the budget-cut proposal. A counter in the corner of the screen
indicated the total amount of proposed cuts in DFL, given the departments
selected so far. Participants could also undo selected departments, which
thus gave them the freedom to try out any combination of departments and
associated budget cuts. Once they made their selection of departments and
fulfilled the DFL 750 million requirement, the task was finished. There
were two versions of the game, which differed in the possible budget cuts
associated with the Department of Housing and Environment and with the
Department of Defense. The budget cuts for the Department of Housing
and Environment concerned dropping a number of measures against con-
tribution to the greenhouse effect and ground pollution, whereas those for
the Department of Defense consisted of a reduction in personnel. In the
experimental condition, in which the need for self-completion was en-
hanced, the potential budget cuts for the Department of Housing and
Environment and for the Department of Defense were DFL 175 million and
DFL 10 million, respectively. In the control condition, these figures were
reversed. The distribution of possible budget-cut figures was arranged such
that to reach the total required amount of DFL 750 million, participants had
no choice but to select the DFL 175 million department. This was the
Department of Housing and Environment in the experimental condition
and the Department of Defense in the control condition. In the experimen-
tal condition, participants were thus implicitly forced to propose antienvi-
ronmental measures. Meanwhile, apart from the amounts of money that
could be cut, participants in both conditions were exposed to exactly the
same stimulus material.

Dependent variables.  Participants were presented with a computerized
version of the choice task. In this case the full matrix (see Appendix) was

shown, thus allowing an immediate and complete overview of the available
information. Asin the previous studies, the choice of a particular television
set implied a score on the environmental aspects attribute, which thus
served as the environmental status of the chosen aternative. After the
choice task, participants indicated how important each of the seven at-
tributes had been for their choice on 7-point scales ranging from 1 (not at
all important) to 7 (very important).

Results and Discussion

Manipulation check. At the end of the experimental session,
participants were asked to indicate for each of the 12 departments
in the state budget-cut game the extent to which they had felt
uncomfortable concerning the consequences of their proposal on
an 11-point scale ranging from 1 (absolutely not uncomfortable)
to 11 (very uncomfortable). This item was subjected to a 2 (value
centrality: central vs. not central) X 2 (need for self-completion:
present vs. absent) analysis of variance. A significant main effect
of need for self-completion suggested that the manipulation had
been successful. Participants in the experimental condition felt
significantly more uncomfortable (M = 8.66) than did participants
in the control condition (M = 5.88), F(1, 61) = 8.22, p < .006.
There was no significant main effect of value centrality, F(1,
61) = 1.38, nor a significant Value Centrality X Need for Self-
Completion interaction, F(1, 61) = 1.53.

Dependent variables. Environmental status of the chosen al-
ternative was subjected to a 2 (value centrality: central vs. not
central) X 2 (need for self-completion: present vs. absent) analysis
of variance. The main effect of value centrality was significant,
F(1, 62) = 10.03, p < .002. Participants for whom environmental
values were central made more environmental choices than did
participants for whom these values were not central. The main
effect of need for self-completion was aso significant, F(1,
62) = 4.72, p < .04. In the high-need-for-self-completion condi-
tion, participants made more environmentally friendly choicesthan
did participantsin the low-need-for-self-completion condition. It is
important to note that the main effects were qualified by a signif-
icant Value Centrality X Need for Self-Completion interaction,
F(1, 62) = 4.30, p < .05. Table 3 shows the cell means and post
hoc contrasts. As hypothesized, only those participants in the
high-need-for-self-completion condition who held relatively cen-
tral environmental values made more environmentally friendly
choices. This was confirmed by significant contrasts between the
critical cell (high-need-for-self-completion participants with cen-
tral values) and each of the other cells separately (Student—
Newman—Keuls, ps < .05 for al contrasts).

Table 3
Environmental Satus of the Chosen Alternative as a Function of
Value Centrality and Need for Self-Completion in Sudy 4

Value centrality

Need for self-completion Not central Central
High -0.77, 0.85,
Low -0.80, —0.46,,

Note. Higher values indicate value-congruent (environmental) choices.
Means with different subscripts differ significantly, p < .05.
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Finaly, aswasdonein Studies 1 and 3, attribute importance was
tested as a mediator of the effect of value centrality on choice. The
overall test of the reduction of the effect of the Value Activation X
Value Centrality interaction on choice due to the inclusion of the
Value Activation X Attribute Importance interaction yielded a
statistically significant effect, Z = 4.71, p < .001. To further
explore this effect, we regressed the environmental status of the
chosen alternative on both value centrality and the importance
rating of the environmental attribute within the low- and high-
need-for-self-completion conditions separately. No mediation was
present for low-need-for-self-completion participants, as they
showed no statistically significant relation between value central-
ity and the environmental status of the chosen aternative, r = .17.
Mediation was present, however, for high-need-for-self-
completion participants. In this condition, significant correlations
were found between value centrality and the environmental status
of the chosen alternative, r = .56, p < .001, value centrality and
attribute importance, r = .51, p < .001, and attribute importance
and the environmental status of the chosen alternative, r = .76,
p < .001. Regressing the environmental status of the chosen
aternative on both value centrality and attribute importance re-
sulted in anonsignificant betaweight for value centrality, 8 = .23,
and asignificant betaweight for attribute importance, 8 = .65, p <
.001, suggesting that attribute importance mediated the value
centrality—choice relation. The reduction of the effect of value
centrality due to attribute importance was statistically significant,
Z=291p<.0L

These results suggest that individuals who act against a self-
defining goal, such as those goals associated with central values,
might compensate for thislater in an unrelated context. The effects
of the manipulation of need for self-completion were expected and
found to be dependent on value centrality.? These results thus
demonstrate the self-related and motivational nature of values.

Study 5

This study tests more directly the hypothesis that the self is
involved in the relationship between values and behavior by ma-
nipulating degree of self-focus. It was expected that enhancing
self-focus would activate central values, which would then lead to
value-congruent behavior. In other words, rather than directly
activating a value (as we did in Studies 1-3), we used the self as
a broad activation category. An important extension in this study
is that we focused on different values (i.e., atruistic values) and
observed actual behavior (i.e., donating money to a human rights
organization). We expected that enhanced self-focus would lead to
more value-congruent behavior (i.e., donating). Asin the previous
studies, this effect was only expected among participants for whom
altruistic values were central.

Method

Participants and design. Participants were 75 undergraduate students
at the University of Nijmegen who received a small monetary reward for
participation. The study had a 2 (self-focus: low vs. high) X 2 (value
centrality: central vs. not central) mixed design. Self-focus was manipu-
lated, and value centrality was measured.

Procedure. The study consisted of two sessions, which were separated
by aweek. During the first session, participants responded to the Schwartz
Value Survey, which we used in the previous studies. In this case, the

Table 4
Donating Behavior as a Function of Value Centrality
and Self-Focus in Sudy 5

Value centrality

Self-focus Not central Central
High 0.11, 0.75,
Low 0.44,, 0.29,,

Note. Donating (value-congruent behavior) was coded 1; not donating
was coded 0. Means with different subscripts differ significantly, p < .05.

centrality of altruistic values was measured. Asin Study 2, only those who
scored in the highest or the lowest quartile of the distribution of value
centrality (n = 33) participated in the follow up of the present study. The
remainder of the sample participated in an unrelated experiment. During
the second session, 1 week later, participants were asked to participate in
three independent studies. The first and last tasks were indeed unrelated to
the present study. The second study was introduced as alanguage study and
contained the manipulation of self-focus. After the third task participants
were thanked and the dependent variable was taken.

Measurement of value centrality. The measurement of centrality of
dtruistic values consisted of five single values taken from the Schwartz
Value Survey: helpful, social justice, equality, friendship, and love. These
items were averaged to form a measure of centrality of dtruistic values
(coefficient « = .69).

Manipulation of self-focus. Under the cover story of alanguage study,
participants were presented with a short travel story, which consisted of
approximately 160 words. In the high-self-focus condition, participants
were asked to circle the Dutch equivalents of the words |, me, my, and mine
in this text; these words appeared 14 times. In the control condition the
same text was presented, but participants were asked to circle the Dutch
equivalents of the words the, it, a, and an (cf. Brewer & Gardner, 1996).

Dependent variable.  After participants finished the third task, which was
unrelated to this study, they were told that the department had volunteered to
support a human rights organization (i.e, Amnesty International) and were
asked whether they wished to donate some money to this organization. The
dependent variable consisted of whether participants donated.

Results and Discussion

Donating versus not donating was dummy coded as 1 and O,
respectively, and was subjected to a 2 (self-focus: low vs.
high) X 2 (value centrality: central vs. not central) analysis of
variance. The main effects of self-focus and value centrality were
not statistically significant, F(1, 32) = 0.17, and F(1, 32) = 2.26,
respectively. However, the Self-Focus X Value Centrality inter-
action was significant, F(1, 32) = 2.94, p < .02. The means are
presented in Table 4. Student—Newman—Keuls post hoc tests (p <
.05) indicated that in the high-self-focus condition, participants for
whom altruistic values were central donated more frequently than
did participants for whom altruistic values were not central. In the
low-self-focus condition, such a difference was absent.

2 Although the content of the information was kept constant in the high-
and low-need-for-self-completion conditions, which should have resulted
in equal levels of activation on confrontation with this information, it is
conceivable that value activation was further enhanced in the high-need-
for-self-completion condition when participants dealt with their inability to
avoid countervalue behavior.
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These results suggest that although altruistic values were not
directly primed, they were activated and led to donating behavior
under the high-self-focus condition. This can only be expected if
such values make up part of the self-concept. This result strongly
suggests that the self is an important component of the value-
behavior relationship.

Study 6

The final study is meant to illustrate value-congruent behavior
using the same measure of value centraity that was used in Studies
2—-4. The study serves two main purposes. The first is to strengthen
the externd validity of the previous studies by showing that the value
centrality measure used in these experiments has predictive power
concerning behavior in ared-life situation. The second purpose is to
empirically distinguish vaues from attitudes in the prediction of
behavior. Although empirica distinctions between values and atti-
tudes have been provided previoudy—for instance, in the prediction
of intentions to donate money (Maio & Olson, 1995)—the present
study involves a measure of actua behavior (i.e., voting). Political
voting behavior has often been found to be strongly influenced by
attitudes (e.g., Schuman & Johnson, 1976). Voting is, however, aso
related to values and ideologies. In this study, we predicted voting
behavior in national electionsin the Netherlands. The study focusesin
particular on the prediction of voting for partiesthat explicitly position
themselves as promoting the protection of the environment from a
measure of centrdity of environmental values, on the one hand, and
environmental attitudes, on the other hand.

Method

Participants and procedure. One hundred forty undergraduate stu-
dents at the University of Nijmegen were presented with a computerized
survey 3 weeks before the 1998 Dutch national elections. In the survey, the
centrality of environmental values and attitudes toward the environment
were measured. The study was set up such that participants returned to the
laboratory immediately after the election day. During that session, their
voting behavior was registered.

Measures. The survey contained the adapted version of the Schwartz
Value Survey, which we used to elicit the value centrality measure, and an
attitude scale. We measured centrality of environmental values, as we did
in Studies 2—4, by averaging the two environment-related items of the
Schwartz Value Survey (i.e., unity with nature and protecting the environ-
ment; coefficient « = .72).

Attitudes toward the environment were measured using arevised version
of the New Environmental Paradigm Scale (Dunlap, Van Liere, Mertig, &
Emmet-Jones, 2000). This is a 15-item Likert scale (e.g., Himmelfarb,
1993) concerning attitudes toward nature and the environment. Sample
items are “Humans are severely abusing the environment,” “We are ap-
proaching the limit of the number of people the earth can support,” and
“Humans have the right to modify the natural environment to suit their
needs.” Items were accompanied by 11-point agree-disagree response
scales and were coded such that high numbers indicated favorable envi-
ronmental attitudes. Coefficient alpha of the scale was .84.

When participants returned to the laboratory 1 or 2 days after the
elections, they were asked whether they had voted. If they had voted, they
were asked which party they had voted for. One hundred twenty-nine of the
origina participants (92%) returned. Amongst the range of parties that
competed in the elections, two “green” parties were present (i.e., parties
that explicitly positioned themselves as promoting the protection of the
environment). We used the value and attitude measures to predict whether
participants had voted for one of these two parties.

Results and Discussion

Both the value centrality measure and the attitude measure were
strongly related to voting for one of the green parties, r = .39 and
r = .40, respectively, ps < .001. Voting green was regressed on
both predictors simultaneously. Although the two predictors cor-
related significantly (r = .56, p < .001), both beta weights were
statistically significant, 8 = .23, p < .03, and B = .25, p < .02,
for the value centrality and attitude measures, respectively. This
suggests that each contributed uniquely to the prediction of voting
behavior. The results were similar when we used logistic regres-
sion andysis, as was indicated by the Wald statistic, which
was 4.42, p < .04, for value centrality and 5.18, p < .03, for the
attitude measure.®

These results suggest that the measure of value centrality, which
was also used in the previous studies, was valid on the basis of its
ability to predict voting behavior. Participants for whom environ-
mental values were central were more likely to enact these values
by voting for a green party. In this case, value activation, which
was demonstrated as a necessary condition for values to be en-
acted, was likely to have been €elicited by the voting context. Also,
the results strengthen the suggestion that the measures of value
centrality and attitude have discriminant validity.

General Discussion

Six studies investigated the relationship between values and
choices or behavior. The studies identified two important condi-
tionsfor values to influence choices and behavior: A value must be
cognitively activated and should be central to an individua’s
self-concept. It was shown that activating a value in an allegedly
unrelated task resulted in subsegquent value-congruent responses.
We accomplished value activation in Studies 1-3 by using priming
manipulations, in Study 4 by manipulating previous value-
incongruent behavior, and in Study 5 by manipulating self-focus.
Studies 1-4 focus on environmental values, and value-congruent
responses consisted of making environmentally friendly choicesin
multiattribute consumer choice problems. In Study 5, altruism was
the target value, and a value-congruent response consisted of
donating money to a human rights organization. The choice studies
aso show that attention to value-relevant information and the
weight of attributes that referred to the primed values mediated this
relationship. There have been other demonstrations of effects of

3 Because the attitude measure consisted of a set of specific beliefs
referring to protecting the environment, one might question whether the
value centrality and attitude measures assessed different constructs. First,
the items were accompanied by different instructions and scale anchors.
The value centrality items asked for the degree to which the content
described oneself, whereas the attitude items were accompanied by agree—
disagree scales. The items of both measures were also subjected to a
principle-components analysis (note that both items had 11-point response
scales) with an Oblimin rotation. Five factors with eigenvalues over 1.00
emerged, accounting for 62% of the variance. The first factor was deter-
mined by the two value centrality items (both factor loadings .88). One
item from the attitude measure loaded on this factor as well (.40) but did
so equally strongly on the fifth factor. The pattern of results was identical
for the pattern and structure matrices as well as for a Varimax rotated
solution. The fact that the attitude items determined factors other than the
value items thus strengthened the distinction between the two measures.
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primed motivational constructs. For instance, Bargh and col-
leagues (e.g., Bargh, 1990; Bargh & Barndollar, 1996; Bargh &
Gollwitzer, 1994) have shown that priming goals can lead to
goa-congruent behaviors. However, the present studies were
unique in that values were primed and priming effects were only
obtained among those for whom the primed value was central to
the self-concept. The importance of the self in the value—behavior
relation was further demonstrated in Study 5, which found that
enhanced self-focus resulted in behavior that was congruent with
central values. Finally, Study 6 provides additiona evidence both
for the external validity of the value centrality measure and for the
distinction between values and attitudes by showing that the re-
spective measures uniquely predicted voting behavior.

What exactly drives the crucial Activation X Centrality inter-
action? It should first be noted that in the present experiments
value activation was manipulated. In everyday life, such as the
elections in Study 6, value activation is often inherent in the
situation, and value centrality will thus emerge as a main effect.
The assumption underlying the present Activation X Centrality
interaction was that activating a central value results in the elici-
tation of a motivation to act in accordance with that value (e.g.,
Feather, 1990, 1992, 1995; Schwartz, 1992). One way to look at
the activation—action relationship is by focusing on the information
processing that accompanies decision making. The information-
search data in Study 3 show that attention to value-related infor-
mation mediated the value centrality—choice relation if that value
was activated (i.e., primed), whereas there was no such mediation
in the no-prime condition. In addition, the perceived importance of
the value-related information was found as a mediator in the three
studies in which this variable was measured. The results thus suggest
that primed participants were made more aware of value-relevant
information and thus enhanced the weight of such information. At
a more general level, it can be suggested that the Value Activa
tion X Centrality interaction rested on the involvement of the self.
Study 4 provides ademonstration of the role of the self by showing
that vaue-congruent behavior was triggered after participants acted
against that value; this was predicted on the basis of symbolic
self-completion theory (Wicklund & Gollwitzer, 1982). We as-
sumed that a central value might function as a self-defining sym-
bol. If a person acts against such a symbol, self-completion might
be restored by subsequent value-congruent behavior if an oppor-
tunity to do so arises, which in the present case was the consumer
choice task. As was the case in the priming studies, this effect was
only obtained among those for whom environmental values were
central. Study 5 provides more direct evidence for the suggestion
that the self isinvolved in the value-behavior relation. This study
shows that enhanced self-focus triggered value-congruent behav-
ior, which only occurred if that value was central to the self-concept.
It can thus be concluded that the self might function as a crucial
structure that mediates between values and behavior. In other words,
vaues that “work” are those that make up part of the self-concept.

What does it mean that a value is central, and where do the
motivationa properties that make values potentially powerful in
driving behavior stem from? McClelland (1980; McClelland,
Koestner, & Weinberger, 1989) made a distinction between im-
plicit and self-attributed motives. Implicit motives refer to basic
dispositions or needs that people usually are not aware of and that
are developed at early stages in life, such as the need to achieve,
the need to affiliate, or the need for power. Self-attributed motives,

on the other hand, are the attitudes, motives, and values that one
explicitly expresses when asked to do so. In terms of behavior,
according to McClelland et al. (1989), “implicit motives predict
spontaneous behavioral trends over time, whereas self-attributed
motives predict immediate specific responses to specific situations
or choice behavior” (p. 691). Thus, living up to avalue might serve
motives implied by the immediate situation (e.g., conforming to
social norms) or more implicit motives. The more a vaue is
expressed in different behaviors in different contexts (e.g., making
environmentally friendly choices in various domains, behaving in
an altruistic fashion in a variety of socia situations), the more
probable it is that this value has been associated with an implicit
motive. Thus, an intriguing hypothesis might be that implicit
motives form the basis of central values. More generally, values,
including those that become central to a person, might be acquired
in various stagesin life. Parents, peer groups, professional milieus,
and culture in general may all serve as sources of values. Whereas
some values might be merely adopted as socia norms or truisms
(Maio & Olson, 1998; Rohan, 2000), only a few values may
become central and part of one's self-concept. As suggested above,
the association with implicit motives might be a key factor in this
process. Central values are therefore likely to be accompanied by
strong feelings, as was suggested by Maio and Olson (1998). Thus,
individuals most likely adopt only a few central values, which
qualifiesthe general claim that values (in the sense of alarge range
of values) are integral to the self (e.g., Rokeach, 1973). Maio and
Olson (1998) also suggested that behavioral information might
make up part of the representations of central values. Central
values are the ones that are likely to have been enacted repeatedly
in the past. Central values might therefore in some cases manifest
themselves as genera habits. Contrary to specific habits, which
form in narrowly defined situations (e.g., taking the 8 o’ clock bus
to go to work), a person may develop ageneral habit that expresses
an overall motivation, in this case a centra value, and that is
enacted in a variety of situations (e.g., Verplanken & Aarts, 1999;
Verplanken, Aarts, van Knippenberg, & van Knippenberg, 1994).
For instance, a person for whom environmental values are central
might take the bus, separate garbage, save electricity, and so on. In
other words, this person might have developed the habit of behav-
ing in an environmentally friendly fashion, which is thus rooted in
central environmental values. The behavioral representations that
accompany central values are aso likely to be the reason that
priming procedures succeeded in instigating value-congruent be-
havior, even though participants were unaware of the activation
process itself (cf. Bargh, 1990).

It might be possible that the relationship between value central-
ity and value activation is curvilinear. That is, it could be that the
value priming effect in our studies was only present for those with
moderately central values and that when a value was extremely
central it was chronically accessible and thus did not need external
activation.* Because in Study 3 the full range of the value central-
ity measure was included, we could inspect the means of the
environmental status of the chosen aternative for the lowest,
middle, and highest portions of the centrality measure distribution.
These were —0.42, —0.52, and 0.45, respectively, in the prime

4 This interesting argument was suggested by one of the anonymous
reviewers.
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condition, and —0.72, —0.53, and —0.33 in the no-prime condi-
tion. This pattern does not support a curvilinear effect. However,
people with extreme value centrality levels might have been un-
derrepresented. These are individuals who, for instance, interpret
any socia issue as an equality, environmental, or religious issue,
depending on which value is central. In any case, the present
studies show that the self is important in the value-behavior
relation and that values influence behavior only if they are suffi-
ciently central to a person’s self-concept.

Study 6 provides some empirical evidence that values and
attitudes are distinct concepts, in addition to a further validation of
the value centrality measure. As was argued in the introduction
section, some attitudes might be functionally linked to the self and
to central values. Such attitudes have been designated as embedded
attitudes (Pomerantz, Chaiken, & Tordesillas, 1995). Embedded
attitudes may have motivational properties that are similar to those
of central values and in fact may derive those properties from the
values they are embedded in. Recently, Holland, Verplanken, van
Knippenberg, and Dijksterhuis (2001) found that central (embed-
ded) and peripheral (nonembedded) attitudes differed in accessi-
bility, but only when the self-concept was activated. Holland et
a.’sresults thus corroborate the present conclusions about the role
of the self and central values. However, athough values and
embedded attitudes may share motivational properties, it isimpor-
tant to keep making a distinction between values and embedded
attitudes (e.g., Maio & Olson, 2000; Rohan, 2000). Values differ
from embedded attitudes not only in their level of abstraction and
the way they are measured but also in their cognitive underpinning.
Whereas embedded attitudes have a strong cognitive basis because
they are linked to other attitudes (Pomerantz et al., 1995), values
have much less cognitive substance, as Maio and Olson (1998)
convincingly demonstrated.

Conclusion

In this article we focus on values as self-related motivating
forces, which thus have the potential to give meaning to situations
and to energize and regulate behavior. Taken together, the studies
show that values do not influence behavior by default. Rather, both
activation and the centrality of a value to the self constitute
necessary elements for value-guided behavior. Results were ob-
tained using different paradigms and different values. The studies
may thus contribute to answering the question of why values do or
do not enter a decision-making process and how this can occur. On
the one hand, it seemsthat in spite of our capacity to hold elaborate
value systems, we do not always live up to them. On the other
hand, once we perceive the situation as being relevant for a value
that is central to our self-concept, we have the cognitive and
motivational architecture to act on that value spontaneously. This
demonstrates the innate nature of how value systems might func-
tion, which thus can be considered as a symbolic self-defining
property of human beings.
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Appendix

The Multiattribute Consumer Choice Task

Screen Quality of
Screen quality Sound Remote Environmental Prechoice the Y our
Television quality in sun quality control aspects facilities instructions choice
A + - 0 + + - -
B ++ - + 0 —— + +
C ++ - ++ 0 - - +
D 0 0 + + ++ - 0
E + + - + 0 - 0
F ++ - + - 0 + -
G + - ++ —— 0 —— +
H 0 + 0 + + - +
| + + - 0 —— ++ +
J + 0 0 + - —— +
K ++ - 0 + 0 + —=
L + - + - + + -
M + 0 - 0 + - ++
N 0 —— + 0 ++ 0 0
o + + 0 + - + +
P 0 0 0 - - + ++
Q + 0 ++ + —— + ++
R + —— 0 0 ++ —— -
S + 0 + 0 - + -
T 0 0 + - ++ 0 ——
Note. —— = very unfavorable; — = unfavorable; O = reasonable; + = favorable; ++ = very favorable.
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