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I. I N TRODUCTION  

In the last 25 years, non-business bankruptcy filings in the U nited S tates 
increased at a steady rate from fewer than 3 0 0 ,0 0 0  petitions in 1980  to over 
1.7 million in 20 0 5.1 This upward trend is evidenced in F igure 1, which 
shows the number of non-business filings from the mid 1990 s through 20 0 5, 
the year that Congress passed the B ankruptcy Abuse P revention and Con-
sumer P rotection Act of 20 0 5 [ hereinafter B AP CP A] .2 The increase in con-
sumer filings pressured Congress during the 1990 s and the early years of the 
current decade to change the bankruptcy system, in part, in response to the 
increase in the number of consumers defaulting on their loans and seeking 
relief through the courts. W ith the enactment of B AP CP A, Congress did more 
than re-write important aspects of federal consumer bankruptcy law: it also 
enhanced disclosure req uirements applicable to credit card issuers. O stensi-
bly, B AP CP A increased credit card disclosure req uirements in reaction to two 
problems: sustained increases in consumer credit — including credit card 
credit — and in the consumer bankruptcy filing rate over the past 25 years.  

  
 1. (1) U.S. C O U R TS, B A N K R U P TC Y STA TISTIC S (20 0 5), 
h ttp:/ / www.u scou rts.gov / bnkrpctysta ts/ sta tistics.h tm # ca lenda r (la st v isited Sept. 1, 
20 0 6). 
 2. (2) Ba nkru ptcy Abu se Prev ention a nd Consu m er Protection Act of 20 0 5, 
Pu b. L. N o. 10 9-8, 119 Sta t. 23 (20 0 5) [ h ereina fter BAPCPA] . 
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Figure 1: Number of non-business bankruptcy filings
by ch apter and  year
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 F igure 1 suggests upward trends in Chapter 7 filings, which enable a 

trustee to sell a debtor’s unencumbered non-exempt assets and distribute the 
proceeds to priority and general unsecured creditors. A successful conclusion 
of this process results in a discharge, freeing the debtor from personal liability 
on many, but not all, remaining pre-bankruptcy claims. F igure 1 also demon-
strates steady increases in the number of Chapter 13  filings, which allow con-
sumers to hold onto all of their property and instead repay their creditors 
through a relatively long repayment plan (most likely five years) that exempts 
disposable income that debtors need to support themselves and their depend-
ents. This shows that while almost all consumer petitions are of the Chapter 7 
or 13  type, some small percentage of consumers file Chapter 11 petitions that 
follow a more complex and expensive restructuring process modeled after 
small business default claims. F igure 1 shows data collected over time, which 
depicts a general increase in the total number of consumer bankruptcy peti-
tions filed during the 1990 s where the rate of increase in Chapter 7 filings 
lead the way, followed by a steady but slower growth in Chapter 13  filings.3  

  
 3. Da ta  from  th e la st q u a rter of 20 0 5 a nd th e first two q u a rters of 20 0 6 h a s led 
to som e inform a l discu ssion a m ong ba nkru ptcy sch ola rs su ggesting th a t th ere wa s a n 
increa se in non-bu siness filings with in th e m onth s preceding th e effectiv e da te of 
BAPCPA a nd a  decrea se in th e six m onth s following ena ctm ent. Policy a na lysts con-
tinu e to follow th e trends, wh ich  m a y sh ow a  recent increa se in non-bu siness filings. 
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W hat does any of this have to do with the psychology of B AP CP A?  
This article describes a program of research that applies social analytic j uris-
prudence to test some of the assumptions in consumer bankruptcy law and 
policy.4 O ur work first seeks to describe selected provisions from the newly 
enacted bankruptcy amendments that pertain to enhanced disclosure req uire-
ments, and then to locate some of the behavioral assumptions implicit in these 
provisions.5 N ext, we assess the accuracy of these assumptions based on an 
experiment that we conducted looking at a simulated online shopping trip that 
we constructed specifically to test the effects of enhanced disclosure.  

II. O V ERV IEW OF SOCIAL A N ALY TIC JURISPRUDEN CE 

S ocial analytic j urisprudence makes three important assumptions about 
the role of psychology in law and public policy. F irst, psychology as it relates 
to law is an empirical science and psycholegal scholars conducting work in 
this area constitute a scientific paradigm, which shares a common commit-
ment to a set of scientific beliefs and values.6 The result of the empirical stud-
ies of these scientists can shed needed light on the assumptions that the law 
makes about human behavior and the findings can and should influence both 
law and public policy.7 S econd, these psycholegal scholars apply the theory 
  
 4. Socia l a na lytic j u rispru dence is a  type of psych ologica l j u rispru dence, dev el-
oped by Wiener in a n ea rlier la w rev iew a rticle. Rich a rd L. Wiener, Social Analy tic 
J urisprudence and T ort Law :  Social C og nition G oes to C ourt, 37 ST. L O U IS U. L.J. 
50 3 (1993). Wiener, h is stu dents a nd collea gu es h a v e a pplied th is a pproa ch  to stu dy-
ing la w a nd psych ology to a  v a riety of a rea s in th e la st 10  yea rs. Th ese a rea s inclu de 
j u dgm ents of workpla ce discrim ina tion, specifica lly sexu a l h a ra ssm ent, see,  e.g ., 
Rich a rd L. Wiener et a l., T h e Ef f ects of  Prior Workplace Beh avior on Subseq uent 
Sexual Harassm ent J udg m ents, 28 L A W  & H U M. BEHA V . 47 (20 0 4); Rich a rd L. Wie-
ner et a l., T h e Fit and I m plem entation of  Sexual Harassm ent Law  to Workplace 
Evaluations, 87 J. AP P L IED  PSYC HO L . 747 (20 0 2); Rich a rd L. Wiener & Linda  E. Hu rt, 
An I nterdisciplinary  Approach  to Understanding  Social Sexual C onduct at Work, 5 
PSYC HO L . PU B . P O L ’Y & L. 556 (1999); Rich a rd L. Wiener & Linda  E. Hu rt, Social 
Sexual C onduct at Work:  How  Do Workers K now  Wh en I t I s Harassm ent and Wh en I t 
I s N ot?, 34 C A L . W. L. REV . 53 (1997), a nd decisions rega rding j u ror u se of th e dea th  
pena lty in h om icide ca ses, Rich a rd L. Wiener et a l., G uided J ury  Discretion in C api-
tal Murder C ases:  T h e Role of  Declarative and Procedural K now ledg e, 10  PSYC HO L . 
PU B . P O L ’Y & L. 516 (20 0 4). 
 5. See Rich a rd L. Wiener et a l., Unw rapping  Assum ptions:  Apply ing  Social 
Analy tic J urisprudence to C onsum er Bankruptcy  Education Req uirem ents and Policy , 
79 AM. BA N K R . L.J. 453 (20 0 5), for a  fu ller dev elopm ent of th e Socia l Ana lytic Per-
spectiv e a s a pplied to problem s in th e new ba nkru ptcy ru les th a t follow from  BAPCP.  
 6. Wiener, Social Analy tic J urisprudence, supra note 4, a t 510 . See,  e.g ., R O Y 
L A C HMA N , J A N ET L A C HMA N  & E A R L  C. BU TTER F IEL D , C O G N ITIV E PSYC HO L O G Y A N D  
I N F O R MA TIO N  P R O C ESSIN G  (1979); THO MA S S. K U HN , THE STR U C TU R E O F  S C IEN TIF IC  
REV O L U TIO N S (1962). 
 7. Wiener, Social Analy tic J urisprudence, supra note 4, a t 510 . 
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and the empiricism of science to produce empirical relationships that shed 
light on specific issues of law and policy.8 L egal psychologists operating out 
of this model base their conclusions on their data and not on their shared so-
cial or political ideologies. Third, psycholegal scholars adopt the roles of 
consultants and not advocates.9 P sycholegal scholars refrain from the use of 
research findings simply to support one side of a policy debate; instead, they 
search findings for results that disconfirm their hypotheses. In this manner, 
psycholegal scholars advance the science of psychological j urisprudence. 
W hile we are not so naï ve as to suggest that psycholegal research is value 
free, social analytic j urisprudence advocates a thorough search of research 
findings to locate evidence that supports plausible rival explanations and al-
ternative accounts of research results. R esearchers who ignore alternative 
interpretations for their work risk disconfirmation through peer review, which 
encourages other scientists to test an author’s conclusions with alternative 
explanations.  

S ocial analytic j urisprudence follows a three-stage process. It begins 
with a careful analysis of the legal doctrine or policy rules and procedures to 
determine psychological and behavioral assumptions that underlie the particu-
lar ascriptions and prohibitions, which contribute to policy in any given 
area.10  N ext, psycholegal researchers review the social science literature to 
identify theories, research results, and methodologies that speak to the valid-
ity of these assumptions.11 This psycholegal analysis is likely to point out 
gaps in our understanding of the psychological and social realities supporting 
legal and policy assumptions. Accordingly, psycholegal scholars set in mo-
tion the final stage of social analytic j urisprudence, which consists of re-
searchers conducting carefully designed studies to probe, evaluate, and in-
deed, test the psychological models that others have not already applied to the 
problems at hand in prior research.12  

In the current article, we use social analytic j urisprudence to study one 
of the assumptions that underlies the policy req uirements of bankruptcy law. 
  
 8.  I d. a t 511. 
 9. I d.; L A W R EN C E S. W R I G HTSMA N , PSYC HO L O G Y A N D  THE LEG A L  SYSTEM 40 -
42 (5th  ed. 20 0 2). 
 10 . Wiener, Social Analy tic J urisprudence, supra note 4(4), a t 511-512. “If psy-
ch olega l resea rch  is to be u sefu l for a dj u dica tiv e or legisla tiv e decision-m a king it 
m u st begin with  a n a ccu ra te depiction of su bsta ntiv e lega l doctrine.” I d. 
 11. I d. a t 512-14. “Th e second sta ge [ of socia l a na lytic j u rispru dence]  consists of 
a  ca refu l psych ologica l a na lysis of th e lega l doctrine u nder inv estiga tion. Sta tu tory 
a nd com m on la w, com prised of lega l tests to be decided on th e socia l fa cts indu ced in 
specific ca ses, m a y often be fra m ed in la ngu a ge th a t inv ites a  socia l scientific a na lysis 
a nd perh a ps a  psych ologica l a na lysis.” I d. a t 512.  
 12. I d. a t 514. “Upon determ ining th a t som e a rea  of su bsta ntiv e la w is, a t lea st in 
principle, a m ena ble to psych ologica l a na lysis, th e psych olega l sch ola r proceeds to 
rev iew th e psych ologica l litera tu re a nd identify th eories, resea rch  resu lts a nd m eth od-
ologies su ita ble for inv estiga ting th e problem  a t h a nd.” I d. 
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W e believe the data that we present below show inconsistencies between 
assumptions underlying B AP CP A and the way in which people are predis-
posed to use their credit cards. W e developed a simulated, online credit card 
purchasing analogue experiment to investigate some of these assumptions. 
W e present the results of our investigation in this article.  

III. APPLICATION  OF SOCIAL A N ALY TIC JURISPRUDEN CE TO 
CON SUMER BAN KRUPTCY  LAW 

As F igure 1 shows, non-business bankruptcy filings generally have risen 
over the past twenty-five years, contributing to some commentators’ concerns 
about the general philosophy of bankruptcy relief. These concerns focus on 
consumer debtors’ motivations in borrowing and defaulting, contending that 
the system creates incentives that motivate consumers to use the courts to 
resolve problems that arise with their own overspending.13 There is a percep-
tion among some that consumers generally lack information about consumer 
finance transactions, the conseq uences of default, and alternative options 
available for resolving financial distress.14 P resumably, B AP CP A aims to 
curb the increasing rate of consumer filings with new rules that both modify 
the incentive structure and correct deficits in consumer knowledge about 
credit.  

R egarding the empirical findings that this article describes, we are con-
cerned with the assumption that increasing consumer knowledge will lead to 
  
 13. See,  e.g ., Ju dge Edith  H. Jones & Todd J. Z ywicki, I t’s T im e f or Means T est-
ing , 1999 BY U L. REV . 177, 180  (a rgu ing th a t increa se in non-bu siness ba nkru ptcy 
filings “h a s been significa ntly influ enced,” in pa rt, “by ch a nges in th e la w a nd lega l 
pra ctice th a t h a v e fa cilita ted filing ba nkru ptcy”); Eric A. Posner, Sh ould Debtors Be 
Forced I nto C h apter 1 3 ?, 32 L O Y. L.A. L. REV . 965, 968 (1999) (discu ssing h ow 
m ea ns testing m igh t a ffect people’s beh a v ior rela ting to “(1) th e pu rch a se of credit, 
(2) th e decision to file for ba nkru ptcy, a nd (3) th e beh a v ior du ring th e pendency of a  
Ch a pter 13 pla n”); Mich elle J. Wh ite, Wh y  Don’t More Househ olds File f or Bank-
ruptcy ?, 14 J.L. E C O N . & O R G . 20 5 (1998) (exploring expla na tions for wh y h ou se-
h olds don’t file for ba nkru ptcy m ore often; Mich elle J. Wh ite, Wh y  I t Pay s to File f or 
Bankruptcy :  A C ritical Look at th e I ncentives Under U.S. Personal Bankruptcy  Law  
and a Proposal f or C h ang e, 65 U. CHI. L. REV . 685, 686 (1998) (a rgu ing th a t u nlim -
ited ba nkru ptcy exem ptions “giv es too m a ny h ou seh olds a n incentiv e to file for ba nk-
ru ptcy ra th er th a n to ta ke responsibility for repa ying th eir debts.”). 
 14.  See,  e.g ., Su sa n Block-Lieb, Mandatory  Protections as V eiled Punish m ents:  
Debtor Education in H.R. 9 7 5 ,  T h e Bankruptcy  Abuse and C onsum er Protection Act 
of  2 0 0 3 , 69 B R O O K . L. REV . 425 (20 0 4); Ka ren G ross, Financial Literacy  Education:  
Panacea,  Palliative or Som eth ing  Worse?, 25 ST. L O U IS U. PU B . L. REV . 1 (20 0 5); 
Da v id A. La nder, I t “I s” th e Best of  T im es,  I t “I s” th e Worst of  T im es:  A Sh ort Essay  
on C onsum er Bankruptcy  Af ter th e Revolution, 78 AM. B A N K R . L.J. 20 1 (20 0 4); Jo-
seph  A. Sm ith , Jr., Financial Literacy ,  Reg ulation and C onsum er Welf are, 8 N .C. 
B A N K IN G  I N ST. 77 (20 0 4); Ala n M. Wh ite & Ca th y Lesser Ma nsfield, Literacy  and 
C ontract, 13 STA N . L. & PO L ’Y REV . 233 (20 0 2). 
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the wise use of credit. B AP CP A provides for increasing consumer informa-
tion about credit card use in three different ways. F irst, credit card companies 
must enhance their disclosure of minimum payment obligations and teaser 
interest rates, as well as provide toll free telephone numbers for consumers to 
use to obtain information about how long it will take to pay off their balances 
by making only the minimum payment.15 This regulation provides the point 
of departure for the research results reported in this article. In addition, 
B AP CP A conditions individuals’ access to the bankruptcy system on receipt 
of pre-bankruptcy counseling,16 and it req uires consumer debtors to complete 
an “instructional course concerning personal financial management.”17 W hile 
our earlier work18 addressed these later considerations in increased knowl-
edge assumptions, this article is concerned only with the possible effects of 
the enhanced disclosure that B AP CP A demands of credit card creditors.  

D isclosure req uirements for creditors assume that consumers make de-
liberative financial decisions predicated largely on the consideration of the 
economic conseq uences of alternatives. As rational actors, consumers make 
self-serving choices based on the costs and benefits of a course of action.19 
B AP CP A deviates slightly from a textbook model of the rational actor in that 
it makes room for consumers’ imperfect knowledge of credit card use conse-
q uences. In fact, the enhanced disclosure enactments aim to correct consum-
ers who are ill-informed about the terms of their credit card contracts, includ-
ing the effects of different types of repayment on the lives of their loans and 
the total amount of money needed to repay the initial amount borrowed with 
interest. In short, B AP CP A disclosure enhancement req uirements are an ef-
fort to influence debtor decision making by providing debtors with accurate 
information about the long-term effects of reliance on credit card loans.  

This view of debtor decision making falls short because it does not con-
sider the psychological reality of everyday people as they make choices about 
what goods and services to buy, and what types of payment plans are best 
suited to satisfy their appetitive needs and desires. W hile we do not challenge 
the basic contribution that utility maximiz ation can make to understanding 
debtor choice, we do suggest that such an approach must be incomplete be-
cause it ignores the effects of psychological processes that are less deliberate 
and more reactive in nature. In this article, we are specifically concerned with 
conscious and subconscious processes arising from feelings, moods, and 
emotions. W e maintain that a more complete model of debtor and non-debtor 
choice ought to include emotional reactions that people cannot escape as they 
decide whether to make desired purchases. M ore specifically, we submit that 
  
 15. 15 U.S.C. §  1637(b), (c) (20 0 0  & Su pp. V  20 0 5). 
 16. 11 U.S.C. §  10 9(h )(1) (Su pp. V  20 0 5). 
 17. I d. a t §  727(a )(11). 
 18. Wiener et a l., supra note 5. 
 19. See,  e.g ., Jones & Z ywicki, supra note 13, a t 210 -215; Wh ite, Wh y  I t Pay s, 
supra note 13, a t 689-90 . 
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the subj ective weights (in the utility model sense of weights) used to reach 
j udgments about utility are themselves the product of affective psychological 
constructs impacted by the totality of the circumstances (both internal and 
external to the individual) that constitute the buying environment.20  In the 
end, any model of how consumers choose to spend and borrow money will be 
incomplete and misunderstood to the extent to which it fails to take notice of 
the psychological mechanisms — in this case emotion — that shape the util-
ity maximiz ing procedures that consumers use in deciding whether to make 
purchases with their credit cards.  

W hy do consumers use their credit cards to borrow more than rational 
actors would?  The purpose of this line of research21 is to examine some spe-
cific psychological processes that might provide an answer to that q uestion 
and at the same time examine the interaction of human j udgment with some 
of the enhanced credit card disclosure req uirements adopted as part of 
B AP CP A.  

Two important psychological factors are candidates for causes of credit 
card overuse. F irst, consumers may use credit cards unwisely because even 
when they accurately anticipate the experience of their actions (i.e., the high 
costs of overusing credit), they may fail to use the predicted experience to 
guide their behavior.22 This failure of the cognitive system to direct conduct 
may be the result of “hyperbolic time discounting”23 or impulsivity.24 P eople 
attach greater weight to immediate payoffs than to distant outcomes, even 
when the cost of the distant outcomes is far greater than the immediate pay-
offs25 The immediate material payoff that results from the use of their credit 
  
 20 . See Rich a rd L. Wiener et a l., Em otions and th e Law :  A Fram ew ork f or I n-
q uiry , 30  L A W  & H U M. BEHA V . 231 (20 0 6) (discu ssing in deta il th e wa y in wh ich  
em otion ca n influ ence th e decision weigh ts th a t m a ke u p decision processes in lega lly 
relev a nt contexts a nd referring both  to j u dgm ent processes u sing th e lens m odel a nd 
ch oice processes relying on u tility m a xim iz a tion).  
 21. See Rich a rd L. Wiener, Mich a el Holtj e, Rya n Winter, Ja son A. Ca ntone, 
Su sa n Block-Lieb, a nd Ka ren G ross, C onsum er C redit C ard Use:  T h e Roles of  C redi-
tor Disclosure and Anticipated Em otion, 13 J. EXP ER IMEN TA L  PSYC H.: AP P L IED  
(forth com ing Ma rch  20 0 7) (Conta ining th e first report of th e resea rch  collected with in 
th is progra m  of resea rch . Th e a u th ors look a t th e specific effects of a nticipa ted em o-
tion in th e decision wh eth er or not to u se credit ca rds to m a ke pu rch a ses a nd th e a bil-
ity of th e enh a nced disclosu re ru les ca lled for in BAPCPA to m odera te th eir a ntici-
pa ted em otiona l rea ctions.)  
 22. Ch ristoph er K. Hsee & Reid Ha stie, Decision and Experience:  Wh y  Don’t 
We C h oose Wh at Makes Us Happy ?, 10  T R EN D S IN  CO G N ITIV E S C I. 1, 34 (20 0 6).  
 23. Ted O’Donogh u e & Ma tth ew Ra bin, Addiction and Self -C ontrol, in 
A D D IC TIO N : E N TR IES A N D  EXSTS. 169 (Jon Elster ed., 1999). 
 24. Hsee & Ha stie, supra note 22, a t 33-34. 
 25. See Pa u l Slov ic, Psy ch olog ical Study  of  Hum an J udg m ent:  I m plications f or 
I nvestm ent Decision Making , 2 J. PSYC HO L . & FIN . M A R K ET 160 -72 (20 0 1) (for a n 
em pirica l a na lysis of ciga rette sm oking a s a  produ ct of im pu lsiv ity). 
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cards blinds consumers so that they weigh too little the long-term effects of 
expensive revolving credit cards.  

The issue is more complicated, however, because people are not always 
accurate in predicting how they will experience outcomes. The failure to pre-
dict accurately the outcome of one’s actions is the second psychological 
process of importance. Consumers may “choose” to ignore the costs of long-
term credit card use because the system allows them to avoid the “pain of 
paying” which normally accompanies purchases of goods and services.26 
N ormally, when people spend their money, they suffer the conseq uence of 
not being able to use those funds for other products that they desire. How-
ever, the cost of foregoing other goods is a distant outcome, which loses some 
of its impact through hyperbolic time discounting. S till, when people spend 
their money directly —without the use of credit cards — the cost of giving up 
their dollars may become associated with negative emotion: the pain of 
spending. As a result, the emotional pain of spending (e.g., writing the check 
or handing over dollars) is a natural limit, which people come to predict as an 
outcome of their purchasing behavior. As L oewenstein and O ’D onoghue 
point out, the use of credit cards eliminates or, at least, puts off the emotional 
pain of paying.27 In other words, people who use credit cards do not accu-
rately predict the emotional cost of paying for the products or services, and, 
therefore, the regulating effects of negative emotions do not play their usual 
role in limiting purchasing behavior.  

The recent B AP CP A amendments rely on a much less psychological ap-
proach to understanding consumer spending. F ollowing the economic choice 
model,28 B AP CP A assumes that with complete information people will act 
rationally and avoid overspending when the costs of spending outweigh the 
benefits of consumption. B AP CP A attempts to regulate consumption, in part, 
by req uiring creditors to enhance their customary disclosure of minimum 
payment obligations and teaser interest rates, as well as by req uiring toll-free 
telephone numbers through which consumers could obtain more individual-
iz ed information about how long it would take to pay off their balances mak-
ing only minimum payments.29 U nder the tenets of the rational actor model, 
  
 26. G eorge Loewenstein & Ted O’Donogh u e, “We C an Do T h is th e Easy  Way  
or th e Hard Way ”:  N eg ative Em otions,  Self -Reg ulation,  and th e Law , 73 U. CHI. L. 
REV . 183, 196 (20 0 6); Dra z en Prelec & G eorge Loewenstein, T h e Red and th e Black:  
Mental Accounting  of  Saving s and Debt, 17 M A R K ETIN G  S C I. 4 (1998). 
 27. Loewenstein & O’Donogh u e, supra note 26, a t 196. 
 28. See,  e.g ., id.; REID  H A STIE & RO B YN  M. D A W ES, R A TIO N A L  CHO IC E IN  A N  
U N C ER TA IN  W O R L D : THE P P SYC HO L O G Y O F  J U D G MEN T A N D  DEC ISIO N  M A K IN G  
(20 0 1); Su sa n Block-Lieb & Edwa rd J. Ja nger, T h e My th  of  th e Rational Borrow er:  
Rationality ,  Beh avioralism  and th e Misg uided “Ref orm ” of  Bankruptcy  Law , 84 TEX. 
L. REV . 1481 (20 0 6); Ru ssell B. Korobkin & Th om a s S. Ulen, Law  and Beh avioral 
Science:  Rem oving  th e Rationality  Assum ption f rom  Law  and Econom ics, 88 C A L . L. 
REV . 10 51 (20 0 0 ); Wiener et a l., supra note 5. 
 29. 15 U.S.C. §  1637(b) (20 0 0  & Su pp. V  20 0 5). 
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providing consumers with more complete and individualiz ed information 
about their level of debt should discourage the use of credit card consumption 
simply by making them aware of the costs of overusing their cards in the 
form of high interest rates, compounded balances, and the lengthy payoff 
periods that follow from payoff plans that rely on minimum payments.  

L oewenstein and O ’D onoghue describe this type of approach to regula-
tion as “delayed demand deterrence,” which motivates consumers by making 
them aware of the delayed punishment for consuming in harmful ways (e.g., 
increased costs of interest compounded when people make only minimum 
credit card payments).30  L oewenstein and O ’D onoghue q uestion whether this 
approach is likely to deter people’s consumption because it req uires consum-
ers to weigh delayed conseq uences against more immediate ones. F urther, 
enhanced disclosure may inadvertently produce negative affects associated 
with the immediate conseq uences of engaging in the negative conduct (e.g., 
fear and guilt). “Immediate demand deterrence” or the intentional use of “fear 
appeals can and do often backfire because people respond to the fear not by 
halting the undesired behavior, but by trying not to think about or pay atten-
tion to the threat.” 31  

If enhanced disclosure creates negative affects, people may engage in 
mood repair; that is, they may seek more pleasurable stimuli to escape the 
negative emotion that they experience from the fear and guilt induced by 
enhanced disclosure.32 In the current case, that may mean that people will 
engage in more shopping to end bad moods. S ome analogue psychological 
investigations help operationaliz e the mood repair concept.  

In one study, R aghunathan and Trope found that people who were ex-
posed to b o t h  harmful and beneficial information about caffeine consumption 
and who normally consumed large q uantities of caffeine focused more on the 
positive effects of caffeine consumption (to improve their moods) when they 

  
 30 . Loewenstein & O’Donogh u e, supra note 26, a t 189. 
 31. I d. a t 190  n.10 . 
 32. Joseph  P. Forga s, Af f ective I nf luences on Partner C h oice:  Role of  Mood in 
Social Decisions, 61 J. PER SO N A L ITY & S O C . PSYC HO L . 70 8 (1991); Ja cq u eline J. 
Ka cen, Ph enom enolog ical I nsig h ts in Mood and Mood-Related C onsum er Beh aviors, 
in 21 A D V A N C ES IN  C O N SU MER  RESEA R C H 519 (1994); G loria  K. Ma nu cia , Dona ld J. 
Ba u m a nn & Robert B. Cia ldini, Mood inf luences on Helping :  Direct ef f ects or Side 
Ef f ects?, 46 J. PER SO N A L ITY & S O C . PSYC HO L . 357 (1984); Da v id G len Mick & Mi-
ch elle Dem oss, Self -g if ts:  Ph enom enolog ical I nsig h ts f rom  Four C ontexts, 17 J. 
CO N SU MER  RES. 322 (1990 ); Willia m  N . Morris & N ora  P. Reilly, T ow ard th e Self -
Reg ulation of  Mood:  T h eory  and Research , 11 M O TIV A TIO N  & EMO TIO N  215 (1987); 
Dia nne M. Tice, Ellen Bra tsla v sky & Roy F. Ba u m eister, Em otional Distress Reg ula-
tion T akes Precedence O ver I m pulse C ontrol:  I f  Y ou Feel Bad,  Do I t ! , 80  J. 
PER SO N A L ITY & S O C . PSYC HO L . 53 (20 0 1); Dorf Z illm a n, Mood Manag em ent:  Using  
Entertainm ent to Full Advantag e, in C O MMU N IC A TIO N , S O C I A L  C O G N ITIO N , A N D  
A F F EC T 147 (Lewis Donoh ew et a l. eds., 1988). 
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were induced to experience negative moods (as opposed to positive moods).33 
However, those participants who were low caffeine consumers showed in-
creased attentiveness to all the information, not j ust the positive information. 
This second group of participants engaged in attentive processing because the 
task did not allow them to engage in mood repair. F or them, focusing on the 
positive aspects of caffeine consumption did not lead to positive affective 
experiences because the negative caffeine information was not fear inducing 
(i .e., they did not drink a lot of coffee, tea, or soda). R aghunathan and Trope 
conclude that people in negative moods engage in mood repair only when the 
task allows it.34 O therwise, they pursue attentive processing.  

E xtrapolating from these experiments, we anticipate that enhanced dis-
closure information may create negative mood states in consumers because 
this type of information forces credit card holders to confront the possibility 
of large balances, high interest rates, and lengthy payoff periods. These pos-
sibilities produce some level of distress, especially for people who have not 
previously thought about these high payoff terms. W ill these people engage in 
mood repair actions?  The literature is unclear. If enhanced disclosure pro-
duces negative mood states, then consumers may engage in mood repair ac-
tivities, if such activities are available, and if the consumers believe that the 
activities will decrease their feelings of negative affect. S everal scholars have 
collected correlational data to suggest that people sometimes (but not all the 
time) engage in shopping behavior to escape bad moods.35 Therefore, it fol-
lows that if enhanced disclosure does produce negative affect, people may 
engage in more credit card buying to escape their negative moods. However, 
it is also possible that negative moods will motivate attentive behavior or that 
people will not believe mood repair is possible. The current research collected 
mood data to begin to explore the relationships among enhanced disclosure, 
affective responses, and credit card use.  

W e conducted an online field experiment to examine the effects of en-
hanced disclosure and self reported emotion on the credit card purchasing 
behavior among people who filed petitions for bankruptcy relief in the prior 
year (consumer debtors) and among people who had not done so (non-
debtors). M ore specifically, we conducted this study to test the hypothesis 
that enhanced disclosure would prevent consumer non-debtors and to a lesser 
extent, consumer debtors from overusing their simulated credit cards. W e 
expected the emotional reactions toward enhanced disclosure information to 
moderate the effects of enhanced disclosure on purchasing behavior.  

  
 33. Ra j a goph a l Ra gh u na th a n & Y a a cov  Trope, Walking  th e T ig h trope Betw een 
Feeling  G ood and Being  Accurate:  Mood as a Resource in Processing  Persuasive 
Messag es, 83 J. PER SO N A L ITY & S O C . PSYC HO L . 510 , 513 (20 0 2). 
 34. I d. a t 522. 
 35. See Ka cen, supra note 32; Wiener et a l., supra note 5, a t 466-67; Wiener et 
a l., supra note 22.  
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IV. METHODS 

W e recruited research participants for our online analogue shopping ex-
periment in several ways. F irst, we located debtors through P ACE R , the 
online federal docket that lists all bankruptcy filers and their cases. W e se-
lected a random sample of filers from N ebraska and from the N ew Y ork City 
metropolitan area who had filed petitions in one of seven months prior to our 
experiments. W e mailed fliers to this group advertising the study and inviting 
them to participate in an online study in exchange for a ten dollar stipend. W e 
also distributed fliers at the courthouse and with attorneys and bankruptcy 
trustees. F inally, we recruited non-debtor participants through newspaper 
advertisements in both the N ew Y ork City and the O maha and L incoln, N e-
braska communities. Interested flier recipients telephoned the laboratory and 
left a name and telephone number. A researcher contacted each potential re-
search participant, explained the study, and provided a password to interested 
participants so that each could enter the study website on a computer of their 
choice to complete the research task. U pon entering the website, the program 
randomly assigned each participant to receive either current disclosure infor-
mation or enhanced disclosure consistent with the req uirements of B AP CP A.  

Table 1 displays the demographic backgrounds of the 514 participants 
who participated in and completed our online simulated shopping trip during 
the period from J une 20 0 4 to August 20 0 5.   

Table 1: D emographic Information for E xperiment 1 P articipants  
_ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _  
V ariable                      n    % 
F iled for B ankruptcy R elief (490  reporting) 

Y es                    193    3 9% 
N o                    297   61% 

B ankruptcy Chapter (184 reporting)   
Chapter 7                  146    75% 
Chapter 13                     16    19% 
N ot R eported                          5      6% 

G ender  ( 493  reporting)  
M ale                   159     3 2% 
F emale                   3 3 4     68% 

R esidency (514 reporting) 
N ebraska                  3 40     66% 
N ew Y ork                 174    3 4% 

Currently M arried (489 reporting) 
Y es                    185    3 8%  
N o                    3 0 4    62% 
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V ariable                      n     % 
Age1 (489 reporting, M ean =  40 ) 

18-29                   13 1    27% 
3 0 -3 9                      95    19% 
40 -49                   126    26% 
50 -59                   10 7    22% 
60 -69                         22       5% 
O ver 70                        8       2% 

E ducation (497 reporting) 
L ess than high school                     7       1%  
High school only               20 8     42% 
Associate degree               115     23 % 
B achelor degree               113      23 % 
G raduate or professional degree            54     11% 

E thnicity (492 reporting) 
E uropean American               3 50      71% 
African-American                  58     12% 
Asian American                  3 5       7% 
Hispanic                              4       1% 
O ther                            40        8% 

U nemployed ever last year (488 reporting) 
Y es                    260       53 % 
N o                     228      58% 

S tudent S tatus (492 reporting) 
F ull-time student                    41       8% 
P art-time student                   3 6       7% 
N on-student                 415      84% 

P rior Y ear F amily Income (474 reporting)  
20 ,0 0 0  or less                 13 5      28% 
21-3 0 ,0 0 0                       97      21% 
3 1-40 ,0 0 0                       73       15% 
41-50 ,0 0 0                            49      10 % 
51-60 ,0 0 0                      42       9% 
61-70 ,0 0 0                    27       6% 
71-80 ,0 0 0                    13        3 % 
81,0 0 0  or more                 25       6% 
 
The research materials in this study that appeared on the website in-

cluded an informed consent statement, a disclosure information manipulation 
(enhanced or unenhanced disclosure), a survey to measure emotions 
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(P AN AS -X),36 a simulated online shopping trip task, and a demographic 
sheet.37 The simulated shopping trip emulated a common on-line shopping 
experience, where consumers used a hypothetical “G oldwave” credit card to 
make purchases. P rior to the shopping trip, the website displayed a general set 
of instructions, describing the simulated shopping trip, and detailing how to 
use the “G oldwave” credit card. It read (in part): 

This survey will ask you to complete a task with which you are 
very familiar. It will ask you to act as a consumer who is deciding 
whether to buy several products. P lease read the description of 
each product and determine whether you would be willing to pur-
chase the product using your credit card. . . . U se the same care that 
you would when spending your own money using your own credit 
card.  
O ne-half of the participants received unenhanced disclosure informa-

tion, which consisted of a credit card balance, the interest rate, and the mini-
mum payment due, a prototype of the general information available to con-
sumers prior to B AP CP A. The website told participants that they currently 
held a credit card balance of $ 2,50 0 , a limit of $ 8,0 0 0 , and a fixed interest 
rate of 14.5% annually.  

The other half of the participants, those in the enhanced disclosure con-
dition, viewed additional information that reflects full and individualiz ed 
disclosure information. F ollowing the logic implied in B AP CP A, we rea-
soned that full and individualiz ed disclosure would provide consumers with 
complete information about their credit card loans and that such a disclosure 
would have the greatest likelihood of moderating debtor’s credit card use. 
P articipants received a clear and concisely written statement explaining how 
many minimum payments they would need to make to pay off credit card 
balances at increasing increments of $ 1,0 0 0 .0 0  from $ 1,0 0 0 .0 0  to $ 15,0 0 0 .0 0 , 
how much principal they would pay, how much interest they would pay, and 
an estimate of how many months would elapse before the balance reached 
z ero. The statement came in the form of a schedule (chart) and a narrative 
description of each of the chart’s elements (i .e., principal, balance, minimum 
payment, interest, and interest plus principal).  

F igure 2 displays a portion from the chart. Column one arranges bal-
ances from $ 10 0 0  to $ 10 ,0 0 0  in increments of 10 0 0  and column two is the 
siz e of the minimum payment for each increment level per month. Columns 
three through five present the total amounts that the debtor will pay out as-  
 36. Da v id Wa tson et a l., Developm ent and V alidation of  Brief  Measures of  Posi-
tive and N eg ative Af f ect:  T h e PAN AS-X Scales, 54 J. PER SO N A L ITY & S O C . PSYC HO L . 
10 63 (1988). 
 37. Th e website a lso inclu ded a n a nticipa ted a ffect m a nipu la tion a nd a n experi-
enced em otion m a nipu la tion, bu t da ta  a na lyses of th ese effects a re presented else-
wh ere. See g enerally , supra note 38. 
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suming that the debtor pays the minimum monthly payment each month. Col-
umn three shows the total interest that the debtor will pay during the life of 
the loan to satisfy the financial obligation. Column four shows the total 
amount that the debtor will expend in principal and interest to pay off the 
loan, and column five displays the number of monthly payments (and years) 
that the debtor will need to pay off the loan in full. In other words, for a 
$ 10 ,0 0 0  loan at 14.5% fixed rate, one would need to make 20 1 monthly mini-
mum payments (almost seventeen years) of $ 3 0 0  to pay of the loan. This 
would cost the debtor $ 15,83 0 , or $ 5,83 0  above the balance of $ 10 ,0 0 0 , to 
pay off the full amount.   

 
F ig u re  2 :  E n h a n c e d  D is c lo s u re  In f o rm a t io n  S c h e d u le  

G O L D W A V E  
B a la n c e  

( Prin c ip a l) 
S iz e  o f  t h e  
M in im u m  
M o n t h ly 
Pa ym e n t  

T o t a l In -
t e re s t  Pa id  

T o t a l 
A m o u n t  
Pa id  O u t  
( B a la n c e  
Plu s  t h e  
In t e re s t ) 

N u m b e r o f  
M o n t h s  o f  
M in im u m  
Pa ym e n t s  t o  
R e a c h  a  
Z e ro  B a l-

a n c e  
$ 1 0 0 0  $ 3 0  $ 4 3 0  $ 1 4 3 0  7 8  ( 6 . 6 y r s ) 
$ 2 0 0 0  $ 6 0  $1 0 3 0  $ 3 0 3 0  1 1 6  ( 9 . 7 y r s ) 
… . .  … . . .  … . .  … . .  … . .  

$1 0 ,0 0 0  $3 0 0  $5 8 3 0  $1 5 8 3 0  2 0 1  ( 1 6 . 8 y r s ) 
 

After viewing one of the two disclosure forms, each shopper completed 
a short version of the P AN AS , a standardiz ed measure of currently experi-
enced positive and negative affect.38 The long form version of the P AN AS , 
which measures each dimension with ten positive and ten negative traits, has 
shown strong psychometric properties in prior studies.39 The P AN AS -X short 
form40  lists five positive (i .e., inspired, alert, excited, enthusiastic, and deter-
  
 38. Wa tson et a l., supra note 36, a t 10 63-70 . 
 39. Da v id Wa tson & Lee Anna  Cla rk, Th e PAN AS-X : Ma nu a l for th e Positiv e 
a nd N ega tiv e Affect Sch edu le - Expa nded Form  (Au g. 1999) (u npu blish ed m a nu -
script, on file with  Th e Univ ersity of Iowa ), available at 
h ttp:/ / www.psych ology.u iowa .edu / Fa cu lty/ Cla rk/ PAN AS-X .pdf.  
 40 . Kyle Kerch er, Assessing  Subj ective Well-Being  in th e O ld-O ld, 14 RES. O N  
A G IN G  131 (1992). A. Ma ckinnon et a l., A Sh ort Form  of  th e Positive and N eg ative 
Af f ect Sch edule:  Evaluation of  Factorial V alidity  and I nvariance Across Dem o-
g raph ic V ariables I n a C om m unity  Sam ple, 27 PER SO N A L ITY A N D  I N D IV ID U A L  
DIF F ER EN C ES 40 5-16 (1999); A sh ort form  of th e Positiv e a nd N ega tiv e Affect 
Sch edu le: Ev a lu a tion of fa ctoria l v a lidity a nd inv a ria nce a cross dem ogra ph ic v a ri-
a bles in a  com m u nity sa m ple. Personality  and I ndividual Dif f erences, 2 7 (3), 40 5-416. 
Th is stu dy u sed confirm a tory fa ctor a na lysis to exa m ine th e psych om etric properties 
of th e PAN AS sh ort form  with  a  sa m ple of 2,651 Au stra lia ns from  th e Electora l Roll 
for Ca nberra . I d. Th e resu lting stru ctu ra l eq u a tion m odel sh owed two nea rly orth ogo-
na l dim ensions (one for nega tiv e a ffect a nd one for positiv e a ffect). I d. Ea ch  dim en-
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mined) and five negative feeling states ( i .e., distressed, scared, nervous, up-
set, and afraid) and asks respondents to “rate the extent to which you feel this 
way right now” on a one (very slightly or not at all) to five (extremely) scale. 
The instrument produces two psychometrically sound measures of current 
feelings: one scale measures positive affect and a second scale measures 
negative affect that the respondent is experiencing at the time that she or he is 
completing the rating scales.  

After completing the P AN AS -X short form, the participants engaged in 
our online shopping task, which offered the participants ten items that they 
could consider for purchase. The task for the respondents was to examine 
each item and then rate the likelihood that they would buy that item with their 
G oldwave credit card on a scale from 1 (very unlikely to buy) to 8 (very 
likely to buy). The items appeared in random order, a different order for each 
participant. F irst, all ten items appeared on the screen without description. 
Then, each popped up, one at a time, with prices and descriptions and the 
program asked the participants to rate the likelihood that they would make a 
purchase for each item. The program presented the items for purchase, one at 
a time in a different random order for each participant. P articipants had as 
much time as they needed to reach their decisions. The items (and their re-
spective prices), were dinner out ($ 20 0 ), wine/ liq uor ($ 3 0 ), wristwatch 
($ 40 0 ), business clothes ($ 3 0 0 ), vacation ($ 3 ,0 0 0 ), three CD s ($ 45), sofa 
($ 80 0 ), bicycle ($ 450 ), laptop computer ($ 2,0 0 0 ) and movie tickets ($ 3 0 ). 
The website kept a displayed record of which items that the participant had 
already rated and which ones that the respondent had not rated. The partici-
pants continued until they had evaluated and rated each item.  

At the conclusion of the shopping trip, the participants again completed 
the P AN AS -X short form (post shopping) and then finally answered a series 
of demographic and financial q uestions that included items about their current 
financial status, credit use, normal purchasing behavior, and knowledge of 
credit card borrowing. W e used the financial q uestions to test the relation-
ships between results on our simulated shopping trip with the respondents’ 
self-reported financial status, credit use, and purchasing behavior. In addition, 
we used the items about knowledge of credit card use to determine how much 
participants know about borrowing and interest rates and to look at the rela-
tionship between our enhanced disclosure information and knowledge of 
credit use.  

M ore specifically, the demographic survey included five knowledge 
q uestions about credit card borrowing. W e wrote these five q uestions to sam-
ple representatively the content domain of the credit card use information in 
our simulated shopping task. The five items that made up our knowledge 
scale asked participants to use their own words to give definitions of the fol-
  
sion sh owed h igh  interna l consistency relia bility with  coefficient a lph a s eq u a l to .78 
a nd .87, respectiv ely. I d. 
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lowing credit card concepts 1) minimum payment, 2) interest rate, 3 ) total 
interest paid, 4) principal and 5) total amount paid. Three independent coders 
analyz ed three of the credit card borrowing q uestions from the demographic 
survey (interest rate, total interest paid, and total amount paid) on scales rang-
ing from 0  (wrong or missing answer) to 2 (completely correct answer) with 1 
as a partially correct answer. The coders assigned for the other two defini-
tions (minimum payment and principal) either a 0  for incorrect or a 1 for cor-
rect.41  

U pon completion of the demographic and financial q uestions, partici-
pants read a debriefing statement and then supplied their names and addresses 
so that the researchers could send them the stipends. The program stored the 
consumers’ responses to the rating scales and demographic q uestions in a 
downloadable file, which we ultimately subj ected to statistical analyses. The 
website sent the names and addresses to a database maintained separately 
from the experimental task data so that the researchers could not link any of 
the answers to any of the q uestions to the participants’ identifying informa-
tion.  

V. RESULTS 

P u rc h a si ng B eh a v i o r. The simulated shopping trip yielded two meas-
ures of shopping. W e calculated the first measure, the average likelihood-to-
buy-rating (L B ) by taking the average score across the 10  items to create an 
index that could range from 1 (very slight likelihood-to-buy) to 8 (very high 
likelihood-to-buy). The mean of the scale (with a midpoint of 5) was 3 .16 
(standard deviation [ s.d.]  =  1.3 0 ), suggesting that respondents were a little 
reluctant to spend money across all items. However, this is not surprising 
considering that the shopping trip included items with both high and low 
price tags.42 F or the second measure, we calculated expected expenditures 
(E E ), by weighing the likelihood to buy the item by the cost of the item. That 
is, we multiplied the cost of each item by the likelihood-to-buy-rating that 
respondents supplied. This index could range from 690  to 55,169 and the 
actual mean was 2,794 (s.d. =  143 9.69).43  
  
 41. Ea ch  coder independently ra ted a  sa m ple of 20  pa rticipa nts on ea ch  of th e six 
v a ria bles. Correla tions between th e coders for ea ch  q u estion a cross th e 20  pa rticipa nts 
(point biseria l correla tions for dich otom ou s m ea su res) ra nged from  a  low of .65 (di-
ch otom ou s fa ctors) to a  h igh  of .89. Using Fish er’s r to z tra nsform a tion, th e a v era ge 
inter-ra ter correla tion wa s r =  .78. Inter-correla tions for th e 20  pa rticipa nts a cross a ll 
th ree coders for th e tota l sca le (wh ich  cou ld ra nge from  0  to 8) were .90 , .93, a nd .96.  
 42. Th e LB sca le (for n =  514) produ ced a  coefficient a lph a  eq u a l to .77, dem on-
stra ting a deq u a te interna l consistency relia bility a nd th e da ta  were norm a lly distrib-
u ted (skewness =  .39 a nd ku rtosis =  .0 51). 
 43. Th e EE sca le (for n =  514) wa s norm a lly distribu ted (skewness =  .58 a nd 
ku rtosis = .-34). 
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K no w l ed ge o f  C red i t  C a rd  B o rro w i ng. F irst, we calculated full knowl-
edge scale totals for the data across all the respondents. S cores ranged from a 
low of 0  to a high of 8 with a mean of 3 .4 (s.d . =  2.46). O ur participants 
scored significantly lower than the midpoint of the scale (X =  5) indicating 
that they showed poor knowledge of credit card borrowing as used in this 
study.44 

N ext, we calculated correlations between the L B  and E E  measures with 
the knowledge scale. According to the rational actor model, we expected par-
ticipants who were more knowledgeable about credit card use and its high 
costs to show signs of less purchasing behavior. However, the correlations 
between the credit card knowledge scale and the L B  and E E  scales were non-
significant (r =  -.0 8, n =  484; and r =  -.0 8, n =  484). F urther we found that the 
scores on the knowledge scale were not significantly different between the 
enhanced disclosure participants and the unenhanced disclosure participants, 
(M’s =  3 .56 and 3 .3 1, respectively).45 W hile these results do not allow us to 
accept the null hypothesis, they implicate directly our mediation hypothesis. 
Therefore, if we find effects of disclosure on L B  or E E  we will be unable to 
demonstrate the mediating effect of knowledge about credit card borrowing at 
least as we measured that construct. In other words, these data do not support 
a conclusion that the effects of enhanced disclosure inhibit the decision to 
purchase via an increased knowledge route.  

S i m u l a t ed  S h o ppi ng a nd  A c t u a l  F i na nc i a l  B eh a v i o r. N ext, we examined 
the relationship between the likelihood to purchase items on the online shop-
ping trip and some measures of consumer conduct we collected on the demo-
graphic inventory to learn if people with different purchasing backgrounds 
showed different patterns of behavior on our simulated shopping trip. F irst, 
we asked, “Are people who spend more money on our simulated shopping 
trip likely to be consumers who normally use credit cards? ” F igure 3  shows 
that respondents who reported that they possessed no credit cards on our 
demographic measure were significantly less likely to purchase items with 
their G oldwave credit cards on our online shopping trip.46 F igure 4 illustrates 
respondents with unpaid bills from the previous month were more likely to 
spend money on our shopping trip compared to those without unpaid bills.47 
S imilarly, those responders who reported that they had planned budgets but 
failed to use them were more likely to buy than were those who reported that 
they managed to stick to their planned budgets.48  
  
 44. Th e 95th  percent confidence interv a l for th e knowledge sca le (C I : 3.22, 3.66) 
did not conta in th e m idpoint (X =  5), dem onstra ting th a t th e a ctu a l knowledge m ea n 
wa s significa ntly lower th a n th e m idpoint of th e sca le (p <  .0 5). 
 45.  t(482) =  1.0 8, ns. 
 46. t(466) =  2.33, p <  .0 2; n1(no ca rds) =  131, n2(1 or m ore ca rds) =  337.  
 47. t(484) =  3.14, p <  .0 1; n1(with  u npa id bills) =  193, n2(no u npa id bills) =  293. 
 48. t(262) =  2.46, p <  .0 25; n1(followed bu dget) =  148, n2(fa iled to follow 
bu dget) =  116. 
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Figure 3: Likelihood of Using the G oldw a v e C a rd ( M ea ns)  
a s a  Func tion of the N um b er of S elf-rep orted C redit C a rds
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Figure 4: Unpaid Bills, Use of a Planned Budget, and 
L ik elih ood of Using th e G oldw av e C ard ( M eans)

 F inally, we asked responders on the demographic instrument to indicate 
whether they borrowed money in the prior month, and if they did from which 
sources they borrowed the money (bank loan, payday loan, pawn broker, 
home eq uity loan, finance company loan, credit union loan, mortgage loan, 
credit card loan, or and eq uity loan). W e found a significant correlation (r =  
.12, p <  .0 25, n =  514) between the number of sources from which respon-
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dents borrowed and the likelihood that they use the G oldwave card to make 
purchases. In other words, the more sources they checked, the greater was the 
likelihood that consumers would spend money on our simulated shopping 
trip. 

In summary, these results show that online shoppers were more likely to 
purchase with their cards if they had multiple real credit cards of their own, 
they had unpaid bills from the previous month, they failed to follow their own 
planned budgets, or if they borrowed money from multiple sources. These 
results suggest that our simulated credit card task is associated with at least 
some forms of unwise use of money and credit.  

E nh a nc ed  D i sc l o su re a nd  D eb t o r S t a t u s.49 N ext, we examined in detail 
the effects of enhanced disclosure, debtor status, and place of residence (N ew 
Y ork vs. N ebraska) on the two measures of consumers using their G oldwave 
credit cards to purchase items on our online shopping trip. The first analysis 
examined whether or not there were differences among debtors and non-
debtors with and without enhanced disclosure, and whether any differences 
generaliz ed to responders living in the two different geographic locations.50  
As depicted in F igure 5, we found that enhanced disclosure lowered the like-
lihood of consumers to purchase items on our shopping trip, when the aggre-
gated ratings did not include the prices of the items in the index (i.e., the L B  
measure described above). Those with the enhanced disclosure charts, regard-
less of state of residence, were less likely to use their G oldwave Cards over-
all. W e also found, as would be expected, that the N ew Y orkers (accustomed 
to paying higher prices for merchandise overall) were more liberal in their 
spending than were the N ebraskan respondents. W e found no differences 
between debtors and non-debtors.  

  
        49. Before condu cting th e a na lyses th a t follow, we exa m ined th e effects of re-
spondent gender on LB a nd EE a nd fou nd no m a in effects or intera ctions of gender 
with  a ny of th e fa ctors of interest. As a  resu lt of th ese a na lyses, we dropped gender 
from  th e rem a ining a na lyses reported in th is a rticle. 
 50 . A 2 (sta tu s: debtor v s. non-debtor) x 2 (disclosu re: enh a nced v s. u nenh a nced) 
x 2 (residence: N ebra ska  v s. N ew Y ork) between grou ps a na lysis of v a ria nce on LB 
produ ced a  m a in effect for disclosu re, F(1,50 6) =  3.91, MSE =  1.62, p <  .0 5, a nd a  
m a in effect for residence, F(1,50 6) =  3.88, p <  .0 5. Th e effect for debtor sta tu s wa s 
not significa nt, F(1,50 6) =  2.89, ns. N o oth er m a in effects or intera ctions were sig-
nifica nt. 
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Figure 5: The Effects of Type of Disclosure, Respondent 
Residence, a nd L i k elihood of U sing the G oldw a v e C a rd ( M ea ns)

 W e repeated these same analyses using expected expenditures (i.e., E .E . 
– which included the price of the items in the scale as described above) as the 
outcome measure and found very similar results as shown in F igure 6. Again, 
enhanced disclosure produced lower expected expenditures and N ew Y ork 
residence was associated with higher expected expenditures. Again, there was 
no statistically significant difference between debtors and non-debtors.51 

  
 51. A 2 (sta tu s: debtor v s. non-debtor) x 2 (disclosu re: enh a nced v s. u nenh a nced) 
x 2 (residence: N ebra ska  v s. N ew Y ork) between grou ps a na lysis of v a ria nce on EE 
produ ced a  m a rgina l m a in effect for disclosu re, F(1,50 6) =  3.64, MSE =  20 330 92.0 0 4, 
p <  .0 6, a nd a  m a rgina l m a in effect for residence, F(1,50 6) =  3.41, p <  .0 7. Th e effect 
for debtor sta tu s wa s not significa nt, F(1,50 6) =  .55, ns. N o oth er m a in effects or 
intera ctions were significa nt. 
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Figure 6: The Effects of Type of Disclosure, Respondent Residence, a nd Ex pected 
Ex penditures ( lik elihood x  item  prices, a v era ged)  ( M ea ns)

 E nh a nc ed  D i sc l o su re a nd  S h o ppi ng t o  E nd  B a d  Mo o d s. O ne of the 
q uestions on our demographic q uestionnaire asked respondents whether they 
did or did not shop in order to end bad moods. The mood repair hypothesis 
developed above would suggest that those respondents who typically shop to 
escape bad moods might spend more money on our online shopping trip. To 
test this out we examined the interactive effect of type of disclosure and 
whether or not people typically shop to end bad moods on the likelihood to 
buy measure.52 The results showed those respondents who self-reported that 
they shop to end bad moods were more likely to use their G oldwave credit 
cards to purchase items on our online shopping trip (M= 3 .70 ) as compared to 
those who did not shop to end bad moods (M =  2.90 ). However, more impor-
tantly the effect of enhanced disclosure on inhibiting likelihood to buy was 
different among those participants who did and did not shop to end a bad 
mood. F igure 7 illustrates the effects. Analyses showed that for participants 
who reported shopping to end a bad mood, the effect of type of disclosure 
  
 52. A 2 (sh op to end ba d m ood: yes v s. no) x 2 (disclosu re: enh a nced v s. u nen-
h a nced) between grou ps a na lysis of v a ria nce on LB produ ced a  m a in effect for m ood, 
F(1,477) =  58.19, MSE =  1.46, p <  .0 1, a nd a n intera ction effect between m ood a nd 
type of disclosu re, F(1,477) =  5.35, p <  .0 6. Follow-u p sim ple effects sh owed th a t th e 
effect of type of disclosu re wa s significa nt for th ose w h o do not sh op to end a  ba d 
m ood, F(1,477) =  5.33, p <  .0 25, bu t not for th ose wh o do sh op to end a  ba d m ood, 
F(1,477) =  .64, ns. Exa m ining th e m ea ns with in disclosu re conditions, th e effects of 
m ood were significa nt in th e enh a nced disclosu re condition, F(1,477) =  34.90 , p <  .0 1 
a nd in th e u nenh a nced condition, F(1,477) =  9.38, p <  .0 1. N o oth er m a in effects or 
intera ctions were significa nt.  
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was not statistically significant. O nly for those respondents who did not re-
port that they shopped to end a bad mood were the effects of enhanced disclo-
sure significant. That is, those with enhanced disclosure information were less 
likely to use their G oldwave credit cards to make purchases only if they did 
not shop to end a bad mood. E xamining the effects of shopping to end a bad 
mood within each type of disclosure information, we find that those who re-
port that they do shop to end bad moods are more likely to make purchases 
with their G oldwave credit cards under both types of disclosure conditions.  

  

Figure 7: The Effects of Type of Disclosure and Shopping to End a B ad 
M ood on L ik elihood to B uy
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 The same analyses on the E xpected E xpenditure data produced very 
similar effects as shown in F igure 8.53 S imilar to F igure 7, those who self-
reported that they shop to end bad moods showed higher expected expendi-
tures (M =  3 20 3 .79) as compared to those who did not shop to end bad moods 
(M =  263 5.91). Again, the effect of enhanced disclosure on credit card pur-
chasing behavior was different among those participants who did and did not 
  
         53. A 2 (sh op to end ba d m ood: yes v s. no) x 2 (disclosu re: enh a nced v s. u nen-
h a nced) between grou ps a na lysis of v a ria nce on EE produ ced a  m a in effect for m ood, 
F(1,477) =  16.12, MSE =  1963179.13, p <  .0 1, a nd a n intera ction effect between 
m ood a nd type of disclosu re, F(1,477) =  4.18, p <  .0 5. Follow-u p sim ple effects 
sh owed th a t th e effect of type of disclosu re wa s significa nt for th ose w h o do not sh op 
to end a  ba d m ood, F(1,477) =  7.60 , p <  .0 1, bu t not for th ose wh o do sh op to end a  
ba d m ood, F(1,477) =  .45, ns. Exa m ining th e m ea ns with in disclosu re conditions, th e 
effects of m ood were significa nt in th e enh a nced disclosu re condition, F(1,477) =  
18.93, p <  .0 0 1, bu t not in th e u nenh a nced condition, F(1,477) =  1.88, ns. N o oth er 
m a in effects or intera ctions were significa nt. 
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shop to end a bad mood. Analyses showed that for participants who reported 
shopping to end a bad mood, the effect of type of disclosure was not statisti-
cally significant, but for those who did not report that they shopped to end a 
bad mood, the effects of enhanced disclosure were significant in the expected 
direction. F or this latter group of participants, those with enhanced disclosure 
showed lower expected expenditures as compared to those without enhanced 
disclosure.  

Taking apart this interaction from the opposite direction, we found no 
difference on expected expenditures between responders who do and those 
who do not shop to end bad moods in the unenhanced disclosure condition. 
However, for consumers who received enhanced disclosure, those who shop 
to end a bad mood demonstrated higher expected expenditures than did those 
who did not shop for that purpose. Thus, enhanced disclosure facilitated dif-
ferences between consumers who do and those who do not shop to end a bad 
mood. This unintended effect of enhanced disclosure is a boomerang effect in 
that it actually augments the differences in purchasing between those who 
report that they shop to end a bad mood and those who shop for other reasons. 
W e turn to analyses of direct mood comparisons using the P AN AS -X meas-
ures to help understand why this effect seems to work in this unexpected di-
rection.  

Figure 8: The Effects of Type of Disclosure and Shopping to End a B ad 
M ood on Ex pected Ex penditures ( M eans)
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 P o si t i v e a nd  N ega t i v e F eel i ngs D u ri ng t h e S h o ppi ng T ri p. R ecall that 
participants completed the P AN AS -X short form with 5 negative feeling ad-
j ectives and 5 positive feeling adj ectives after reviewing the disclosure infor-
mation, before shopping with their G oldwave credit cards and again after 
shopping with their cards. W e summed the positive and negative adj ective 
rating scales separately to create separate positive and negative emotion 
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scales before and after shopping.54 W e examined the effects of type of dis-
closure, debtor status, residence of respondent, and time of mood admini-
stration on male and female respondents’ scores on the positive and nega-
tive feeling scales. F irst for positive mood, we found a statistically signifi-
cant increase in positive mood from the pre-shopping measure (M =  2.72) to 
the post-shopping measure (M =  2.86). N o other effects were significant for 
positive feelings as an outcome measure.55 F or negative mood, there was 
also an impact of time of administration of the P AN AS  feeling scales such 
that negative feelings decreased from before shopping (M  =  1.78) to after 
shopping (M  =  1.60 ).56 However, F igure 9 and the statistical analyses show  
  
 54. We a v era ged a cross th e fiv e ra tings of positiv e feelings (1 to 5) pre-sh opping 
to produ ce a  positiv e feeling sca le (coefficient a lph a  interna l consistency relia bility 
eq u a led .75, M =  2.69 , s.d. =  .86, n =  514) for th e first a dm inistra tion a nd did th e 
sa m e post-sh opping for th e second a dm inistra tion (a lph a  =  .80 , M =  2.86, s.d. =  .97, n 
=  50 4). Following th is sa m e m eth od (bu t a v era ging a cross th e nega tiv e feeling ra t-
ings) we crea ted a  nega tiv e feeling sca le prior to sh opping (coefficient a lph a  =  .90 , M 
= 1.88, s.d. = .99, n =  514) a nd one post sh opping (a lph a  =  89, M =  1.62 , s.d. =  .83, n 
=  50 4).  
 55. A 2 (debtor sta tu s: debtor v s. non-debtor) x 2 (disclosu re: enh a nced v s. u n-
enh a nced) x 2 (Residence: N ew Y ork v s. N ebra ska ) x 2 (G ender) x 2 (tim e of 
PAN AS a dm inistra tion: before v s. a fter sh opping) m ixed a na lysis of v a ria nce with  
repea ted m ea su res on th e la st fa ctor produ ced only a  significa nt m a in effect of tim e 
a dm inistra tion on positiv e (PAN AS) feelings, F(1, 496) =  10 .31, p <  .0 0 1. N o oth er 
m a in effects or intera ctions were significa nt. Th is a na lysis a nd th e one th a t exa m ined 
nega tiv e feelings inclu ded gender beca u se th ere a re som e indica tions in th e litera tu re 
th a t gender influ ences PAN AS scores. It did not do so in th is a na lysis.  
 56. A 2 (debtor sta tu s: debtor v s. non-debtor) x 2 (disclosu re: enh a nced v s. u n-
enh a nced) x 2 (Residence: N ew Y ork v s. N ebra ska ) x 2 (G ender) x 2 (tim e of 
PAN AS a dm inistra tion: before v s. a fter sh opping) m ixed a na lysis of v a ria nce with  
repea ted m ea su res on th e la st fa ctor produ ced a  significa nt m a in effect of tim e a d-
m inistra tion on nega tiv e (PAN AS) feelings, F(1, 477) =  10 .31, MSE =  .41, p <  .0 1. 
Howev er, th is effect wa s q u a lified by a n intera ction between th e tim e of a dm inistra -
tion a nd type of disclosu re, F(1, 477) =  6.86, p <  .0 25. Sim ple effects tests sh owed 
th a t th e enh a nced disclosu re ch a rt produ ced a  significa nt effect on nega tiv e feelings 
only before sh opping, F(1,477) =  6.49, p <  .0 1, bu t th a t th e effect fa ded a wa y a fter 
sh opping, F(1,477) =  .0 0 , ns. N o oth er m a in effects or intera ctions were significa nt. 
  Som e oth er intera ctions th a t a re less im porta nt to th e m a in th eses of th is 
a rticle resu lted from  th is a na lysis of nega tiv e a ffect. First, th ere wa s a  significa nt 
intera ction between tim e of a dm inistra tion a nd gender of th e respondent, F(1,477) =  
6.76, p <  .0 25. Sim ple effect tests sh owed th a t decrea ses in nega tiv e feelings in 
wom en pa rticipa nts from  pre-sh opping (M =  1.87) to post-sh opping (M =  1.54), F(1, 
477) =  25.88, p <  .0 25, bu t not in m en, F(1,477) =  .0 4, ns. Fina lly, th ere wa s a  signifi-
ca nt intera ction between th e debtor sta tu s a nd pa rticipa nt residence, F(1,477) =  4.62, 
MSE =  1.15, p <  .0 5. Sim ple effect tests sh owed th a t colla psed a cross a dm inistra tion 
of th e PAN AS, N ebra ska  non-debtors sh owed m ore nega tiv e feelings (M =  1.80 ) a s 
com pa red to N ew Y ork non-debtors ( M =  1.60 ), F(1,477) =  4.98, p <  .0 5. Th e sa m e 
effect wa s not significa nt in debtors, F(1,477) =  1.60 , ns.  
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B e f o r e  S h o p p i n g A f t e r  S h o p p i n g

Figure 9: The Effects of Shopping and Disclosure on Negative Affect 
M easured b y  the P ANAS ( M eans)

 that participants who read the enhanced disclosure information showed in-
creased negative feelings as a result of reading the enhanced disclosure which 
explained some of the detrimental outcomes of unwise credit card use. Inter-
estingly these negative feelings decreased significantly after the shopping trip 
to reach the same level as the negative feelings among those with unenhanced 
disclosure information both before and after shopping. These data seem to 
suggest that the enhanced disclosure increased negative mood relative to un-
enhanced disclosure and that shopping increased positive mood for all par-
ticipants regardless of the type of disclosure they viewed.  

It is possible that enhanced disclosure among those people who shop to 
end a bad mood led to negative affect, which in turn resulted in increased 
shopping and expected expenditures. This would be a classic mood repair 
effect, suggesting that those who shop to end a bad mood responded to the 
negative moods produced by enhanced disclosure with additional shopping, 
which resulted in a decrease in negative mood. If this is true, the enhanced 
disclosure boomerang for expected expenditures, which augmented differ-
ences between those who shop to end bad moods and those who do not, may 
be due to the impact of enhanced disclosure on mood states. That is, it puts 
shoppers into bad moods in the first place, which they attenuate by using their 
credit cards even more. In the end, this increased buying decreases the nega-
tive mood state. To determine if this was a possibility, we conducted some 
mediation analyses following B aron and K enny’s procedure.57 Accordingly, 
if negative mood mediates the interaction of type of disclosure and shopping 
to end a bad mood on expected expenditures, then the interaction term in a 
regression model should predict both expected expenditures after shopping 
  
 57. Reu ben M. Ba ron & Da v id A. Kenny, T h e Moderator-Mediator V ariable 
Distinction in Social Psy ch olog ical Research :  C onceptual,  Strateg ic,  and Statistical 
C onsiderations, 51 J. PER SO N A L ITY & S O C . PSYC HO L . 1173 (1985). 
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and negative mood before shopping. However, the effect of the interaction on 
expected expenditures should drop out when we control for negative mood 
before shopping. (N ote: variable x m o d era t es the effects of variable y on out-
come z , if variable y influences z  differently at uniq ue values of x. V ariable x 
m ed i a t es the relationship between variable y and z , if y causes x, which in 
turn causes z . Therefore, while we have shown that shopping to end a bad 
mood does m o d era t e the effects of enhanced disclosure on expected expendi-
tures, we have not yet established that experienced emotion m ed i a t es the ef-
fects of enhanced disclosure on expected expenditures.)  

F igure 10  displays the results of the linear regressions (it shows stan-
dardiz ed beta weights) using the interaction of type of disclosure with shop-
ping to end a bad mood (disclosure x shopping to end a bad mood) to predict 
expected expenditures. It also displays the relationship between the interac-
tion (disclosure x shopping to end a bad mood) and negative mood before 
shopping, as well as the relationship between negative mood before shopping 
and expected expenditures. F inally, F igure 10  displays in parentheses, the 
relationship between the disclosure x shopping interaction and expected ex-
penditures (controlling for negative mood before shopping).58,59 

In these analyses, the interaction of type of disclosure and shopping to 
end a negative mood did predict the G oldwave credit card expected expendi-
tures. F urther, there were marginally significant links between the interaction 
and negative moods at time 1 and for negative moods at time 1 with expected 
expenditures. However, the interaction of disclosure x mood on expected 
expenditures did not attenuate when the regression eq uation controlled for 
negative moods at time 1. Therefore, there is no evidence that mood repair is 
responsible for the boomerang effect ( i .e., enhanced disclosure facilitating the 
differences in purchasing between those who shop to end a bad mood and 
those who do not).  

  
 58. For th e criterion v a ria ble nega tiv e a ffect a t tim e 1, a  linea r regression a na ly-
sis th a t inclu ded a s a  du m m y coded predictor disclosu re inform a tion a nd th e intera c-
tion of disclosu re a nd sh opping to end a  ba d m ood produ ced a  m a rgina lly significa nt 
m odel, F(1,490 ) =  3.22, p <  .0 7. Th e sta nda rdiz ed regression weigh t for th e intera c-
tion (β) wa s .0 8. For th e criterion v a ria ble expected expenditu res, a  linea r regression 
a na lysis th a t inclu ded a s a  du m m y coded predictor disclosu re inform a tion a nd th e 
intera ction of disclosu re a nd sh opping to end a  ba d m ood produ ced a  significa nt 
m odel, F(1,490 ) =  9.78, R =  .14, p <  .0 1. Th e sta nda rdiz ed regression weigh t for th e 
intera ction (β) wa s .14.  
 59. For th e criterion v a ria ble expected expenditu res, a  linea r regression a na lysis 
th a t inclu ded a s a  du m m y coded predictor disclosu re inform a tion a nd th e intera ction 
of disclosu re a nd sh opping to end a  ba d m ood a nd nega tiv e m ood a t tim e 1 produ ced 
a n ov era ll significa nt m odel, F(2,489) =  6.28, R =  .16, p <  .0 1. Th e Sta nda rdiz ed 
regression weigh t for th e intera ction of type of disclosu re a nd sh opping to end a  ba d 
m ood (β =  .15, p <  .0 0 1) wa s significa nt a nd th e sta nda rdiz ed regression weigh t for 
nega tiv e a ffect wa s m a rgina lly significa nt (β =  -.0 7, p <  10 ).  
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Interaction of 
D i s cl os u re and  
S h op p ing  to E nd  
a B ad  M ood

N eg ativ e M ood  
( T im e 1 )

E x p ected  
E x p end itu res

β = .14** (β = .14**)

β = .0 8 * β = -.0 7 *

F i g u r e  10 :  P r e d i c t i n g  E x p e c t e d  E x p e n d i t u r e s

**p <  .0 1,   *p  <  .10

 

VI. SUMMARY  AN D CON CLUSION S 

The analogue experiment that we developed had several positive out-
comes. F irst, it provided reliable measures of the likelihood of consumers to 
make ostensible purchases with simulated credit cards and the expected 
amount of money that they would spend. W e are encouraged that we have 
been able to sample successfully over 50 0  respondents and that they were 
able to complete our online shopping trip and provide us with a rich data set 
to evaluate. O ne advantage of this approach (as compared to laboratory re-
search or mailed surveys) is that it allowed us to collect conveniently a di-
verse sample of respondents from geographic areas that sampled very differ-
ent communities. The demographic data that we collected showed that we 
were indeed able to collect data from a diverse sample of debtors and non-
debtors from N ew Y ork and N ebraska. As a result, we are able to generaliz e 
our results across a heterogeneous population. 

The rational actor model60  makes the testable assumption that consum-
ers will choose not to overspend with credit cards to the extent that they pos-
sess knowledge about the effects of high interest rates, minimum payments, 
and long term loan agreements on the amount of money they pay to satisfy   
 60 . See H A STIE & D A W ES, supra note 28; Block-Lieb & Ja nger supra note 28; 
Korobkin & Ulen, supra note 28; Loewenstein & O’Donogh u e, supra note 26, a t 185-
87; Wiener et a l., supra note 5, a t 459-60 . 
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their credit card loans. O ur data show that debtors and non-debtors possessed 
poor knowledge of these issues (the mean number of test items answered 
correctly was less than the midpoint values on our scale). F urther, the correla-
tion between knowledge scores on our scale and the likelihood that consum-
ers purchased items on our online shopping expedition were very small and 
non-significant, as were the correlations between this same index and ex-
pected expenditures. This challenges the underlying B AP CP A assumption 
that with more information about credit loans, consumers will modify their 
purchasing behavior and resist the pressures to overuse their credit cards to 
buy desired products and services.  

P erhaps our respondents’ level of knowledge about credit card loans did 
not reach the threshold that is req uired to influence purchasing behavior. It 
could be that with more education, debtors and non-debtors would gain 
enough information to modify their behavior. However, we designed our 
enhanced disclosure information to provide maximum information to con-
sumers, more than may be req uired by B AP CP A, yet respondents who re-
viewed our enhanced disclosure charts and summaries showed knowledge 
scores that were not significantly different from those who read the unen-
hanced information. S till, some of our earlier work demonstrated that finan-
cial literacy training can significantly increase knowledge about credit and 
finance.61 D ifferent methods of conveying enhanced disclosure may be more 
successful than our current approach. M ore specifically, it is possible that 
people who actively call their creditors for the type of information we pro-
vided will pay more attention to it than did participants in our study. 
B AP CP A, when fully enacted, will req uire that creditors make this type of 
call-in service available. S till, our results should bring some pause to those 
who firmly believe that enhanced disclosure will automatically curb use of 
credit cards to make desired purchases.  

However, this finding is only useful if our simulated shopping trip re-
sults correlate with actual financial behavior. To this end, we looked at the 
relationship between purchasing behavior on our simulated shopping trip and 
self-reported financial data. W e found that online shoppers were more likely 
to purchase with their cards if they had multiple real credit cards of their own, 
if they had unpaid bills from the previous month, if they failed to follow their 
own planned budgets, or if they borrowed money from multiple sources. 
These results suggest that our simulated credit card task is associated with at 
least some forms of unwise use of money and credit.  

W hile the main analyses found no significant differences between debt-
ors and non-debtors on either likelihood to buy or expected expenditures, they 
did show enhanced disclosure effects. Those consumers with enhanced dis-
closure (as compared to those without) were less likely to buy products and 
showed lower expected expenditures. U nsurprisingly, N ew Y orkers (com-
  
 61. Rich a rd L. Wiener et a l., Debtor Education,  Financial Literacy ,  and Pending  
Bankruptcy  Leg islation, 23 BEHA V . S C I & L. 347 (20 0 5). 
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pared to N ebraskans) were more likely to use their G oldwave cards to pur-
chase products and services. However, whether or not people professed to 
shop to end bad moods moderated the effects of enhanced disclosure in a 
troublesome way. F irst, individuals who claimed to shop to end bad moods 
were more likely to buy and had greater expected expenditures. M ost impor-
tantly, enhanced disclosure failed to limit credit card use among those re-
spondents who claimed that they shopped to end bad moods. F urther, we 
found a boomerang effect of enhanced disclosure in that it augmented the 
differences in purchasing among those who shop to end a bad mood and those 
who do not. S pecifically, those who shopped to end a bad mood displayed 
higher expected expenditures than did those who did not shop to end a bad 
mood, but only in the enhanced disclosure condition.62 That is, the difference 
in the expected expenditure means of the bad mood and non-bad mood shop-
pers were only statistically significant in the enhanced disclosure condition. It 
is worth noting that those people who shop to end bad moods are likely the 
ones who could benefit the most from a form of disclosure that they could use 
to inform their purchasing behavior. In the end, these results may signal a 
missed opportunity in the new regulations.  

W hile it is difficult to explain these effects, we did make some headway. 
W e found that respondents’ positive moods increased from measures taken 
immediately after they read enhanced disclosure information (before shop-
ping) to the end of the shopping trip. F urther, enhanced disclosure produced 
increases in negative affect prior to shopping, but this negative affect de-
creased after shopping. However, to our surprise, the effect of enhanced dis-
closure on expected expenditures among those who shop to end a bad mood 
was not mediated by negative feeling ratings on the P AN AS  so that any mood 
repair effects that occurred did not produce greater use of the G oldwave 
credit card.  

It may be that those individuals who report that they shop to end a bad 
mood did endeavor to decrease negative affect in this study by using their 
G oldwave Card to make purchases. However, because our exercise results in 
the acq uisition of no actual goods or services and no actual bills, the connec-
tion between enhanced disclosure and expected expenditures is direct and 
does not rest on experienced negative mood. M ore specifically, because of 
the simulated nature of the shopping trip, the mere act of rating any or all of 
the items as having a high likelihood-to-buy decreased negative moods below 
the initial pre-shopping rating. As a result, our measure of decreased negative 
affect was not sensitive enough to pick up the effects of enhanced disclosure 
in the sub sample of respondents who shopped to end a bad mood. Therefore, 
the effect of the interaction between type of disclosure and shopping to end a 
bad mood remained significant after controlling for the negative P AN AS -X 
mood effect before shopping.  

  
  62. See supra text a ccom pa nying note 53.  
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W e are left with a moderating effect for enhanced disclosure. It does 
have a moderate siz e impact, decreasing credit card purchasing among indi-
viduals who do not shop to end bad moods. However, for those individuals 
who self-report that they do shop to control their moods, enhanced disclosure 
becomes another reason to buy more. These results support the L oewenstein 
and O ’D onoghue (20 0 6) argument that “delayed demand deterrence” pro-
duces increases in fear and anxiety without commensurate increases in com-
pliance to the intended regulation.63 In other words, making consumers aware 
of the delayed punishment for consuming in harmful ways (i .e., increased 
costs of compounded interest when people make only minimum credit card 
payments) may create fear and anxiety that offset any small gains obtained in 
the wise use of money. In our experiment, those who admittedly shop to end 
bad moods failed to gain much new knowledge from their exposure to en-
hanced disclosure information, but they did experience the affective “pain” 
that comes with that increased knowledge. M ost importantly, these individu-
als wound up using their credit cards as much and spent as much money as 
did those without enhanced disclosure charts.  

VII. CON CLUSION S 

W e started out with a discussion of social analytic j urisprudence sug-
gesting that there is value in addressing identified assumptions made in the 
law and testing them with empirical data.64 This article has done j ust that with 
B AP CP A. B ecause it follows a rational actor model, the law assumes that 
disclosing more information will act as an antidote for consumer’s unwise use 
of credit card loans. W hile we found some evidence to support this assump-
tion in our experiment, we found other results that req uire maj or q ualifica-
tions in defense of the assumption. Increases in credit card loan knowledge 
did not lead to curbed use of credit, and enhanced disclosure did not increase 
loan knowledge. However, enhanced disclosure did increase negative affect, 
and it did not decrease buying for people who shop to end a bad mood. Indi-
viduals who bought more on our simulated shopping trip experienced a de-
crease in their negative affect over the course of the shopping expedition.  

W hile we were unable to pinpoint negative affect due to enhancement as 
the mediator for the negative effects of enhanced disclosure in consumers 
who shop to control their bad moods, those negative effects were nonetheless 
pronounced in our data. O ur results point to the likelihood that the effective-
ness of increased knowledge as an antidote for unwise use of consumer credit 
cards may involve a great deal more than simply enhancing credit card state-
ment disclosures. At the very least, our data suggest that researchers might do 
well to take into consideration psychological factors in examining the effi-
cacy of credit card disclosure rules in regulating the demand side of credit 
  
 63. Loewenstein & O’Donogh u e, supra note 26, a t 189. 
 64. Wiener et a l., supra note 5. 
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card over-expenditures. This is especially true because the information that 
we presented to consumers was more complete than the minimum req uired 
disclosure under B AP CP A and the amendments (not yet in force) to the Truth 
in L ending Act.  

F inally, a conclusion about the role of emotion in moderating and medi-
ating the effects of reforms to credit card disclosure req uirements awaits fur-
ther research from experiments that use different forms of disclosure informa-
tion presented in different formats ( i .e., made available over the telephone as 
req uired in B AP CP A or automatic systems in which consumers enter their 
personaliz ed data after more general hypothetical repayment examples) and 
from field studies that replicate our results. Certainly, it would be unwise to 
draw general inferences from one analogue study without replication in real 
world contexts. The study reported in this article is an experimental analogue 
for people engaged in credit card shopping. The chief difference between our 
methodology and real world shopping is that our participants were in the en-
viable position of not owing any money after completing the experiment, but 
in the unenviable position of not owning any new products or services after 
shopping. 

S till, the current work raises the importance of factors such as experi-
enced emotion as explaining unwise use of credit cards among consumers. 
The data collected from our online shopping trip suggest that unwise credit 
card use is a difficult problem for the bankruptcy system to address and that it 
will req uire an interdisciplinary effort to resolve. In the end, we have only 
begun to examine the effects of experienced emotion on credit use under 
B AP CP A. However, we invite other researchers who are interested in this 
issue to take notice of the results of rational actor model theories, as well as 
research that emphasiz es the role of more psychological factors in the wise 
use of credit.  


