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Short Abstracts 

Voluntary simplicity refers to a minimalistic lifestyle of conscious, ecological and ethical consumption. This 

research theorizes that the two forms of VS appeals are systematically associated with distinct temporal landmarks. 

In particular, we demonstrate that priming temporal landmarks as the start of a time period make it more likely that 

consumers will engage in biospheric voluntary simplicity (BVS), whereas priming temporal landmarks as the end 

of a time period makes egoistic voluntary simplicity (EVS) more appealing to consumers. Notably, the matching 

effects are driven by distinct mechanisms, such that the effect of a match between a start temporal landmark and 

BVS appeals are driven by self-transcendence, whereas the effect of a match between an end temporal landmark and 

EVS appeals are motivated by self-enhancement. Beyond their substantive theoretical significance, our findings 

provide marketing campaigns with tools to enact strategies that support voluntary simplicity. 

 
HYPOTHESES 

H1: Consumers will be more likely to engage in BVS 

when a temporal landmark is framed as the start of a 

time period. 

H2: Consumers will be more likely to participate in 

EVS when a temporal landmark is framed as the end of 

a time period. 

H3: Self-transcendence will mediate the effect of a 

match between a start landmark and biospheric 

voluntary simplicity on participation propensity. 

H4: Self-enhancement will mediate the effect of a 

match between an end temporal landmark and egoistic 

voluntary simplicity on participation propensity. 

 
FINDINGS OF STUDY 1 

Study 1 employed a 2 (temporal landmark: start vs. end) 

× 2 (persuasive appeal: BVS vs. EVS) between-

subjects design. After consenting to participate in the 

study, participants were randomly assigned to one of 

four cells mentioned above. The results of Study 1 

support our theorizing that temporal landmarks interact 

with appeal types to impact the likelihood of 

simplifying consumption, such that a biospheric appeal 

is more persuasive for consumers primed with a 

temporal landmark signaling the beginning of a time 

period, while an egoistic appeal is more appealing for 

consumers primed with a temporal landmark 

designating the ending of a time period, in support of 

H1 and H2. 

 
FINDINGS OF STUDY 2 

Study 2 aimed to uncover the mechanisms that drive 

the proposed effects. A 2 (temporal landmark: start vs. 

end) × 2 (persuasive appeal: BVS vs. EVS) between-

subjects design was employed. As predicted, a match 

between a start temporal landmark and biospheric 

motivation influences the propensity to participate in 

VS via self-transcendence augmentation, whereas a 

match between an end temporal landmark and egoistic 

motivation results in a greater tendency to adopt VS via 

self-enhancement augmentation. These findings are 

important because they provide insights into two new 

mediators, self-transcendence and self-enhancement, 

that have not been tested in the match-driven 

persuasion literature. 


