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ON THE FLEXIBILITY OF SELF-REPAIR: INTERDEPENDENCE FACILITATES FLUID

COMPENSATORY CONSUMPTION
(Qin Wang, Monika Lisjak, & Naomi Mandel (Arizona State University))

Abstract: Prior research has shown that when consumers experience a threat to the self, they
may seek products or activities to affirm the self in important domains that are either related
(within-domain compensation) or unrelated (fluid compensation) to the threat (for a review, see
Mandel et al., 2017). While this prior research has shown that people often cope with self-threat
by engaging in within-domain compensation, the evidence for fluid compensation is relatively
scant. The current research addresses this gap by examining the conditions under which
consumers use fluid compensation to offset a self-threat, and the underlying mechanism.
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Specifically, we develop a conceptual model of how interdependence changes how individuals
respond to self-discrepancy, and show that when experiencing a self-discrepancy (vs. control) in
a particular domain, people high in interdependence are more likely to engage in fluid
compensation, relative to those low in interdependence. This happens because when faced with
a self-discrepancy, a high level of interdependence increases the salience of associations
between the self and other important domains, thereby facilitating fluid compensation. Across
six experiments, we provide evidence for the role of interdependence in fluid compensation and
the underlying mechanism. Finally, we discuss the contributions to the broader literature on
compensatory consumption and the implications for consumers’ well-being.
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