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Abstract

This research investigates how secret consumption influences consumers’ enjoyment of consumption
activities and documents a polarizing effect of secrecy on consumption enjoyment. When a consumption
activity is expected to elicit positive social responses, keeping it as a secret (vs. not) increases consumption
enjoyment. In contrast, when a consumption activity is expected to elicit negative social responses, keeping
it as a secret (vs. not) decreases enjoyment. This research further reveals that the effects of secrecy on
consumption enjoyment are jointly mediated by the secret keeper’s anticipation of outcomes of secret
revelation, i.e., savoring (dread) of positive (negative) social responses, and cognitive burden resulting
from the process of secret keeping. This research also identifies social distance as a moderator such that
the effects of secrecy on consumption enjoyment are stronger when the secret is kept from someone socially

close (vs. not close).
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