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Abstract
The modern marketplace has made consumers’ lives better in
many ways, offering a multitude of affordable conveniences
and luxuries. Why, then, is the prevalence of physical and
mental health deficits higher than any other time in history?
Here, we articulate an evolutionary mismatch perspective—
the idea that the environment we live in has changed
dramatically in a short period of time, but the human body and
mind have not changed. Consumers’ evolved body and mind
are interacting with the modern world as if it was an ancestral
environment that existed thousands of years ago, leading to
many negative outcomes. We discuss three evolutionary mis-
matches that contribute to or compound consumer vulnera-
bility to disease and dissatisfaction with life. We review
emerging research and propose future directions that inform
effective strategies to mitigate illness and enhance wellbeing.
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Introduction
The digital marketplace has made consumers’ lives
better in many ways. Consumers connect to anyone,

anywhere in the world in less than a few seconds, order
food delivered to doorsteps in minutes, telework from
home, and shop online without ever going outside.
Music and television streaming, mobile payment ser-
vices, and social networking are at the fingertips of most
consumers in Western societies. In many ways, con-
sumers are living better than ever before in market-
place history.
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Despite these benefits, consumers are less satisfied with
life. Americans are the unhappiest they have ever been
[1]. Depression, anxiety, and mental health distress
have increased substantially since 2005, when the digital
marketplace began to grow [2]. The increasing deficits
in mental health are particularly evident in young adults.
Depression has increased over 50% in adolescents and
63% in people 18e25 years of age since the move to

digital [3]. Mood disorder, suicidal ideation, and death
by suicide have also increased dramatically since 2005
[4]. Today, suicide is a leading cause of death for people
aged 10e35, second only to unintentional injury [5].
The surge in crises of mental health represents a
paradox of contemporary consumerism: Given the many
conveniences and luxuries accessible to most of the
population of our modern world, why are consumers
more unhappy than they have ever been? We speculate
that the ultimate reason resides within the growing
chasm between the environment the human mind and

body are designed for and the digital world.

Some proximal outcomes exacerbated by the growing
mismatch are documented in literature showing that an
abundance of options (i.e., choice overload) can lead to
negative outcomes such as decision paralysis, regret, and
decreased satisfaction [6,7]. Omnichannel retailing has
proliferated the number of product options consumers can
seamlessly peruse and, thus, may exacerbate the negative
impact of choice on consumer happiness. Consumer
materialism has also increased over the past 20 years,

particularly in young adults [8]. This may reflect social
media’s impact on the signal value of consumer products.
No longer limited to one’s immediate neighborhood, sig-
nals can now reach vast numbers of people around the
world. Given thatmaterialism is linked to low self-esteem
and life satisfaction [9], the recent increase in material-
istic values could account for deficits in well-being for
modern consumers. Although it is important to under-
stand proximal-level variables that erode consumer well-
being, an understanding of the ultimate-level source
responsible for why consumers are facing rising mental

health deficits exposes a multitude of new findings, con-
nections, and blueprints for effective interventions.
Evolutionary mismatch
The precepts of evolutionary mismatch theory are rooted
in adaptation by natural selectiondthe process that
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2 Consumer Psychology
shapes behavior and physiology to optimally survive and
thrive in an environment. The human mind and body are
adapted to survive and thrive in an ancestral environment
that existed for 99% of human history. Because the
ancestral environment of human brain evolution is very
different from our modern environment, an evolutionary
mismatch has emerged [10]. People today interact with the
Digital Ageworld using their Stone Age brains designed to

confront problems specific to an ancient environment.

This ancient environment was characterized by small
group subsistence living, where we were in contact with
only about 50e100 people for our entire lives [11]. We
lived as hunteregathers who foraged for food every day
to stay alive, often experiencing long periods of fasting
[12]. We moved around a lot, often lifting weighted
objects. We lived outdoors, having only primitive means
for shelter and natural resources for food. Disease,
famine, predation, and violent warfare were common

threats with little-to-no safeguards. We depended upon
those in our small social group for food, shelter, child-
care, and protection.

The human brain evolved to solve problems during this
period of human existence 300,000 years agodlong
before the dawn of agriculture 10,000 years ago, and the
industrial revolution a mere 250 years ago, that finally
allowed for the mass civilization to (ever slowly) emerge
[13]. The process of evolution has not had enough time
to change our brains to fit our new worlddmuch less the

digital world.

Consumer challenges created by
evolutionary mismatch and proposed
solutions
Many consumer behaviors are by-products of adapta-
tions that were once beneficial to survival but have since

gone awry in our modern world. We discuss three such
mismatches below and emerging research relevant to
mitigating negative outcomes.

Food
The long-lasting scarcity of nutrients and calories across
evolutionary history has led human beings to evolve an
innate desire and taste for food essential for survival,
namely sugar and fat. While such desire was adaptive for
our ancestors to encourage food foraging in past envi-
ronments, the modern world is populated with caloric
abundance. The result is an adaptive proclivity toward
high caloric food that is maladapted to current envi-
ronments. Many of the diseases that exist today result

from this mismatch, such as heart disease, obesity, and
diabetes [14e16]. Poor diet is also related to an
increased likelihood of mental illness [17].

Consumer stress, higher today than ever before, makes
it more difficult to adhere to a healthy diet [18]. For
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example, crowding and high population density induce
affective thinking, leading to higher caloric intake [19].
Messy living and work spaces inhibit consumers’ ability
to make healthy food choices [20,21]. Adult consumers
who grew up in poor socioeconomic conditions and
children in unpredictable, low-income environments eat
more even in the absence of hunger [22,23].

Solutions to remedy unhealthy eating are often chal-
lenging to execute because adaptations are deeply hard-
wired into the cognitive architecture of the human
mind. Consumers are wired to eat when food is available.
Nevertheless, workarounds are possible. Emerging
research suggests that social factors, particularly in the
digital age, can motivate healthy food choice [24].
Consumers often follow the eating patterns of their
romantic partners [25]. Consumers make healthier food
choices when motivated to signal status because acts of
self-control are associated with high status [26]. Sub-

sequently, reflecting on one’s sense of power or control
also increases healthy food choices [27]. Rituals such as
prayer and mindfulness exercises enacted before food
intake facilitate subjective feelings of self-discipline and
reduce calorie consumption [29].

Food packaging claims can also encourage healthy food
choices [30]. Graphic (versus text) warning labels are
more effective in reducing sugary-drink consumption
[31]. Highlighting the tastiness of healthy food en-
courages healthy food choice and satisfaction [32,33].

Living space
Human beings evolved to live outdoors, with fresh air,

natural light, plant life, and variation in temperature.
Today, consumers spend more than 90% of their time
inside [34]. Living indoors, with exposures to synthetic
chemicals and limitations on natural light and vegeta-
tion, has made consumers more prone to obesity,
infection, allergies, and mental illness [34,35]. This
mismatch between the environment the body is
designed to live in and modern housing environments,
not only makes consumers sick, but it also negatively
affects wellbeing and consumer choices [10]. For
example, when ambient lighting is dim (vs. bright),

consumers’ mental alertness is decreased and they are
more likely to choose unhealthy food [36].

Innovations in modern housing are working to address
these issues of mismatch, particularly those related to
overcrowding and air quality [37]. Immediate solutions
to encourage better consumer choices involve re-
matching features within consumer environments to
ancestral environments. Natural environments have
many cognitive and affective benefits for human beings.
For example, office plants help employees recover from

visual and mental fatigue [38,39]. Foliage plants at
working spaces also enhance workplace satisfaction,
www.sciencedirect.com
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Figure 1
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The effect of serendipity on consumer enjoyment as a function of product
valance (through works of art; [28], Study 2). Removing choice enhances
consumer enjoyment for positive, but not negative, consumer
experiences.
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concentration, and productivity [40]. It is also found
that plants increase people’s creativity [41]. Indoor
plants can bring a positive mood [42], as well as feelings
of peace and relaxation [43]. Individuals exposed to
natural landscapes are more autonomous and generous
[44], and put more value on the future versus instant
reward [45].

Adding plant images to logos, stores, and business dis-
tricts enhances consumer attraction and preferences,
and perceived service quality [46,47]. Emerging
research suggests that staging online real estate with
more images containing plants can increase consumers’
valuations of the property [48]. Featuring plants in
marketing appeals also leads to better persuasion out-
comes because plant images increase consumers’ per-
ceptions of warmth and trust [49].

Social world
The human mind is designed for social living. Because
the quality of our social relationships was critical to
survival across human history, most of the emotions we

experience are social emotions designed to help us
cultivate personal relationships. The social world our
brains are designed to respond to is a small one,
comprised mostly of extended family [50].

One factor contributing to the recent rise in social
anxiety, and crises of mental health more generally, is
the disparity between the mass number of individuals in
our social world today versus the social world our brain is
designed to thrive in. Ancestrally, having trusted family
and friends was vital to survival because war, disease,

predators, and famine were around every corner. Alli-
ances with others in our group helped us overcome these
challenges. Thus, the brain is designed to make us feel
unhappy about disappointing people because we used to
need these people to secure food, shelter, protection,
and mates. Humans are cooperative people pleasers by
design. This is especially true for women. Pregnancy,
nursing, and childrearingda biological “given” ances-
trallydmeant women required even more assistance to
keep themselves alive so that children survived [51].

Today, our brains lead us to behave as if the quality of our
friendships with other people means the difference be-
tween life and death because, for many millennia, it did.
Only today, it is impossible to cultivate and tend re-
lationshipswith all the peopleweencounter. Socialmedia,
television, offices, schools, restaurants, and grocery stores
are just some of the venues we see other people every day.
At some level, our brain continues to classify all these
people as close others we must impress [52e55]. The
result is an increased prevalence of social anxiety because
our brains are calibrated to the costs associated with social

rejection in ancestral environments [56].
www.sciencedirect.com
Exposure to the multitude of opportunities for perceived
social rejection, especially within the digital market-
place, has negatively impacted consumer wellbeing.
Research finds that perceptions of others in our social
world guide most consumer choices (e.g., food, clothing,
music, health care, medicines, exercise, vacations)
[57,58]. Social hormones increase consumer attraction to
products, particularly those that increase one’s social

standing (e.g., conspicuous luxury goods) [59e61]. The
impact of others on consumption is magnified when
consumers feel socially rejected or lower in social status
compared to others [62]. For example, social rejection
leads consumers to spend more money on expensive
luxury goods, products that symbolize group member-
ship, and items perceived to be favored by others
[63,64]. Increased consumption to compensate for social
threats is found to be bidirectional, whereby increased
materialism under social threat increases loneliness in
consumers, as well as personal debt [65], both of which

contribute to mental illness.

Emerging research offers hints at potential workarounds
to the negative impact of social relationships on
spending. When consumers focus on the intrinsic plea-
sure their purchases provide, instead of the external
value of their possessions, increased loneliness is atten-
uated [66]. Focusing on the reality that very few others
observe our choices also increases consumers’ willingness
to engage in consumption that benefits the self [67].
The absence of choice and the presence of serendipity

improves consumer outcomes. More than just a surprise,
serendipity is created through encounters or experiences
Current Opinion in Psychology 2022, 46:101347
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that are positive, unexpected, and attributed to chance
[28]. Removing attribution and deliberation over options
leads to greater product enjoyment through the feeling
of serendipity (unless the experience has a negative
valence; that is, disgust [28]. See Figure 1. Serendipity
does not allow for contemplation of the social value of a
purchase and, in turn, boosts consumer wellbeing.
Conclusion
The human mind is designed for an ancestral environ-
ment that no longer exists, making modern consumers
sad and sick. Evolutionary mismatch theory offers a
framework to generate predictions about workarounds

that can enhance consumer wellbeing. This includes
creating contexts today that re-match aspects of ances-
tral living and reframe the costs and benefits of con-
sumer choices that are suboptimal in the modern
marketplace [28,68].
Author contribution
Kristina Durante: Conceptualization, Writing-Original
draft Yuqian Chang: Conceptualization, Writing-
Reviewing and Editing, Investigation.
Conflict of interest statement
Nothing declared.

References
Papers of particular interest, published within the period of review,
have been highlighted as:

* of special interest
* * of outstanding interest

1. Putka S: Why are Americans getting unhappier, discover. 2021.
https://www.discovermagazine.com/mind/why-are-americans-
getting-unhappier.

2. Weinberger AH, Gbedemah M, Martinez AM, Nash D, Galea S,
Goodwin RD: Trends in depression prevalence in the USA
from 2005 to 2015: widening disparities in vulnerable groups.
Psychol Med 2018, 48:1308–1315.

3. American Psychological Association: Mental health issues
increased significantly in young adults over last decade. Sci
Daily 2019. March 15, https://www.sciencedaily.com/releases/
2019/03/190315110908.htm; 2019.

4. Twenge JM, Cooper AB, Joiner TE, Duffy ME, Binau SG: Age,
period, and cohort trends in mood disorder indicators and
suicide-related outcomes in a nationally representative
dataset, 2005-2017. J Abnorm Psychol 2019, 128:185–199.

5. Centers for Disease Control and Prevention: Top ten leading
causes of death in the U.S. For ages 1-44 from 1981-2020. Na-
tional Center for Injury Prevention and Control; 2022. https://www.
cdc.gov/injury/wisqars/animated-leading-causes.html. Accessed
8 February 2022.

6. Iyengar SS, Lepper MR: When choice is demotivating: can one
desire too much of a good thing? J Pers Soc Psychol 2000, 79:
995–1006.

7. Schwartz B: The paradox of choice: why more is less. New York:
Harper Collins; 2003.

8. Masood A, Musarrat R, Mazahir S: Increased materialistic
trends among youth. J Educ Health Commun Psychol 2017,
5:56.
Current Opinion in Psychology 2022, 46:101347
9. Marsha LR, Scott D: A consumer values orientation for mate-
rialism and its measurement: scale development and valida-
tion. J Consum Res 1992, 19:303–316.

10. Li NP, van Vugt M, Colarelli SM: The evolutionary mismatch
hypothesis: implications for psychological science. Curr Dir
Psychol Sci 2018, 27:38–44.

11. Dunbar RIM: Coevolution of neocortical size, group size and
language in humans. Behav Brain Sci 1993, 16:681–735.

12. Rozin P: Towards a psychology of food and eating: from
motivation to module to model to marker, morality, meaning,
and metaphor. Curr Dir Psychol Sci 1996, 5:18–24.

13. Schlebusch CM, Malmström H, Günther T, Sjödin P, Coutinho A,
Edlund H, Munters AR, Vicente M, Steyn M, Soodyall H,
Lombard M, Jakobsson M: Southern African ancient genomes
estimate modern human divergence to 350,000 to 260,000
years ago. Science 2017, 358:652–655.

14. Hu FB, Manson JAE, Willett WC: Types of dietary fat and risk of
coronary heart disease: a critical review. J Am Coll Nutr 2001,
20:5–19.

15. Meyer KA, Kushi LH, Jr DRJ, Slavin J, Sellers TA, Folsom AR:
Carbohydrates, dietary fiber, and incident type 2 diabetes in
older women. Am J Clin Nutr 2000, 71:921–930.

16. Srinivasan K, Viswanad B, Asrat L, Kaul CL, Ramarao P: Com-
bination of high-fat diet-fed and low-dose streptozotocin-
treated rat: a model for type 2 diabetes and pharmacological
screening. Pharmacol Res 2005, 52:313–320.

17
*
. Marx W, Lane M, Hockey M, Aslam H, Berk M, Walder K,

Borsini A, Firth J, Pariante CM, Berding K, Cryan JF, Clarke G,
Craig JM, Su KP, Mischoulon D, Gomez-Pinilla F, Foster JA,
Cani PD, Thuret S, Staudacher HM, Sánchez-Villegas A,
Arshad H, Akbaraly T, O’Neil A, Segasby T, Jacka FN: Diet and
depression: exploring the biological mechanisms of action.
Mol Psychiatr 2021, 26:134–150.

This paper provides a comprehensive review of the pathways that
modulate how our modern diet of processed foods negatively affects
mental health.

18. Vanbergen N, Laran J: Loss of control and self-regulation: the
role of childhood lessons. J Consum Res 2016, 43:534–548.

19
* *
. Hock SJ, Bagchi R: The impact of crowding on calorie con-

sumption. J Consum Res 2018, 44:1123–1140.
Six studies show that crowding increases calorie intake. This is
because crowdedness makes people distracted and decreases
cognitive thinking.

20
* *
. Chae B, Zhu R: Environmental disorder leads to self-

regulatory failure. J Consum Res 2014, 40:1203–1218.
With four behavioral experiments, this paper shows that environmental
disorder (vs. order) increases individuals’ perceived lack of control,
which leads to regulatory failure in subsequent tasks. For example,
disordered environments lead to unhealthy eating and impulse
spending. Self-affirmation mitigates this effect.

21. Vohs KD, Redden JP, Rahinel R: Physical order produces
healthy choices, generosity, and conventionality, whereas
disorder produces creativity. Psychol Sci 2013, 24:1860–1867.

22. Proffitt-Leyva RP, Hill SE: Unpredictability, body awareness,
and eating in the absence of hunger: a cognitive schemas
approach. Health Psychol 2018, 37:691–699.

23
* *
. Proffitt-Leyva RP, Mengelkoch S, Gassen J, Ellis BJ, Russell EM,

Hill SE: Low socioeconomic status and eating in the absence
of hunger in children aged 3–14. Appetite 2020, 154.

Consistent with prior work shown in adults, this paper demonstrates
that children growing up in less predictable, less safe environments
consume higher amounts of food regardless of current energy needs.
This indicates that children in unpredicatiable, chaotic environments
eat more even when they are not hungry, leading to weight gain.

24
*
. Hamilton R, Ferraro R, Haws KL, Mukhopadhyay A: Traveling

with companions: the social customer journey. J Market 2021,
85:68–92.

This paper formulates the concept of the “social customer journey” and
explicates when and how social relationships influence the ””” ’con-
sumer’s path to purchase.
www.sciencedirect.com

https://www.discovermagazine.com/mind/why-are-americans-getting-unhappier
https://www.discovermagazine.com/mind/why-are-americans-getting-unhappier
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref2
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref2
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref2
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref2
https://www.sciencedaily.com/releases/2019/03/190315110908.htm
https://www.sciencedaily.com/releases/2019/03/190315110908.htm
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref4
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref4
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref4
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref4
https://www.cdc.gov/injury/wisqars/animated-leading-causes.html
https://www.cdc.gov/injury/wisqars/animated-leading-causes.html
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref6
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref6
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref6
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref7
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref7
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref8
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref8
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref8
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref9
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref9
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref9
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref10
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref10
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref10
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref11
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref11
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref12
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref12
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref12
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref13
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref13
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref13
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref13
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref13
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref14
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref14
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref14
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref15
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref15
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref15
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref16
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref16
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref16
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref16
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref17
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref18
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref18
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref19
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref19
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref20
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref20
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref21
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref21
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref21
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref22
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref22
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref22
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref23
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref23
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref23
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref24
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref24
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref24
www.sciencedirect.com/science/journal/2352250X


Evolutionary mismatch and consumption Chang and Durante 5
25. Hasford J, Kidwell B, Lopez-Kidwell V:Happywife, happy life: food
choices in romantic relationships. J Consum Res 2017:1–19.

26. Jones AC, Durante KM, Labroo A: Conspicuous self-control:
when status motives lead consumers to virtue signal. 2022.

27. Wang CX, Minton EA, Zhang J: Sense of power: policy insights
for encouraging consumers’ healthy food choice. J Publ Pol
Market 2020, 39:188–204.

28
* *
. Kim A, Affonso FM, Laran J, Durante KM: Serendipity: chance

encounters in the marketplace enhance consumer satisfac-
tion. J Market 2021, 85:141–157.

A series of studies show that serendipity enhances consumer enjoy-
ment. Serendipity is shown to occur when a marketplace encounter is
positive, unexpected, and attributed to some degree of chance. This
paper demonstrates various ways marketers can create serendpity in
product experiences and that choice does not always lead to better
outcomes.

29
*
. Tian AD, Schroeder J, Häubl G, Risen JL, Norton MI, Gino F:

Enacting rituals to improve self-control. J Pers Soc Psychol
2018, 114:851–876.

Six experiments show that enacting rituals, such as prayer and mind-
fulness practices, can enhance feelings of self-discipline and self-
control, leading to healthier food choices and pro-social decision
making.

30. André Q, Chandon P, Haws K: Healthy through presence or
absence, nature or science?: a framework for understanding
front-of-package food claims. J Publ Pol Market 2019, 38:
172–191.

31. Donnelly GE, Zatz LY, Svirsky D, John LK: The effect of graphic
warnings on sugary-drink purchasing. Psychol Sci 2018, 29:
1321–1333.

32. Raghunathan R, Naylor RW, Hoyer WD: The unhealthy [ Tasty
intuition and its effects on taste inferences, enjoyment, and
choice of food products. J Market 2006, 70:170–184.

33. Finkelstein SR, Fishbach A: When healthy food makes you
hungry. J Consum Res 2010, 37:357–367.

34. Velux: Modern indoor living can be bad for your health: new
YouGov survey for VELUX sheds light on risks of the “Indoor
Generation. 2018. https://www.prnewswire.com/news-releases/
modern-indoor-living-can-be-bad-for-your-health-new-yougov-
survey-for-velux-sheds-light-on-risks-of-the-indoor-generation-
300648499.html. Accessed 4 March 2021.

35. Campbell M:Why do we have allergies?. OPB; 2018. https://www.
opb.org/news/article/why-allergies-summer-pollen-video/.

36
*
. Biswas D, Szocs C, Chacko R, Wansink B: Shining light on

atmospherics: how ambient light influences food choices.
J Market Res 2017, 54:111–123.

A field study and a series of lab studies show that consumers choose
less healthy food options when ambient light luminance is low (vs.
high). This is because dim lighting reduces individuals’ alertness.

37. World Health Organization: Housing and health guidelines. 2018.
http://apps.who.int/iris/bitstream/handle/10665/276001/
9789241550376-eng.pdf.

38. Kondo M, Toriyama T: Experimental research on the effec-
tiveness of using green in reducing of visual fatigue caused
by VDT operation. J Jpn Inst Landsc Architect 1988, 52:139–144.

39. Shibata S, Suzuki N: Effects of indoor foliage plants on sub-
jects’ recovery from mental fatigue. N Am J Psychol 2001, 3:
385–396.

40. Nieuwenhuis M, Knight C, Postmes T, Haslam SA: The relative
benefits of green versus lean office space: three field ex-
periments. J Exp Psychol Appl 2014, 20:199–214.

41. Studente S, Seppala N, Sadowska N: Facilitating creative
thinking in the classroom: investigating the effects of plants
and the colour green on visual and verbal creativity. Think
Skills Creativ 2016, 19:1–8.

42. Larsen L, Adams J, Deal B, Kweon BS, Tyler E: Plants in the
workplace: the effects of plant density on productivity. Atti-
tude Percept Environ Behav 1998, 30:261–281.
www.sciencedirect.com
43. Milligan C, Gatrell A, Bingley A: “Cultivating health”: thera-
peutic landscapes and older people in northern England. Soc
Sci Med 2004, 58:1781–1793.

44. Weinstein N, Przybylski AK, Ryan RM: Can nature make us more
caring? Effects of immersion in nature on intrinsic aspirations and
generosity. 2009.

45
* *
. van der Wal AJ, Schade HM, Krabbendam L, van Vugt M: Do

natural landscapes reduce future discounting in humans?
Proc Biol Sci 2013, 280.

Three studies show that exposure to natural rather than urban land-
scape scenes reduces people’s tendency to engage in future
discounting. This is because individuals place greater value on the
future after exposure to natural scenes.

46. Wolf KL: Public response to the urban forest in inner-city
business districts. J Arboric 2003, 29:117–126. https://www.
researchgate.net/publication/279571942. Accessed 25 April
2021.

47. Brengman M, Willems K, Joye Y: The impact of in-store
greenery on customers. Psychol Market 2012, 29:807–821.

48. Tifferet S, Vilnai-Yavetz I: Phytophilia and service atmo-
spherics: the effect of indoor plants on consumers. Environ
Behav 2017, 49:814–844.

49. Chang Y, Ye N, Fong N, Morrin M (Mimi), Huang R: “Phytophilia
premium”: assessing the effect of plant images on home buying
behavior. 2022.

50. Chang Y, Durante K, Kim H: The effect of plants in marketing
communications. 2022.

51. Dunbar RIM: The anatomy of friendship. Trends Cognit Sci
2018, 22:32–51.

52. Dufour DL, Sauther ML: Comparative and evolutionary di-
mensions of the energetics of human pregnancy and lacta-
tion. Am J Hum Biol 2002, 14:584–602.

53. Barkow JH: Darwin, sex, and status: biological approaches to
mind and culture. Toronto, ON: University of Toronto Press; 1989.

54. Barkow JH: Beneath new culture is old psychology: gossip
and social stratification. In The adapted mind: evolutionary
psychology and the generation of culture. Edited by Barkow JH,
Tooby J, Cosmides L, Oxford, UK: Oxford University Press; 1992:
627–637.

55. De Backer CJS, Nelissen M, Vyncke P, Braeckman J,
McAndrew FT: Celebrities: from teachers to friends. Hum Nat
2007, 18:334–354.

56. Kanazawa S: Bowling with our imaginary friends. Evol Hum
Behav 2002, 23:167–171.

57. Maner JK, Kenrick DT: When adaptations go awry: functional
and dysfunctional aspects of social anxiety. Social Iss Pol Rev
2010, 4:111–142.

58. Bellezza S, Francesca G, Anat K: The red sneakers effect:
inferring status and competence from signals of nonconfor-
mity. J Consum Res 2017, 41:35–54.

59. McFerran B, Dahl DW, Fitzsimons GJ, Morales AC: I’ll have
what she’s having: effects of social influence and body type
on the food choices of others. J Consum Res 2010, 36:
915–926.

60. Durante KM, Griskevicius V, Hill SE, Perilloux C, Li NP: Ovula-
tion, female competition, and product choice: hormonal in-
fluences on consumer behavior. J Consum Res 2011, 37:
921–934.

61. Durante KM, Griskevicius V, Cantú SM, Simpson JA: Money,
status, and the ovulatory cycle. J Market Res 2014, 51:27–39.

62. Nave G, Nadler A, Zava D, Camerer C: Single-Dose testos-
terone administration impairs cognitive reflection in men.
Psychol Sci 2017, 28:1398–1407.

63. Mandel N, Rucker DD, Levav J, Galinsky AD: The compensatory
consumer behavior model: how self-discrepancies drive
consumer behavior. J Consum Psychol 2017, 27:133–146.
Current Opinion in Psychology 2022, 46:101347

http://refhub.elsevier.com/S2352-250X(22)00066-5/sref25
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref25
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref26
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref26
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref27
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref27
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref27
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref28
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref28
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref28
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref29
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref29
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref29
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref30
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref30
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref30
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref30
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref31
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref31
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref31
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref32
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref32
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref32
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref33
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref33
https://www.prnewswire.com/news-releases/modern-indoor-living-can-be-bad-for-your-health-new-yougov-survey-for-velux-sheds-light-on-risks-of-the-indoor-generation-300648499.html
https://www.prnewswire.com/news-releases/modern-indoor-living-can-be-bad-for-your-health-new-yougov-survey-for-velux-sheds-light-on-risks-of-the-indoor-generation-300648499.html
https://www.prnewswire.com/news-releases/modern-indoor-living-can-be-bad-for-your-health-new-yougov-survey-for-velux-sheds-light-on-risks-of-the-indoor-generation-300648499.html
https://www.prnewswire.com/news-releases/modern-indoor-living-can-be-bad-for-your-health-new-yougov-survey-for-velux-sheds-light-on-risks-of-the-indoor-generation-300648499.html
https://www.opb.org/news/article/why-allergies-summer-pollen-video/
https://www.opb.org/news/article/why-allergies-summer-pollen-video/
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref36
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref36
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref36
http://apps.who.int/iris/bitstream/handle/10665/276001/9789241550376-eng.pdf
http://apps.who.int/iris/bitstream/handle/10665/276001/9789241550376-eng.pdf
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref38
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref38
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref38
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref39
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref39
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref39
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref40
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref40
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref40
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref41
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref41
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref41
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref41
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref42
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref42
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref42
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref43
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref43
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref43
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref44
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref44
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref44
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref45
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref45
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref45
https://www.researchgate.net/publication/279571942
https://www.researchgate.net/publication/279571942
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref47
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref47
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref48
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref48
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref48
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref49
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref49
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref49
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref50
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref50
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref51
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref51
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref52
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref52
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref52
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref53
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref53
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref54
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref54
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref54
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref54
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref54
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref55
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref55
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref55
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref56
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref56
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref57
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref57
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref57
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref58
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref58
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref58
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref59
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref59
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref59
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref59
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref60
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref60
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref60
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref60
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref61
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref61
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref62
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref62
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref62
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref63
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref63
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref63
www.sciencedirect.com/science/journal/2352250X


6 Consumer Psychology
64. Lee J, Shrum LJ: Conspicuous consumption versus charitable
behavior in response to social exclusion: a differential needs
explanation. J Consum Res 2012, 39:530–544.

65. Mead NL, Maner JK: On keeping your enemies close: powerful
leaders seek proximity to ingroup power threats. J Pers Soc
Psychol 2012, 102:576–591.

66. Pieters R: Bidirectional dynamics of materialism and loneli-
ness: not just a vicious cycle. J Consum Res 2013, 40:615–631.
Current Opinion in Psychology 2022, 46:101347
67. Ratner RK, Hamilton RW: Inhibited from bowling alone.
J Consum Res 2015, 42:266–283.

68
* *
. Ross GR, Meloy MG, Bolton LE: Disorder and downsizing.

J Consum Res 2021, 47:959–977.
Nine studies show that disordered setup reduces within-category
comparison and encourages consumers to engage in downsizing.
This effect is moderated by consumers’ comparison tendencies, waste
aversion, and decision strategy (selection vs. rejection).
www.sciencedirect.com

http://refhub.elsevier.com/S2352-250X(22)00066-5/sref64
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref64
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref64
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref65
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref65
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref65
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref66
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref66
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref67
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref67
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref68
http://refhub.elsevier.com/S2352-250X(22)00066-5/sref68
www.sciencedirect.com/science/journal/2352250X

	Why consumers have everything but happiness: An evolutionary mismatch perspective
	Introduction
	Evolutionary mismatch
	Consumer challenges created by evolutionary mismatch and proposed solutions
	Food
	Living space
	Social world

	Conclusion
	Author contribution
	Conflict of interest statement
	References


