
  

 

 

 

 

 

 
 

ALL WELCOME 

Expected Portion Size, Eating Rate, and Caloric Intake: Rethinking the Relationship between 
the Present and Future Self in Food Consumption Decisions 
 

Much of the research examining eating behavior, particularly that involving good tasting but somewhat 
unhealthy foods, refers to a psychological conflict between an impulsive “present” self determined to 
maximize immediate hedonic pleasure, and a more principled “future” self that emphasizes longer-term goals 
related to health and physical appearance.  
This research discusses the results of four laboratory experiments which establish relationships among (1) the 
number of chocolates participants expect to eat, (2) their eating rate, (3) specific eating behaviours (i.e., bites 
per piece, chews per bite, etc.) and (4) caloric intake.  
Specifically, in Studies 1 - 3 smaller than expected quantities led consumers to eat more slowly, which lowered 
the total number of pieces they desired.  The effect of expected portion size on eating rate was mediated by 
the number of chews per piece of chocolate. The more chews per piece, the slower the rate of consumption. 
In Study 4, a larger than expected quantity prompted consumers to eat more quickly, which increased the 
total number of pieces they actually ate.  The effect of expected quantity on caloric intake was mediated by 
the length of the pauses in between pieces. The longer the pauses, the lower the caloric intake. 

Speaker:       Professor Charles S. Areni 

Charles Areni (PhD, Florida, 1991) is a professor of marketing in the University of 
Sydney Business School. His research focuses on (1) time cost, time perception and 
time allocation decisions, (2) retail atmospherics and store design, (3) marketing 
communications and persuasion, (4) gender differences in consumer behaviour, and 
(5) branding strategies and tactics, and has been published in various academic 
journals, including the Journal of Consumer Research, the Journal of Retailing, the 
Journal of the Academy of Marketing Science, the International Journal of Research in 
Marketing, and Cognition and Emotion. He has served on the editorial review boards 
of the Journal of Retailing, the Journal of Business Research, the Journal of Advertising, 

and Psychology & Marketing, and has served as an expert witness in federal trademark and intellectual 
property cases in multiple countries. In addition, he has worked as a consultant for the Commonwealth Bank 
of Australia, Woolworths, the Houston Astros of Major League Baseball, the Australasian Performing Rights 
Association, and Satellite Music Australia, among other clients. 
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When:         26 August 2013, 10 - 11 am 
 
For more information please contact Dr Nitha Palakshappa n.n.palakshappa@massey.ac.nz 
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