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reducing the desired behavior (I,2). Other work has |
shown that emphasizing social factors can enccurages
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ébehavior (3). Our study examines whether construal f

as a social or personal good moderates the efficacy | (P/Help)-(P/Free) [-0.52 0.39( [-0.920.49| [-0.89 0.57
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We examined tire pressure. It is both personally 11‘2‘8 (P/Help)-(S/Help) |-0.85 0.38| |-1.47 0.49| |-1.54 0.59
and socially beneficial (allowing multiple construals) > 100 | (S/Free)-(S/Help) |-1.21 0.41| |-1.84 0.53| |-1.91 0.63
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Running the experiment in the field also permits |
‘more general inferences about social incentives (). ~ Our results suggest that crowding out can be avoided if extr|n5|c incentives are conS|stent
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o555 Wlth the dominant intrinsic motivation. The mechanism is unclear - “incentive fit” may
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