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1 Joint consumption involves consumers Eating meals, watching movies Liu & Min, 2020
sharing consumption with others.

2 In joint consumption situations, the chosen Ordering wine for the table, choosing ~ Wu, Moore &
option is shared with and consumed a movie to watch with friends, and Fitzsimons, 2019
together by the group. selecting a restaurant for a team

dinner

3 Consumers make choices with the intention A consumer may choose what movie Etkin, 2016
of jointly consuming the choice outcomes to rent, what recipe to cook, or what
with another person. furniture to buy for both herself and

her spouse.
4 Consumers come together with the goal of Leisure activities, such as concerts, Marchand, 2014
consuming a chosen alternative jointly. board games, restaurant visits, travel
and movie watching
5 products to share with others Watching movie together Yang, Chartrand &
Fitzsimons, 2015
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Journal of Personality and Social Psychology, 20(3), 382-385.
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