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Abstract

In self-prophecy studies, research shows asking individuals to predict their future
behavior may enhance the likelihood of achieving it. However, very few studies
explored the emotion elicited by self-prediction and the role of individual differences
in the process. The findings of our experiment (n = 269) demonstrate that self-prophecy
increases the intention to purchase less plastic bottled water, moderated by the level of
the behavioral approach system (BAS), and this effect is mediated by anticipated guilt.
Furthermore, significant indices of moderated mediation were only found for BAS
when considering personal norms as a second moderator (compared to descriptive and
injunctive norms). Specifically, individuals with a lower BAS sensitivity, regardless of
the level of personal norms, show an increased intention to purchase less plastic bottled
water, driven by their motivation to avoid future guilt. Theoretical and managerial
implications are then discussed.
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