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DES I G N  G U I DE  

 
This PowerPoint 2007 template produces a 70cmx100cm presentation 
poster. You can use it to create your research poster and save valuable 
time placing titles, subtitles, text, and graphics.  
 
We provide a series of online tutorials that will guide you through the 
poster design process and answer your poster production questions. To 
view our template tutorials, go online to PosterPresentations.com 
and click on HELP DESK. 
 
When you are ready to print your poster, go online to 
PosterPresentations.com 
 
Need assistance? Call us at 1.510.649.3001 
 

 

QU ICK  START 
 

Zoom in and out 
 As you work on your poster zoom in and out to the level that is 
more comfortable to you. Go to VIEW > ZOOM. 

 
Title, Authors, and Affiliations 

Start designing your poster by adding the title, the names of the authors, and the 
affiliated institutions. You can type or paste text into the provided boxes. The 
template will automatically adjust the size of your text to fit the title box. You 
can manually override this feature and change the size of your text.  
 
TIP: The font size of your title should be bigger than your name(s) and institution 
name(s). 
 
 

 
 

Adding Logos / Seals 
Most often, logos are added on each side of the title. You can insert a logo by 
dragging and dropping it from your desktop, copy and paste or by going to INSERT 
> PICTURES. Logos taken from web sites are likely to be low quality when printed. 
Zoom it at 100% to see what the logo will look like on the final poster and make 
any necessary adjustments.   
 
TIP:  See if your school’s logo is available on our free poster templates page. 
 

Photographs / Graphics 
You can add images by dragging and dropping from your desktop, copy and paste, 
or by going to INSERT > PICTURES. Resize images proportionally by holding down 
the SHIFT key and dragging one of the corner handles. For a professional-looking 
poster, do not distort your images by enlarging them disproportionally. 
 

 
 
 
 
 
 
 

Image Quality Check 
Zoom in and look at your images at 100% magnification. If they look good they will 
print well.  
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QU ICK  START ( con t . )  
 

How to change the template color theme 
You can easily change the color theme of your poster by going to the DESIGN 
menu, click on COLORS, and choose the color theme of your choice. You can also 
create your own color theme. 
 
 
 
 
 
 
 
 
 
You can also manually change the color of your background by going to VIEW > 
SLIDE MASTER.  After you finish working on the master be sure to go to VIEW > 
NORMAL to continue working on your poster. 
 

How to add Text 
The template comes with a number of pre-formatted 
placeholders for headers and text blocks. You can add 
more blocks by copying and pasting the existing ones or 
by adding a text box from the HOME menu.  

 

 Text size 
Adjust the size of your text based on how much content you have to present.  
The default template text offers a good starting point. Follow the conference 
requirements. 

 

How to add Tables 
To add a table from scratch go to the INSERT menu and  
click on TABLE. A drop-down box will help you select rows and 
columns.  

You can also copy and a paste a table from Word or another PowerPoint document. 
A pasted table may need to be re-formatted by RIGHT-CLICK > FORMAT SHAPE, 
TEXT BOX, Margins. 
 

Graphs / Charts 
You can simply copy and paste charts and graphs from Excel or Word. Some 
reformatting may be required depending on how the original document has been 
created. 
 

How to change the column configuration 
RIGHT-CLICK on the poster background and select LAYOUT to see the column 
options available for this template. The poster columns can also be customized on 
the Master. VIEW > MASTER. 

 
How to remove the info bars 

If you are working in PowerPoint for Windows and have finished your poster, save 
as PDF and the bars will not be included. You can also delete them by going to 
VIEW > MASTER. On the Mac adjust the Page-Setup to match the Page-Setup in 
PowerPoint before you create a PDF. You can also delete them from the Slide 
Master. 
 

Save your work 
Save your template as a PowerPoint document. For printing, save as PowerPoint or 
“Print-quality” PDF. 
 

Print your poster 
When you are ready to have your poster printed go online to 
PosterPresentations.com and click on the “Order Your Poster” button. Choose the 
poster type the best suits your needs and submit your order. If you submit a 
PowerPoint document you will be receiving a PDF proof for your approval prior to 
printing. If your order is placed and paid for before noon, Pacific, Monday through 
Friday, your order will ship out that same day. Next day, Second day, Third day, 
and Free Ground services are offered. Go to PosterPresentations.com for more 
information. 
 

Student discounts are available on our Facebook page. 
Go to PosterPresentations.com and click on the FB icon.  
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We tested different methods to deter deception in insurance claiming via three 
online experiments (n1 = 340,  n2 = 660 and n3 = 480), increasing the ecological 
validity of each subsequent experiment. We also assessed how individual 
differences in susceptibility to persuasion and the dark triad traits 
(Machiavellianism, psychopathy, and narcissism) were implicated in insurance 
claiming. Our aims were to 1) create usable deterrence methods that insurance 
companies can implement online, and 2) shed light on the individual 
psychological differences in online insurance claim fibbing.  

RESEARCH	  QUESTIONS	  and	  AIMS	  

DESIGN	  and	  RESULTS	  

CONCLUSIONS	  

Experiment 2 Results 
-  The IP address monitoring warning no longer worked to reduce claim 

amounts or fibbing 
-  Being angry when breaking an item deterred participants from claiming and 

decreased their average claim amounts (from $1330 to $1200) if they decided 
to claim – being drunk had no effect 

Experiment 3 (N = 480) 
-  Added different claim form templates: “Corporate” vs. “Family business” 
-  2 (Angry/Control) x 2 (Corporate/Family business) experimental design 

 

Experiment 3 Results 
-  At the level of the whole sample, participants claimed and fibbed slightly less 

in the “Family business” form, but the effect was clearly driven by the 
"Angry" –condition: If participants decided to claim when they 
“shouldn’t” (item broken while angry), then the “Family business” form 
deterred fibbing and reduced claim amounts (see below, error bars are 1 SE) 

Individual difference results from all experiments 
-  Machiavellian individuals, but not psychopaths or narcissists, fib more and 

claim in higher amounts (experiments 1, 2 and 3) 
-  Psychopaths subscribe to fewer (experiments 1, 2 and 3), narcissists to more 

(experiment 2) insurance policies 
-  People prone to social influence claim in higher amounts (experiment 2) 

 

-  The surveillance effect does not seem to work in our setting – particularly the 
famous yet controversial “watchful eyes” -effect was not observed 

-  Fibbing is most prominently affected by the conditions surrounding the 
breaking of the items (being angry, drunk, or not) 

-  The strongest way to deter insurance claim fibbing in our experiments was 
subtly appealing to social influence (“you wouldn’t fib an earth-loving 
company ran by a senior couple”) by altering the claim form templates 

-  Machiavellian individuals are avid fibbers, which is consistent with the view 
of Machs as “true homines economici” 

-  Psychopaths neither fib nor own insurance policies – i.e., they just don’t seem 
to care 

-  Some evidence suggests that narcissists hoard insurance policies 
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Participants 
-  Recruited via mTurk from the USA (mean age = 35,  45% female) 
-  Asked to file (or not) insurance claims for typical household items broken for 

various reason, using a mock online insurance form 
-  Survey flow: Written consent à Demographics à Covariates à Insurance 

claim tasks à Manipulation checks à Debriefing 
Covariates 
-  Dark triad personality traits 
-  Susceptibility to persuasion 
Main Dependent Variables 
-  Average claim amount (in US $)  
-  Average fibbing percentage (percentage claimed above item price) 

Experiment 1 (n = 340) 
-  Baseline measurement, no monetary incentives: How much do people fib and 

for which items, when the items are accidentally broken? 
-  Items (purchase price in US $) = Vase (160), Lamp (300), iPhone 6 (500), 

Wall clock (1000), Mirror (1600), China set (2000) 
-  Contrasted two candidate deterrence methods based on the "surveillance 

effect”: 1) “watchful” human eyes fixed on the right side of the screen, and 2) 
a white box with an “IP address monitoring warning”, and 3) a control 
condition with no surveillance 

 

Experiment 1 Results 
-  In total, 13 % of participants fibbed (claimed over the item value, averaged 

across all items), but 20 % under-claimed 
-  The IP worked to decrease average amount claimed (effect stronger for males; 

from $750 to $580), but the eyes did not 

Experiment 2 (n = 660) 
-  Added monetary incentives: Reward depended on amounts claimed, but 

claiming too much increased chances of being caught and incurring a penalty 
-  Added background stories/vignettes: Items for which money is claimed were 

either broken out of anger, while drunk, or accidentally 
-  Items (purchase price in US $) = Wall clock (800), Mirror (1300), China set 

(1600) 
-  2 (IP warning/Control) x 3 (Angry/Drunk/Control) experimental design 
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