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Do Happy Consumers Think the Extrinsic Attributes  

Are More Important? 

Kang-Ning Xia1, Yu-Tse Lin2 

(1. Department of Business Administration, Yuan Ze University, Chung-Li, Taiwan;  

2. Department of Business Administration, Fu-Jen Catholic University, Hsinchuang, New Taipei City, Taiwan) 

Abstract: We designed two experiments to examine the effects of consumer mood on product attribute 

evaluation and attitude. In the first, we asked a group of 122 university undergraduates who were manipulated to 

experience positive or negative moods to report their reactions to advertising copy containing text describing 

intrinsic or extrinsic product attributes. Results indicate that the respondents in good moods were more likely to 

focus on extrinsic attributes, and those in bad moods on intrinsic attributes. No differences between intrinsic and 

extrinsic attributes were noted among students in the neutral mood group. In a second experiment with 239 

participants, we explored the interaction effect of mood and attribute types on the product attributes. Results 

indicate that efforts to match consumer mood with product attributes result in more positive attitude toward a 

product. 
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The list of researchers examining the effects of mood on consumer processing of advertising information 

includes Aylesworth and MacKenzie (1998), Batra and Stayman (1990), Ellen and Bone (1998), LaTour and 

LaTour (2009), Schwarz (1990) and Schwarz et al. (1991). Studies have consistently shown that positive mood 

facilitates the use of existing schemas and heuristic cues (Isen & Simmonds, 1978)—that is, individuals 

experiencing positive moods tend to think creatively, form associations, make associations using activated 

memories, and create broader categories (Bless et al., 1990; Schwarz & Clore, 1983). In contrast, individuals 

experiencing negative moods tend to engage in more analytical thinking, focus on situational details, and rely less 

on general knowledge structures (Batra & Stayman, 1990; Gardner & Hill, 1988; Mackie & Worth, 1989, 1991; 

Sinclair & Mark, 1992; Worth & Mackie, 1987). Combined, the evidence suggests that individuals in negative 

moods are better information processors and more likely to enact greater elaboration. Other researchers have 

found evidence indicating that positive mood increases an individual’s ability to solve problems (Isen, Daubman, 

& Nowicki, 1987), make decisions (Estrada, Isen, & Young, 1997), and establish flexible categories (Isen & 

Daubman, 1984)—three examples of cognitive elaboration.  
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The cognitive resources required for categorizing tasks either match or exceed those required for 

item-specific processing (Arndt & Reder, 2003). In other words, consumers in good moods may prefer heuristic 

messages and those in bad moods systematic messages, but direct links to degree of cognitive elaboration do not 

change with message type. We therefore tried to decouple information process type and cognitive elaboration 

when examining the interactive effects of consumer mood and advertising appeal. Since affective reactions are 

known to influence individual preference for information style (Batra & Stayman, 1990; Bless et al., 1990; 

Gardner & Hill, 1988; Mackie & Worth, 1989, 1991; Sinclair & Mark, 1992; Worth & Mackie, 1987), they likely 

influence how individuals weigh advertising appeals, yet few researchers have tried to determine the influences of 

mood. Advertiser use of different attributes to increase product appeal (e.g., durability versus brand image) may 

result in mismatches with consumer information processing strategies as determined by mood, thereby affecting 

attitude toward a product. One of our motivations for this study is to clarify the effects of mood on how consumers 

weigh product attributes, with our findings supporting the practice of carefully selecting appropriate advertising 

appeals.  

The mechanism that is the focus of this paper represents an explicit progression through which mood 

influences cognitive processes and consumer attitudes. However, mood also has implicit effects—for instance, 

consumers may unconsciously transfer their positive or negative moods to ads or brands (LaTour & LaTour, 2009). 

The implicit effect of mood is similar to priming, which promotes consumer attitude conformation to mood 

valence. We attempted to determine whether these two mechanisms can coexist when consumers consider product 

attributes, whether they influence consumer perceptions of ad appeals, and if so, how. 

We conducted two experiments to clarify these issues: one designed to investigate whether mood influences 

information processing style so that consumers pay more attention to certain types of advertising appeals, and one 

designed to determine whether a consumer in a certain mood has a better attitude toward a product whose 

advertised attributes match that mood. Another goal of the second experiment is to address the implicit effects of 

mood transfer on attitude. 

1. Mood and Information Processing 

According to mood-as-information theory, positive mood indicates a serene and safe environment (Bless & 

Fiedler, 1995; Fiedler, 2001). An individual in a good mood interprets present circumstances as ordinary, safe, and 

lacking any need for special attention (Bless & Fiedler, 1995). Such individuals tend to use general and readily 

available rather than detailed information for making decisions (Fiedler, 2001), and to prefer categorization or 

heuristics as information processing styles (Clore et al., 2001; Schwarz & Clore, 1983). In contrast, individuals in 

a bad mood—indicating problems in their environment that require attention (Bless & Fiedler, 1995; Martin et al., 

1993)—tend to use a systematic thinking style. Unhappy individuals are likely to pay greater attention to detail, to 

adopt more serious attitudes toward filtering, and to give greater consideration to environmental information; they 

are less likely to use intuition, general rules, or conventions as a basis for making judgments (Clore et al., 2001; 

Fiedler, 2001). Individuals in neutral moods (no special signal indicating safety or danger) feel no need to be 

careful when processing information, but are not excessively optimistic about relying on their intuition. Hence, 

these individuals show no strong preference for heuristic or systematic information processing when encountering 

messages. 
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2. Mood and Product Attributes 

If these findings are extended to consumer behavior, it may be assumed that cheerfully disposed individuals 

prefer concepts and attributes that are more abstract and that emphasize relational associations (e.g., brands and 

images) generally considered extrinsic (Olson, 1977; Olson & Jacoby, 1972). Extrinsic attributes emphasize 

instant images captured by consumer-centered, word-of-mouth, and intuitive associations with a brand (Olson & 

Jacoby, 1972); these also serve as examples of heuristic cues. When consumers in bad moods encounter product 

information, they tend to think in a more item-specific manner, paying attention to inherent product characteristics 

such as content, capacity, and durability—in other words, intrinsic attributes that emphasize a product’s physical 

characteristics and functions (Olson, 1977; Olson & Jacoby, 1972). Based on this background, the first four 

hypotheses are expressed as 

H1: Mood may influence consumer focus on extrinsic or intrinsic product attributes during evaluation. 

H1a: Consumers in good moods tend to focus on extrinsic rather than intrinsic product attributes. 

H1b: Consumers in bad moods tend to focus on intrinsic rather than extrinsic product attributes. 

H1c: Consumers in neutral moods do not focus on either intrinsic or extrinsic product attributes. 

3. Pretests 

Due to the subtle nature of moods, we designed our experiments to control potentially confounding factors. 

Two pretests were conducted to select two types of experimental materials: (a) tools to trigger good, bad, or 

neutral moods in the study participants, with the assurance that moods were sustained to the end of each 

experiment; and (b) the product for the main experiment. 

3.1 Pretest 1 

Past techniques for manipulating participant moods include creating and enacting a special incident (Clark & 

Waddell, 1983; Isen, Horn, & Rosenhan, 1973); encouraging participants to think of past happy or sad experiences 

to arouse and recreate similar moods (Baumann, Cialdini, & Kenrick, 1981; Fry, 1975; Moore, Underwood, & 

Rosenhan, 1973); using music, films, or literary articles to establish positive or negative moods (Bartlett & 

Santrock, 1979; Cunningham, 1988; Gardner & Hill, 1988); and manipulating perceived weather conditions 

(Schwarz & Clore, 1983). For our first pretest we adopted video clips as our mood stimulus tool. Although a 

significant number of past researchers have encouraged study participants to record relative mood experiences on 

paper, writing involves cognitive processing that has the potential to influence information processing—the 

primary concern of the present study. Hence, we did not employ this method in our study design.  

3.2 Participants and Stimulus Material 

Forty-five college students (19 male, 26 female) were randomly assigned to good, neutral, and bad mood 

groups and shown one-minute film clips two times each to arouse a pre-chosen mood. The good mood clip was a 

tea advertisement showing a caterpillar fighting tea farmers for a tea tree bud. The bad mood clip, an 

advertisement against the use of fur, contained images of animals being butchered to obtain their hides. The 

neutral mood clip was a straightforward description of scientific discoveries. Watson’s (1988) abbreviated 12-item 

version of Watson, Clark, and Tellegen (1988) Positive and Negative Affect Schedule (PANAS) was used to 

measure post-treatment participant moods. 
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3.3 Results 

The three film clips produced different degrees of positive (n = 45, F (2, 42) = 27.70, p < 0.00) and negative 

mood scores (n = 45, F (2, 42) = 87.26, p < 0.00). All paired comparisons achieved a statistically significant level 

(p < 0.05) for positive (Mgood clip= 5.21, Mneutral clip = 4.12, Mbad clip = 3.13) and negative mood (Mgood clip = 1.65, 

Mneutral clip = 2.80, Mbad clip = 4.39). 

3.4 Pretest 2 

Forty undergraduates (19 male, 21 female) were recruited for this pretest, in which four products commonly 

used by college students (watches, mobile phones, digital cameras, and backpacks) and their relevant product 

attributes were investigated. The major criterion for product selection for this study was indifferent extrinsic and 

intrinsic attributes (based on Olson and Jacoby’s (1972) definition) considered by consumers making purchase 

decisions. Respondents were asked to evaluate the importance of each attribute on a seven-point scale as if they 

were considering purchasing the four products. Note that while price is considered an extrinsic attribute (Olson & 

Jacoby, 1972), its influence is intricate and complex, therefore we did not consider it in this study. Accordingly, 

respondents were specifically asked, “Without considering price, please evaluate the importance of the following 

attributes as if you were making a purchase decision.”  

3.5 Results 

Our results indicate that the participants valued intrinsic and extrinsic attributes equally (paired t = -0.82, p = 

0.42) for the digital camera, but not for any of the other three products. We selected the digital camera as the 

product of focus due to the small mean difference (mean = 0.33, std = 0.41) in importance between attribute types. 

4. Experiment 1 

4.1 Method 

Since the focus of Experiment 1 was the effect of mood on weights given to different product attributes, we 

employed a one-way, three-level (good/bad/neutral mood) between-subject design. A total of 122 college students 

(58 male, 64 female) between the ages of 18 and 24 were randomly assigned to one of the three mood groups. 

After viewing their assigned film clip twice, respondents were asked to complete a questionnaire about their 

impressions; the instrument was carefully written to prevent participants from guessing the research objective. 

Participants were also asked to complete two questionnaires described as “unrelated”, one addressing the decision 

to purchase a digital camera, the other a mood manipulation measure described as a physical and mental health 

response scale for college students. Respondents evaluated the importance of digital camera product attributes on 

a seven-point scale (1, “not important at all” to 7, “very important”) before completing the 12-item PANAS. 

4.2 Results 

4.2.1 Manipulation Check 

Average scores for the six positive and six negative mood items on the PANAS confirmed that the three clips 

elicited different degrees of positive (n = 122, F (2, 119) = 70.75, p < 0.00) and negative moods (n = 122, F (2, 

119) = 109.75, p < 0.00), with all comparisons being statistically significant for positive mood (p < 0.05) (Mgood clip 

= 5.22, Mneutral clip = 3.43, Mbad clip = 2.42; p < 0.05). Participants in the bad mood group had significantly higher 

scores compared to the other two (p < 0.05) (Mgood clip = 1.83, Mneutral clip = 2.69, Mbad clip = 4.92), and participants in 

the neutral mood group had only slightly higher (non-significant) average scores compared to the positive mood 

group. 
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express boldness or adherence to the core ideals of the party they represent. In a similar manner, if an 

advertisement can match product appeal with the attribute type preferred by consumers experiencing a specific 

mood, it may result in better message transmission and greater persuasion. Another way that Cacioppo et al. (1986) 

express this idea is increasing the congruency between a message and attention focus. Conversely, consumers may 

ignore information in advertising appeals that reflect attributes with which they are not concerned.  

Results from the first experiment indicate that consumers in good moods pay more attention to extrinsic 

product attributes, suggesting that advertisements that emphasize brand, image, and word-of-mouth qualities are 

more likely to capture their attention. For the same product to attract consumers in bad moods, the findings 

suggest that advertisements should emphasize intrinsic attributes. Since consumers in a neutral mood do not have 

any particular preference for attribute type, their attitudes and wants will be constant regardless of an emphasis on 

extrinsic or intrinsic product attributes. Based on this discussion, the next hypotheses were written as: 

H2: Consumers will have better attitudes toward a product when there is a mutual fit between their mood and 

advertising appeal. 

H2a: Consumers in a good mood prefer products whose advertisements emphasize their extrinsic over 

intrinsic attributes. 

H2b: Consumers in a bad mood prefer products whose advertisements emphasize their intrinsic over extrinsic 

attributes. 

H2c: The preferences of consumers in neutral moods are similar whether advertisements emphasize intrinsic 

or extrinsic product attributes.  

6. Mood Transfer Effect 

In addition to cognitive and information processing, mood can also influence attitude via mood valence 

(Forgas, 2001; Goldberg & Gorn, 1987). Early researchers who used classical conditioning to study the effects of 

mood transfer described mood as an unconditioned stimulus and attitude transfer as a conditioned response. Later 

researchers rejected this approach, arguing that conditioning entails a conscious link between unconditioned 

stimulus and conditioned response, while mood transfer represents a subconscious link between mood and attitude 

toward an object (Olson & Fazio, 2001; 2002). Some researchers have proposed that evaluative associations 

frequently formed by individuals in response to two stimuli appearing together serve as a mechanism linking 

mood and attitude without the involvement of rewards or conditions (Baeyens et al., 1992; Davey, 1994). Further, 

when two stimuli appear one after another rather than simultaneously, and when mood influences attitude (a 

situation known as affect priming), the mood-congruent judgment effect may be a primary mechanism for mood 

transfer (Forgas, 2001). Based on this discussion, the next hypothesis is written as: 

H3: Consumer attitudes toward a product or advertising message are affected by positive or negative mood 

transfer. 

7. Experiment 2 

As an extension and revision of our first experiment, the second experiment addressed the effects of mood on 

product attribute evaluation, and attempted to measure overall attitude toward a product. It was specifically 

designed to determine whether messages appealing to different types of product attributes were more attractive to 

participants experiencing different moods.  
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7.1 Method 

For this experiment we used a 32 between-subject design consisting of mood (good/bad/neutral) versus 

advertising appeal (extrinsic or intrinsic attributes).  

7.2 Participants and Stimulus Material 

Printed advertisements were used to present appeals exclusively emphasizing extrinsic or intrinsic product 

attributes. Study participants (239 college undergraduates between the ages of 18 and 25, 118 male and 121 

female) were randomly assigned to one of the six conditions. Participant moods were manipulated in the same 

manner as in Experiment 1. Two digital camera advertisements were designed to emphasize intrinsic or extrinsic 

product attributes; information and diagram quantities were identical. Extrinsic attributes included style, 

word-of-mouth, and brand image, and intrinsic attributes included pixels, functions, and lens quality. 

7.3 Measures 

Dependent variables were attitude toward the product and product attribute weighting. Attitude toward the 

product was measured by responses to the questionnaire item, “Evaluate and select how much you like this digital 

camera, where 1 represents ‘strongly dislike’ and 7 ‘strongly like.’” The scale for evaluating product attributes 

was the same as that used in Experiment 1.  

The 12-item abbreviated PANAS questionnaire described in an earlier section was used to check mood 

manipulation. For Experiment 2 we added a statement to ensure that the participants had paid sufficient attention 

to the advertisement appeals: “Please recall the product characteristics in the advertisement that made the 

strongest impression; write down two-three items.” Three items with seven-point responses were used to examine 

the cognitive equivalence of the two sets of digital camera advertisements in order to confirm no significant 

differences in information quantity, description clarity, or tastefulness between the two advertisements.  

7.4 Procedure 

After viewing their assigned video clips twice, participants were asked to complete a questionnaire 

describing their impressions and evaluations of the presentation, and then to assist with “another advertisement 

layout investigation”; all agreed to help. They were randomly assigned to extrinsic or intrinsic attribute 

advertisement evaluation groups, and told that they could view their assigned advertisement for as long as they 

wished. When ready, they were asked to turn over their advertisement and to answer a set of questions on attitude 

toward the digital camera, likelihood of purchase, evaluation of information quantity, advertisement design, 

importance of product attributes, and a manipulation check for advertising appeal. Respondents were also 

requested to complete a PANAS questionnaire as a manipulation check for mood.  

7.5 Results 

In addition to re-examining the effects of mood on the perceived importance of product attributes, we 

conducted a two-way ANOVA to test the interaction effects of mood and advertising appeal on participant attitude 

toward the product. To examine Hypotheses 2a-c, we compared respondents in the three mood groups in terms of 

advertising appeal. 

7.5.1 Manipulation and Confounding Checks 

Our results indicate that the three video clips produced different degrees of positive (n = 239, F (2, 236) = 

253.45, p < 0.00) and negative mood scores (n = 239, F (2, 236) = 161.91, p < 0.00), with all comparisons being 

statistically significant for positive mood (p < 0.05) (Mgood clip = 4.84, Mneutral clip = 3.80, Mbad clip = 2.55). For 

negative mood, significant differences were found between the bad mood group score and scores for the other two 

groups (p < 0.05) (Mgood clip = 1.88, Mneutral clip = 2.15, Mbad clip = 4.57). The difference between the neutral and good 
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intrinsic-leaning advertisements. In addition to an indirect effect of mood on product attitude via cognition, the 

Experiment 2 results also suggest a direct effect of mood on attitude toward the digital camera and the two types 

of advertisements. Regarding hypothesis 3, the Experiment 2 results indicate a dual effect of mood on attitude and 

information processing. However, no significant differences in attitude were found between the neutral mood 

group and either the positive or negative mood groups. A possible explanation may be the lack of significant 

differences between the levels of mood manipulation among the three mood groups—in other words, the results 

may have been influenced by mood intensity. 

The Experiment 2 results fit well with Bornstein’s (1992) and Bornstein and D’Agostino’s (1994) suggestion 

that when cognitive fluency is high, individuals tend to mistakenly attribute fluency to attitude preference. When 

there was a strong fit between advertising appeal and study participant mood, there was greater fluency between 

thinking style and cognitive process. Participants may have interpreted that fluency as product preference. 

Conversely, a weaker fit between advertisement appeal and mood may have influenced some study participants to 

expend considerable energy recognizing and understanding the information being presented. Cognitive process 

fluency would be lower in such cases, and some participants may have mistakenly interpreted lower fluency as 

indicating lack of product preference. 

8. General Discussion  

Our goal was to clarify the mechanisms by which mood influences consumer attitudes, and to determine the 

weights that consumers attach to different advertising appeals. Experiment 1 provided evidence indicating that 

mood affected participant reactions to product attributes by influencing information processing style: those in 

good moods tended to focus on extrinsic attributes due to their preference for a heuristic and relational processing 

strategy and those in bad moods tended to focus on intrinsic attributes due to their preference for a systematic and 

item-specific processing strategy. Experiment 2 results indicated a better fit between advertising appeal and 

participant mood regarding positive feelings toward a product, with the cognitive fluency emerging from the better 

match between message and processing style accounting for our findings. 

This study makes several contributions to the literature on the relationship between mood and advertising 

content. Several research teams have considered the effects of mood on consumer attitudes toward advertising and 

products, but few have focused on the interactive effects of advertising appeal and consumer mood from an 

information processing perspective. When consumers encounter new products or browse advertising information, 

their mood determines which product attributes they find attractive. Previous studies have focused on how 

marketing environment and product category influence consumer focus—for example, how new and mature 

products elicit different attribute preferences (see, for example, Espejel, Fandos, & Flavián, 2007). Environmental 

factors such as social, cultural, and economic trends can also influence a consumer’s reaction to messages 

emphasizing extrinsic or intrinsic attributes (Bernués, Olaizola, & Corcoran, 2003). However, few efforts have 

been made to determine the influences of dispositional factors such as mood. We designed our study to integrate 

this factor into product attribute theory. 

We also addressed the explicit and implicit effects of mood on attitude. Experiment 1 results revealed an 

explicit effect of mood on product attitude via cognition. Experiment 2 addressed a mixed implicit-explicit effect; 

our results indicate that while a strong match between mood and advertising appeal can increase positive feelings 

toward a product, positive or negative moods can also be projected onto it (Aaker, Stayman, & Hagerty, 1986; 
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Edell & Burke, 1987; Goldberg & Gorn, 1987; Holbrook & Batra, 1987). In other words, happy consumers have a 

strong preference for product appeals emphasizing extrinsic attributes, and consumers in bad moods for appeals 

that emphasize intrinsic attributes. However, there is evidence suggesting that beyond cognitive processes, mood 

valence may be unconsciously transferred to an individual’s attitude toward a product. According to LaTour and 

LaTour (2009), these two types of mood effects can coexist.  

Regarding practical implications for advertisers, the findings confirm the benefits of carefully selecting an 

advertising appeal based on emotional tone. For example, in beer commercials it is better to emphasize extrinsic 

product attributes (i.e., brand, overall image) with a cheerful and energetic background. The study results also 

confirm the benefits of evaluating message suitability in terms of the mood or tone of the program preceding 

and/or following an advertisement (Shapiro, Maclnnis, & Park, 2002)—for instance, placing ads that emphasize 

extrinsic product attributes during comedy programs, and placing ads that emphasize intrinsic product attributes 

during news programs.  

Apart from passively matching consumer mood or the content of the medium in which an advertisement is 

being presented, advertisers can also attempt to arouse certain moods that correspond with product attributes. As 

Schwarz and Clore (1983) have observed, consumer moods are easily affected by contextual factors such as 

advertising medium, the attitude of salespeople, and interior room design, therefore certain moods can be induced 

by music, scent, or atmosphere. In a mature lifecycle stage it is difficult to distinguish among various products in 

terms of intrinsic attributes, therefore advertisers are more likely to emphasize extrinsic attributes in their appeals. 

In contrast, products that have strong intrinsic attributes are more suitable for messages with professional, solemn, 

or postmodern content. 

We offer three suggestions for future research: 

First, investigate dyad relationships based on Mood Consistency Theory (Adaval, 2001; DeSteno et al., 2004; 

Wyer, Clore, & Isbell, 1999)—that is, exploring the effects between consumer moods and marketing atmosphere on 

consumer attitudes. 

Second, investigate the influences of different negative moods. Similar to past studies, we focused on 

unhappy and uncomfortable moods (Gardner, 1985). Some researchers have observed that negative moods are 

multi-faceted—an angry mood may exert distinctly different effects on attitude and cognition compared to other 

types of negative moods (Bodenhausen, Sheppard, & Kramer, 1994; Brief & Weiss, 2002).  

Third, identify situations that have explicit or implicit effects on mood. Our findings indicate that the explicit 

and implicit effects of mood can coexist in terms of influencing consumer attitude, but we acknowledge that they 

can exert their influences individually. In some cases, positive or negative moods do not directly lead to better or 

worse attitudes. Instead, the moods of consumers may only affect their focus in terms of product attributes, 

thereby influencing their attitudes toward both advertisements and products (Keller, Lipkus, & Rimer, 2002; 

Meloy, 2000). At other times moods only transfer to attitudes—that is, consumer attitudes toward a product or 

advertisement improve during good moods, and worsen during bad (Aaker, Stayman, & Hagerty, 1986; Edell & 

Burke, 1987; Goldberg & Gorn, 1987; Holbrook & Batra, 1987). To date, few researchers have addressed the 

mechanisms behind mood effects, either alone or in combination. 

 
References: 
Aaker David A., Douglas M. Stayman and Michael R. Hagerty (1986). “Warmth in advertising: Measurement, impact, and sequence 

effects”, Journal of Consumer Research, Vol. 12, pp. 365-381. 



Do Happy Consumers Think the Extrinsic Attributes Are More Important? 

 1317

Adaval Rashmi (2001). “Sometimes it just feels right: The differential weighting of affect-consistent and affect-inconsistent product 
information”, Journal of Consumer Behavior, Vol. 28, pp. 1-17. 

Arndt Jason and Lynne M. Reder (2003). “The effect of distinctive visual information on false recognition”, Journal of Memory and 
Language, Vol. 48, pp. 1-15. 

Aylesworth Andrew B. and Scott B. MacKenzie (1998). “Context is key: The effect of program-induced mood on thoughts about the 
Ad”, Journal of Advertising, Vol. 27, No. 2, pp. 17-31. 

Baeyens Frank, Paul Eelen, Geert Crombez and Omer Van den Bergh (1992). “Human evaluative conditioning: Acquisition trials, 
presentation schedule, evaluative style and contingency awareness”, Behaviour Research and Therapy, Vol. 30, pp. 133-142.  

Bartlett James C. and John W. Santrock (1979). “Affect-dependent episodic memory in young children”, Child Development, Vol. 50, 
No. 2, pp. 513-518. 

Batra Rajeev and Douglas M. Stayman (1990). “The role of mood in advertising effectiveness”, Journal of Consumer Research, Vol. 
17, pp. 203-214. 

Baumann Donald J., Robert B. Cialdini and Douglas T. Kendrick (1981). “Altruism as hedonism: Helping and self-gratification as 
equivalent responses”, Journal of Personality and Social Psychology, Vol. 40, pp. 1039-1046. 

Bernués Alberto, Ana Olaizola and Kate Corcoran (2003). “Extrinsic attributes of red meat as indicators of quality in Europe: An 
application for market segmentation”, Food Quality and Preference, Vol. 14, pp. 265-276. 

Bless Herbert and Klaus Fiedler (1995). “Affective states and the influence of activated general knowledge”, Personality and Social 
Psychology Bulletin, Vol. 21, pp. 766-778. 

Bless Herbert, Klaus Fiedler, Gerd Bohner, Norbert Schwarz, and Fritz Strack (1990). “Mood and persuasion: A cognitive response 
analysis”, Personality and Social Psychology Bulletin, Vol. 16, pp. 331-345. 

Bodenhausen Galen V., Lori A. Sheppard and Geoffrey P. Kramer (1994). “Negative affect and social judgment: The differential 
impact of anger and sadness”, European Journal of Social Psychology, Vol. 24, pp. 45-62. 

Bornstein Robert F. (1992). “Subliminal mere exposure effects”, in: Robert F. Bornstein, and Thane S. Pittman (Eds.), Perception 
without Awareness: Cognitive, Clinical, and Social Perspectives, New York: Guilford, pp. 191-210. 

Bornstein Robert F. and Paul R. D’Agostino (1994). “The attribution and discounting of perceptual fluency: Preliminary tests of a 
perceptual fluency/attributional model of the mere exposure effect”, Social Cognition, Vol. 12, pp. 103-128. 

Brief Arthur P. and Howard M. Weiss (2002). “Organizational behavior: Affect in the workplace”, Annual Review of Psychology, Vol. 
53, pp. 279-307 

Cacioppo John T., Richard E. Petty, Kao Chuan-Feng and Regina Rodriguez (1986). “Central and peripheral routes to persuasion: An 
individual difference perspective”, Journal of Personality and Social Psychology, Vol. 51, pp. 1032-1043. 

Clark Margaret S. and Barbara A. Waddell (1983). “Effects of moods on thoughts about helping, attraction and information 
acquisition”, Social Psychology Quarterly, Vol. 46, No. 1, pp. 31-35. 

Clore Gerald L., Robert S. Wyer, Jr., Bruce Dienes, Karen Gasper, Carol L. Gohm and Linda M. Isbell (2001). “Affective feelings as 
feedback: Some cognitive consequences”, in: Leonard L. Martin and Gerald L. Clore (Eds.), Theories of Mood and Cognition: A 
User’s Handbook, Mahwah, NJ: Lawrence Erlbaum Associates, pp. 27-62. 

Cunningham Michael R. (1988). “What do you do when you’re happy or sad? Mood, expectancies, and behavior interest”, 
Motivation and Emotion, Vol. 12, pp. 309-331. 

Davey Graham C. L. (1994). “Defining the important questions to ask about evaluative conditioning: A reply to Martin and Levey”, 
Behaviour Research and Therapy, Vol. 32, pp. 307-310. 

DeSteno David, Richard E. Petty, Derek D. Rucker, Duane T. Wegener and Julia Braverman (2004). “Discrete emotions and 
persuasion: The role of emotion-induced expectancies”, Journal of Personality and Social Psychology, Vol. 86, No. 1, pp. 
43-56. 

Edell Julie A. and Marian C. Burke (1987). “The power of feelings in understanding advertising effects”, Journal of Consumer 
Research, Vol. 14, pp. 421-433. 

Ellen Pam S. and Paula F. Bone (1998). “Does it matter if it smells? Olfactory Stimuli as advertising executional cues”, Journal of 
Advertising, Vol. 27, No. 4, pp. 29-39. 

Espejel Joel, Carmina Fandos and Carlos Flavián (2007). “The role of intrinsic and extrinsic quality attributes on consumer behavior 
for traditional food products”, Managing Service Quality, Vol. 17, No. 6, pp. 681-701. 

Estrada Carlos A., Alice M. Isen and Mark J. Young (1997). “Positive affect facilitates integration of information and decreases 
anchoring in reasoning among physicians”, Organizational Behavior & Human Decision Processes, Vol. 72, pp. 117-135. 

Fiedler Klaus (2001). “Affective states trigger processes of assimilation and accommodation”, in: Leonard L. Martin, and Gerald L. 



Do Happy Consumers Think the Extrinsic Attributes Are More Important? 

 1318

Clore (Eds.), Theories of Mood and Cognition: A User’s Handbook, Mahwah, NJ: Lawrence Erlbaum Associates, pp. 85-98. 
Forgas Joseph P. (2001). Handbook of Affect and Social Cognition, Mahwah, NJ: Lawrence Erlbaum.  
Fry Prem S. (1975). “Interaction between locus of control, level of inquiry and subject control in the helping process-A laboratory 

analogue study”, Journal of Counseling Psychology, Vol. 22, No. 4, pp. 280-287. 
Gardner Meryl P. (1985). “Mood states and consumer behavior: A critical review”, Journal of Consumer Research, Vol. 12, pp. 

281-300. 
Gardner Meryl P. and Ronald P. Hill (1988). “Consumers’ mood states: Antecedents and consequences of experiential versus 

informational strategies for brand choice”, Psychology and Marketing, Vol. 5, No. 2, pp. 169-184. 
Goldberg Marvin E. and Gerald J. Gorn (1987). “Happy and sad TV programs: How they affect reactions to commercials”, Journal 

of Consumer Research, Vol. 14, pp. 387-403. 
Holbrook Morris B. and Rajeev Batra (1987). “Assessing the role of emotions as mediators of consumer responses to advertising”, 

Journal of Consumer Research, Vol. 14, pp. 404-420. 
Isen Alice M. and Stanley F. Simmonds (1978). “The effect of feeling good on a helping task that is incompatible with good mood”, 

Social Psychology, Vol. 41, No. 4, pp. 346-349. 
Isen Alice M. and Kimberly A. Daubman (1984). “The influence of affect on categorization”, Journal of Personality and Social 

Psychology, Vol. 47, pp. 1206-1217. 
Isen Alice M., Kimberly A. Daubman and Gary P. Nowicki (1987). “Positive affect facilitates creative problem solving”, Journal of 

Personality and Social Psychology, Vol. 52, pp. 1122-1131. 
Isen Alice M., Nancy Horn and David L. Rosenhan (1973). “Effects of success and failure on children’s generosity”, Journal of 

Personality and Social Psychology, Vol. 27, No. 2, pp. 239-247. 
Keller Punam A., Isaac M. Lipkus and Barbara K. Rimer (2002). “Depressive realism and health risk accuracy: The negative 

consequences of positive mood”, Journal of Consumer Research, Vol. 29, pp. 57-69. 
LaTour, Kathryn A. and Michael S. LaTour (2009). “Positive mood and susceptibility to false advertising”, Journal of Advertising, 

Vol. 38, No. 3, pp. 127-142. 
Mackie Diane M. and Leila T. Worth (1989). “Processing deficits and the mediation of positive affect in persuasion”, Journal of 

Personality and Social Psychology, Vol. 57, pp. 27-40. 
Mackie Diane M. and Leila T. Worth (1991). “Feeling good, but not thinking straight: The impact of positive mood on persuasion”, 

in: Joseph P. Forgas (Ed.), Emotion and Social Judgments, Oxford: Pergamon, pp. 201-219. 
Martin Leonard L., David W. Ward, John W. Achee and Robert S. Wyer Jr. (1993). “Mood as input: People have to interpret the 

motivational implications of their moods”, Journal of Personality and Social Psychology, Vol. 64, pp. 317-326. 
Meloy Margaret G. (2000). “Mood-driven distortion of product information”, Journal of Consumer Research, Vol. 27, pp. 345-359. 
Moore Bert S., Bill Underwood and David L. Rosenhan (1973). “Affect and altruism”, Developmental Psychology, Vol. 8, No. 1, pp. 

99-104. 
Olson Jerry C. (1977). “Price as an information cue: Effects in product evaluation”, in: Jagdish N. Sheh, Peter D. Bennet & Arch G. 

Woodside (Eds.), Consumer and Industrial Busing Behavior, New York: North Holland Publishing Company, pp. 267-286. 
Olson Jerry C. and Jacob Jacoby (1972). “Cue utilization in the quality perception process”, in: M. Venkatesan (Ed.), Proceedings of 

the Third Annual Conference of the Association for Consumer Research, Iowa City: Association for Consumer Research, pp. 
167-179. 

Olson Michael A. and Russell H. Fazio (2001). “Implicit attitude formation through classical conditioning”, Psychological Science, 
Vol. 12 (September), pp. 413-417. 

Olson Michael A. and Russell H. Fazio (2002). “Implicit acquisition and manifestation of classically conditioned attitudes”, Social 
Cognition, Vol. 20 (April), pp. 89-104. 

Petty Richard E. and John T. Cacioppo (1986). Communication and Persuasion: Central and Peripheral Cues to Attitude Change, 
New York: Springer. 

Schwarz Norbert (1990). “Feelings as information: Informational and motivational functions of affective states”, in: Edward Tory 
Higgins and Richard M. Sorrentino (Eds.), Handbook of Motivation and Cognition: Foundations of Social Behavior, New York: 
Guilford, pp. 527-561. 

Schwarz Norbert and Gerald L. Clore (1983). “Mood, misattribution, and judgments of well-being: Informative and directive 
functions of affective states”, Journal of Personality and Social Psychology, Vol. 45, pp. 513-523. 

Schwarz Norbert, Herbert Bless, Fritz Strack, Gisela Klumpp, Helga Rittenauer-Schatka and Annette Simons (1991). “Ease of 
retrieval as information: Another look at the availability heuristic”, Journal of Personality and Social Psychology, Vol. 61, No. 2, 



Do Happy Consumers Think the Extrinsic Attributes Are More Important? 

 1319

pp. 195-202. 
Shapiro Stewart, Deborah J. MacInnis and C. Whan Park (2002). “Understanding program-induced mood effects: Decoupling arousal 

from valence”, Journal of Advertising, Vol. 31, No. 4, pp. 15-26. 
Sinclair Robert C. and Melvin M. Mark (1992). “The influence of mood state on judgment and action”, in: Leonard L. Martin & 

Abraham Tesser (Eds.), The Construction of Social Judgments, Hillsdale, NJ: Erlbaum, pp. 165-193. 
Watson David (1988). “Intraindividual and interindividual analyses of positive and negative affect: Their relation to health 

complaints, perceived stress, and daily activities”, Journal of Personality and Social Psychology, Vol. 54, pp. 1020-1030. 
Watson David, Lee A. Clark, and Auke Tellegen (1988). “Development and validation of brief measures of positive and negative 

affect: The PANAS scales”, Journal of Personality and Social Psychology, Vol. 54, pp. 1063-1070. 
Worth Leila T. and Diane M. Mackie (1987). “Cognitive mediation of positive mood in persuasion”, Social Cognition, Vol. 5, pp. 

76-94. 
Wyer Robert S. Jr., Gerald L. Clore and Linda M. Isbell (1999). “Affect and information processing”, in: Mark P. Zanna (Ed.), 

Advances in Experimental Social Psychology, New York: Academic Press, pp. 1-77. 

 

 


