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EXTENDED ABSTRACT
Both the affect-priming model and affect-as-information

models suggest that compared to those in a negative mood, indi-
viduals in a positive mood are less likely to process information as
deeply. Recently, research has shown that individuals in a positive
mood would process self-relevant information more deeply than
those in a negative mood, indicating that self-relevance is the
catalyst that directs individuals’ cognitive effort. Does this effect
translate into choice? Two experiments were conducted to extend
mood research into the domain of choice and consumption.

Research
How does mood influence the way people make consumption

decisions? Past research has shown that mood can be an end in itself
(e.g., Wegener and Petty, 1994; Clark and Isen 1982), serve as
information (Schwarz and Clore, 1983, 1988; Pham 1998), deter-
mine the selective attention, encoding, and retrieval of information
(Adaval 2001; Lee and Sternthal, 1999), and influence the way we
make judgments and decisions (Barone, Miniard, and Romeo,
2000; Rajagopal and Trope, 2002; Forgas and Bower 1987). How-
ever, these theories are largely silent about how mood influences
actual behavior or choice. Such processing consequences of mood
have received much less attention than the direct effects of mood in
the literature (Forgas, 1995; Isen 1984). More recently, consumer
researchers are beginning to examine the consequences of positive
mood in brand extension evaluations (Barone, Miniard, and Romeo,
2000), differential weighting of product information (Adaval, 2001),
and the interactions between mood states and affective tones of the
ads (Gorn, Pham, and Sin, 2001). Nevertheless, much remains to be
understood in the process of how mood influences the way we make
consumption decisions.

The three major theories on the influence of affect on judgment
have focused on either: (1) the affect-priming model (e.g. Bower
1981; Isen 1984) which proposes that our mood influences how
deeply we process information, and whether we selectively attend
to different types of information; (2) the affect-as-information
model (Schwarz and Clore 1983; 1988), which suggests that we
directly use our mood to form our judgments or make decisions; or
(3) the hedonic-contingency model (Wegener and Petty, 1994),
which suggests that people in a positive mood are motivated to
process information that is consistent with their positive mood and
would avoid information that would affect their feeling states.

All three models share the same underlying assumption that
people are cognitive misers when they are in positive moods and
when they are not motivated to think about their decisions (Isen,
1987; Wegener, Petty, and Smith, 1995; Schwarz and Clore, 1983).
However, there is increasing evidence that people in positive mood
will process information deeply rather than heuristically when
provided with the motivation (Forgas, 1994; Bless et al., 1996),
when it is sufficiently self-relevant (Rajagopal and Trope, 2002),
and when it is consistent with their evaluation criteria (Adaval,
2001). Pham (1998) finds that affect only influences judgments of
a product when hedonic criteria was given as relevant and Adaval
(2001) extends this finding to both utilitarian and hedonic criteria,
so long as the product information are consistent with their moods.
More recently, Rajagopal and Trope (2002) also show that positive

mood enhances the recall of negative information about caffeine
consumption but only when this is a self-relevant issue (i.e. indi-
viduals with high caffeine consumption).

Therefore, based on the review of relevant literature, we
expect consumption choice to be consistent with evaluative judg-
ment. As a result, we postulate the following:

H1a: Individuals in a situation of negative mood and low self-
relevance will be engaged in mood repair, and will be
more likely to make a hedonic than a utilitarian choice.

H1b: Individuals in a situation of positive mood and high self-
relevance will be engaged in affect-confirmation, and
will be more likely to make a hedonic than a utilitarian
choice.

In addition, we also postulate that individual difference vari-
ables such as need for cognition and the basis of decision (affective
reason) (e.g., Shiv and Fedorikhin, 1999) could also moderate the
relationships between self-relevance and mood on choice:

H2a: The effect of self-relevance and mood on choice is
moderated by need for cognition; the effect of NFC is
stronger for higher levels of self-relevance.

H2b: The effect of self-relevance and mood on choice is
moderated by affective reason; the effect of affective
reason is stronger for lower levels of self-relevance.

Method
Two experiments were conducted to examine the linkage

between self-relevance, mood, and choice. The first experiment
examines how preexisting moods impact consumers’ decision
between choices with hedonic appeal (chocolate) and utilitarian
appeal (ball pen). The objective is to see if self-relevance moderates
the relationship between preexisting moods and choice. The second
experiment: (a) replicates the choice findings of Experiment 1, and
(b) extends the choice findings by exploring how individual differ-
ence variables (i.e., need for cognition and affective reason) influ-
ence the relationships between self-relevance and moods on choice.

Findings
The results of experiment 1 indicate that, in a binary choice

context where one alternative (a small bag of chocolate) is associ-
ated with hedonic appeal compared to the other alternative (a ball
pen) associated with utilitarian appeal, choice decisions are not
only affected by the valence of preexisting moods but also by self-
relevance of the choice alternatives. When self-relevance is low,
individuals in a negative mood were more attracted by hedonic
appeal and chose chocolate. On the other hand, when self-relevance
is high, individuals in a positive mood were more likely to choose
the alternative with hedonic appeal. The result of experiment 2
show that, in a binary choice context where one alternative (a small
bag of chocolate) is associated with hedonic appeal compared to the
other alternative (a ball pen) associated with utilitarian appeal,
choices are not only affected by the valence of preexisting moods
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but also by self-relevance of the alternative to the subjects and
subjects’ decision basis (affective reason). When self-relevance is
low, individuals in a negative mood are more attracted by hedonic
appeal and choose chocolate. On the other hand, when self-rel-
evance is high, individuals in a positive mood are more likely to
choose the alternative with hedonic appeal.


