
 

 
 
 
 
ASSOCIATION FOR CONSUMER RESEARCH 

 
Labovitz School of Business & Economics, University of Minnesota Duluth, 11 E. Superior Street, Suite 210, Duluth, MN 55802 
 
 
Special Session Summary    Managing Memories For Emotions: Formation, Retrieval and Protection

Rebecca K.  Ratner, University of North Carolina 
Gal  Zauberman, University of North Carolina 

 
 
 
[to cite]:

Rebecca K. Ratner and Gal Zauberman (2005) ,"Special Session Summary    Managing Memories For Emotions: Formation,

Retrieval and Protection", in NA - Advances in Consumer Research Volume 32, eds. Geeta Menon and  Akshay R. Rao, Duluth,

MN : Association for Consumer Research, Pages: 122-124.

 
[url]:

http://www.acrwebsite.org/volumes/9051/volumes/v32/NA-32

 
[copyright notice]:

This work is copyrighted by The Association for Consumer Research. For permission to copy or use this work in whole or in

part, please contact the Copyright Clearance Center at http://www.copyright.com/.

http://www.acrwebsite.org/volumes/9051/volumes/v32/NA-32
http://www.copyright.com/


122 Advances in Consumer Research
Volume 32, © 2005

SPECIAL SESSION SUMMARY

Managing Memories for Emotions: Formation, Retrieval and Protection
Rebecca K. Ratner, University of North Carolina

Gal Zauberman,  University of North Carolina

SESSION OVERVIEW
Memories for consumption experiences have important con-

sequences for consumer decision-making. Although there has been
a lot of research on consumer memory as well as emotions in
consumer behavior, relatively little relevant research has focused
on how memories for emotions are constructed and then influence
the decision process. In this session, we address three components
of this process: How are memories for emotions formed and stored
in memory? What factors influence the retrieval of memories for
emotional information? Do people strategically engage in deci-
sions to protect previously-formed special memories?  In this way,
we seek to explore three related stages of consumer memory
processes: memory-formation, memory-retrieval, and rather than
reconstructive memory or memory change, we investigate strategic
actions that people engage in to protect existing memories from
being changed so that they can continue to derive pleasure from
retrieving pleasurable memories.

The first paper, by John G. Lynch, Nader Tavassoli, and Stacy
L. Wood, investigated the memory-formation process. The paper
examines the extent to which affect unrelated to a key task (e.g.,
thinking about an unpleasant consumer service encounter) impacts
memories of an unrelated and affectively-mixed consumption
experience. The authors introduce a time lag of several days
between experiences to examine the role of delay in memory
formation. The second paper, by Jo Ann Sison and Mara Mather,
investigates the retrieval of emotionally-laden images, focusing
specifically on the implications of part-list cuing effects for emo-
tional information. They find that prompting consumers to recall
some positive (or negative) images from an initial set of images
impaired their ability to recall the other items in the set of the same
valence. The third paper in the session, by Gal Zauberman and
Rebecca K. Ratner, investigates what people do to protect memo-
ries that have been previously formed. The data suggest that people
seek to manage the memory process by taking steps not to overwrite
existing memories in a way that would preclude them from deriving
enjoyment later from retrieving (and thinking about) those very
positively-valenced memories.

Collectively, the three papers in this special session provided
new insights about the psychological mechanisms underlying con-
sumers’ memory for emotional experiences and emotionally-
valenced information about a product, brand, or company. The set
of papers led to an interesting debate about what types of memory-
related mechanisms consumer research has neglected and should
focus on in future research. The papers contribute to an emerging
research area that is relevant to the diverse interests of many ACR
members: consumer memory, cognitive processes, consumer emo-
tions, consumer decision-making and intertemporal choice. We
hope that the presentations and discussions sparked new thoughts
within the audience about the underlying mechanisms of time
preferences, choice over time, and the role of memory in these
impacting consumer choices.

This session presented a diverse set of ideas. Kathryn Braun-
LaTour, the session discussant, provided an overview of how the
three papers inform and qualify the findings of previous research,
as well as noting some of the ways in which the three papers offer
diverging perspectives on the common theme of the session. The
discussant then engaged the audience by inviting questions, com-
ments and ideas for future research.

LONG ABSTRACTS

“The Delayed Effects of Affective States on Memory-Based
Decisions and Judgments”

John G. Lynch, Nader Tavassoli, and Stacy L. Wood
This research looks at the role of emotion and mood on

memory-based decisions. A very large literature has grown up in
consumer research and psychology on the role of affective states on
decision making. But the overwhelming majority of studies have
examined stimulus-based decisions rather than memory-based de-
cisions. However, in many situations judgments are delayed and
based on information retrieved from memory (e.g., Alba, Hutchinson
and Lynch 1991; Chattopadhyay and Alba 1988; Lynch and Srull
1982). In those situations, attitudes are based on a search for
relevant information in memory (Feldman and Lynch 1988;
Tourangeau and Rasinski 1988) or on a global attitude that is
retrieved when this is accessible in memory (Allport 1935; Lingle
and Ostrom 1979; Petty and Cacioppo 1981). We ask the question
of how affect experienced at time 1 influences memory-based
decisions at time 2.

Classic studies by Schwarz and Clore (1983) demonstrate that
irrelevant affect can influence concurrent (but unrelated) evalua-
tions. Such effects rely on nonconscious influences—when indi-
viduals explicitly assess their mood state, evaluations are not
impacted by mood. In the Schwarz and Clore paradigm, partici-
pants asked on rainy days to assess their life satisfaction reported
significantly lower scores than participants asked on sunny days,
however asking participants about the weather prior to asking the
life satisfaction question (thus, making its dampening/brightening
influence salient) corrected the bias. More recently, Albarracin and
Kumkale (2003) found that irrelevant mood influences evaluations
only at a moderate degree of attention to affective states—individu-
als must pay enough attention to note a mood state, but not so much
that they discount it as irrelevant. Clearly, such findings are of
importance to marketers where feelings may be both accessible and
diagnostic evaluative information (Pham 1998).

One of the key characteristics of previous research is that the
mood is always present at the time the attitude object is evaluated.
This has important implications in situations where environmental
characteristics (e.g., free coffee at the car dealership, mood induced
by an ad’s programming context) may have a disproportionate
impact on product or ad. Surprisingly, the Schwarz and Clore
paradigm of irrelevant mood effects has not been explored for
delayed judgments, when the irrelevant affect is no longer present
in the environment. Are such effects ephemeral, linked to specific
stimulus-based evaluations?  Thus, our major theoretical question
is whether irrelevant affect influences a delayed attitude, either as
part of a stored attitude or as a peripheral influence that is retrieved
for a memory-based evaluation.

We discuss results from two studies. These mirror Schwarz
and Clore’s experimental procedure with two important additions.
First, we use a product evaluation framework. Second, we use two
evaluative episodes (stimulus- and memory-based). In all condi-
tions, we first show participants a short science program that is
ambiguous in nature and has both good and bad features. Next, we
manipulate mood by asking participants to write about a positive or
negative customer service situation that they recently encountered.
(We conducted a pretest of this mood manipulation to ensure that
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the task can successfully induce both positive and negative mood.)
This order (program, then mood manipulation) makes mood irrel-
evant for any subsequent evaluation of the science program. After
the writing task, half the participants rate their mood state, making
salient the role of the writing task in influencing mood. Crossed
with this manipulation, half of the participants are asked to evaluate
the science program. In other words, 25% of the participants rate
both their mood and the program, 25% rate only their mood, 25%
rate only the program, and 25% rate neither during the first
evaluative episode. Two days later, all participants return to evalu-
ate the science program during a second evaluative episode (for
some participants this was the first time they evaluated the program
and for some it was the second).

This experimental design allows us to investigate whether the
effect of irrelevant affect is integrated with a global attitude in
memory (for participants that evaluate the science program in both
episodes) and whether irrelevant mood at exposure affects memory-
based judgments (for those who only evaluate the program in
episode two).

“Retrieval Inhibition in Emotional Picture Recall”
Jo Ann Sison and Mara Mather

One of the major issues in memory is the question of retrieval
inhibition, that is, why the recent retrieval of information may
interfere with the ability to recall other associated information also
in storage. Retrieval inhibition as a result of partial-list cuing is
usually demonstrated with semantically-associated word lists. The
typical experimental paradigm uses a list composed of words from
several semantic categories. A partial list of items from one of those
categories is then presented, and the presentation of this partial list
appears to inhibit the retrieval of the remaining items from that
category. The goal of this study was to examine if cuing the retrieval
of a partial list of emotionally-valenced pictures would produce a
similar inhibition for the remaining, similarly-valenced pictures.

In this study, participants viewed 60 emotionally-valenced
pictures (20 positive, 20 negative, and 20 neutral pictures) from the
International Affective Picture System (Lang, Bradley, & Cuthbert,
1997). Participants were randomly assigned to one of two cue
conditions in which they were cued to retrieve 10 pictures from a
single valence type (positive or negative) by seeing a word phrase
that corresponded to a picture (e.g., “puppies”). Participants were
instructed to visualize the picture that matched each word phrase
and then the actual picture was displayed. Participants in the control
condition did a series of 10 word completion problems instead of
the cue task. After a delay, all participants recalled the pictures
initially viewed.

Not surprisingly, pictures were more likely to be recalled later
if they were included in the cued retrieval session than if they were
not. Of primary interest was whether providing cues of a valence
type affects recall of the remaining items of that type relative to the
control (no cue) condition. A 3 (condition: positive, negative, and
no cue) X 3 (item type: positive, negative, and neutral) mixed-factor
ANOVA with non-cued item recall as the dependent measure
yielded a significant interaction for item type and condition, F(4,
142)=23.38, p<.001, which indicates that valence-specific retrieval
inhibition was observed for participants cued with positive or
negative pictures. For example, when cued to retrieve half of the
positive pictures, participants recalled fewer of the remaining
positive pictures relative to control participants who saw no cues.
These positively cued participants had no decrement in recall of
either negative or neutral picture items. Participants in the negative
cue condition experienced a similar inhibition in recall of the
remaining negative pictures, but recall for positive and neutral
pictures was also unaffected.

In summary, retrieving some emotional pictures impairs re-
trieval of other similarly-valenced pictures. This finding has many
interesting implications. For example, if an advertising campaign
succeeds at getting consumers to retrieve some positive features of
a product, they should, as expected, be more likely to later remem-
ber those positive features than if they had not seen the advertise-
ments. But the advertisements may also have the unintended
consequence of making consumers less likely to later remember
other positive features of the product. Furthermore, our study
suggests that among the non-retrieved product features, it will only
be the positive ones that will be inhibited—and that the likelihood
of recalled negative or neutral features will remain unchanged.

“Strategic Memory Protection in Choice over Time”
Gal Zauberman and Rebecca K. Ratner

Research on decision making over time has noted three dis-
tinct sources of utility (pleasure or pain) from an experience: utility
from anticipation (or dread), utility as the experience unfolds, and
utility from memory (e.g., Elster and Loewenstein, 1992). The
current work examines the last component, utility from memory,
and explores whether individuals’ desire to preserve special memo-
ries can influence which experiences they choose to repeat.

Research on autobiographical memories and nostalgia indi-
cates that memories can be an important source of life satisfaction
(Singer and Salovey, 1993). Our work investigates whether people
seek to protect such memories. Our key hypothesis is that when
people are making repeated decisions about what experiences to
consume over time, they do not simply want to repeat experiences
that were favorable in the past (contrary to a simple reinforcement
model). We propose that they also consider the extent to which
repeating parts of a particularly special experience will threaten to
overwrite earlier special memories. Three studies provide support
for this prediction.

In experiment 1, MBA students were asked either to describe
a particularly special experience or a pleasant but not a particularly
special experience. Participants then were asked to imagine that
they had the opportunity to go back to the same place (i.e., where
they had the experience) with a different person, and to rate how
likely they were to go back and to explain why. People were less
interested in returning to a place where they had a particularly
special evening out than to a place that was pleasant but not
particularly special. Content analyses of the open-ended data indi-
cate that significantly more people used memory words (e.g.,
“memory” or “remember”) or described strategic memory protec-
tion when writing about a special experience compared to a pleasant
experience. Those who mentioned strategic memory protection
were significantly less interested in returning than those who did not
mention the desire to protect special memories. Significantly more
participants in the special-experience condition said that in no
circumstances would they want to go back to the same place than in
the pleasant-experience condition.

In experiment 2, we follow up on a finding in study 1 that
participants wanted to go back to a special place only with the same
person (i.e., so that the new experience would be as similar as
possible to the original experience). Participants in Study 2 reported
whether they would go back to a place where they had a special
experience with either 1) the same person or 2) different person than
the one they’d been with initially. They were also asked how
favorable they think that the second experience would be compared
to the first experience. Participants were more interested in return-
ing with the same person than with a different person, even
controlling for how favorable they think the experience will be.
This is consistent with the idea that they are more willing to repeat
an experience when they are less likely to have new experiences
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very different from the original ones (i.e., which might interfere
more with their memories).

Experiment 3 tests the hypothesis that people anticipate being
more upset if they go back with the same person to the same place
and have a bad experience than they would be if they have a bad
experience with the same person in a different situation. Partici-
pants described a special experience and imagined that they had
return to the same [different] place with the same [different] person,
and that this experience was not as good due to bad weather. The
predicted Person X Place interaction emerged: People expected
disappointment to be greater if with the same person and the bad
second experience is at the original special place than at a new
place; for the different person, they don’t anticipate different levels
of disappointment at the same vs. different place.

We conclude that the desire to preserve special memories is an
important component of choice over time that has been neglected in
earlier research. Strategic memory protection does not, of course,
apply to every decision, and is likely to come up only when
considering unique and extremely positive experiences. Although
these experiences are not common, they are very likely to be highly
important to our long term life satisfaction and sense of self (Singer
and Salovey, 1993).
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