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Five studies demonstrate that people hold naive beliefs about the transience of emotion, which along with their current mood

determine whether they make choices that reflect self-regulation or mood-regulation (e.g., dieters choose apple vs. chocolate). Feeling

happy, people engage in self regulation if they believe that emotion is stable (vs. transient). In contrast, people feeling unhappy engage

in self regulation if they believe that emotion is transient (vs. stable). These effects are obtained with measured and with manipulated

beliefs; they occur only when the theories pertain specifically to emotion; and making the lay theories salient attenuates the effects,

suggesting that the effects occur outside of conscious awareness.
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SYMPOSIA SUMMARY

On the Metacognition of Emotions: What I Think about How I Feel
Aparna A. Labroo, University of Chicago, USA

Anirban Mukhopadhyay, University of Michigan, USA

SESSION OVERVIEW
Session Objective: It is a central tenet in social psychology and

consumer research that emotions are used as inputs in judgments
and decisions. However, twenty years after the How Do I Feel
(HDIF) heuristic was introduced, there is a growing realization that
a variety of metacognitive factors might determine the exact man-
ner in which such affective influences operate. The purpose of this
special session is to present current research that investigates such
factors, and to provide an integrative platform for a discussion of
fruitful research directions.

Overview: Much research has demonstrated that people use
feelings as inputs into their judgments and decisions. Indeed, the
great interest in this field has served to establish several robust
findings (cf. Schwarz and Clore 1988; 2007). However, one ques-
tion that remains only partially addressed pertains to the universal-
ity of the HDIF heuristic—do individuals always use their feelings
as inputs to their judgments, and in the same manner each time? The
four papers in this session attempt to answer this question by
demonstrating that metacognitive considerations such as percep-
tions of trust, confidence, and implicit theories may moderate both
when and how feelings are used as inputs to judgment and decision-
making.

Papers: As mentioned, the four papers in this session all
propose that the manner in which feelings are used as inputs
depends on a set of higher-order, metacognitive considerations.
Essentially, factors determining the applicability and nature of felt
emotions should guide the manner in which these emotions influ-
ence judgments. In the first paper, Avnet and Pham suggest that
trust in ones feelings impacts the degree to which people rely upon
their feelings in judgments. Their results indicate that the influence
of affect on judgment depends on the momentary trust that people
have in their feelings, and this trust moderates the influence of affect
only when cognitive resources are available. In the second paper,
Briñol, Rucker, and Petty examine how metacognitive confidence
can both affect emotions and be influenced by emotions. Across
two sets of findings they show first that emotions are affected by the
confidence present at the time of an emotion inducing event, and
then that emotions can influence persuasion by affecting confi-
dence in one’s thoughts. In the third paper, Labroo and
Mukhopadhyay demonstrate that people have implicit theories
about the transience of emotions which determine whether they
make choices that reflect mood-improvement or self-regulation.
People who believe emotions are transient engage in self-regulation
when unhappy but in mood-improvement by opting for hedonic
options when happy. In contrast, people who believe emotions are
stable choose self-regulation when happy but mood-improvement
when unhappy. Finally, Schwarz, Xu, Song, and Cho present an
integrative overview of two decades of feelings-as-information
research, specifically, the roles of metacognitive experiences and
naïve theories as sources of information.

Contribution: These papers have several important findings
that shed light on the question of how and when effect is incorpo-
rated into judgments and decisions. Avnet and Pham demonstrate
that emotions are used in judgments if people feel they are appro-
priate, and can be trusted. In related work, Briñol et al. demonstrate
that similar metacognitive assessments can shape confidence in the
feelings themselves. Labroo and Mukhopadhyay then show that the

manner in which emotions are applied depends on the lay theories
that people have about their transience. Finally, Schwarz et al.
present an integrative overview not just of these three papers, but
the area as a whole. Taken together, these papers constitute a
significant step in the study of the metacognitions of emotion. All
papers include multiple completed studies that have not been
presented at ACR before. The session is structured such that
Norbert Schwarz, a pioneer in this field, will present an integrative
overview model that incorporates aspects of the other three papers,
thereby going well beyond the traditional role of discussant.

EXTENDED ABSTRACTS

“Metacognitive and Nonmetacognitive Influence of Affect In
Judgment”

Tamar Avnet, Yeshiva University
Michel Tuan Pham, Columbia University

A growing body of evidence suggests that the effects of beliefs
and thoughts on judgment depend not only on the evaluative content
of these beliefs and thoughts, but also on various metacognitive
considerations about these beliefs and thoughts (e.g., Petty, Brinol,
and Tormala 2002). We hypothesize that people invoke similar
metacognitive considerations with respect to their feelings. In
particular, the reliance on feelings may be regulated by a
metacognitive assessment of whether one’s feelings should be used
in a given judgment rather than by a sole concern for judgmental
efficiency. Our main hypothesis is that the reliance on feelings in
judgment depends on the momentary trust that people have in their
feelings at the time of judgment—a trust that arises from a
metacognitive assessment based on multiple considerations. We
suggest that the first stage of metacognitive processing requires a
cognitive awareness of feelings. Without this awareness the assess-
ment of trust cannot be performed. Therefore, the metacognitive
assessment of feelings should depend on the availability of process-
ing resources. If sufficient resources are available, feelings will
tend to influence the decision in a reflective manner. If resources are
unavailable, feelings will tend to influence the decision more
mindlessly, without much appreciation for the trustworthiness of
the feelings.

The purpose of this research is to provide a better understand-
ing of when and why people rely on their feelings in judgment.
Results from four studies suggest that an increased reliance on
feelings seems to reflect a fairly strategic process whereby people
perform a metacognitive assessment asking if they should use their
feelings and draw conclusions from the level of trust they experi-
ence in their feelings. Results also confirm that processing re-
sources are required to perform this metacognitive assessment.

In all four studies trust was manipulated using a procedure
adapted from Schwarz and colleagues (1991). The rationale behind
this procedure is that when people are asked to generate informa-
tion, they monitor not only the content of the information they
generate but also the ease with which this information is generated.
People draw inferences that are consistent with the implications of
accessible content when generation of content is experienced as
easy. However people draw inferences that are contrary to the
implications of accessible content when generation of content is
experienced as difficult. In our studies respondents were asked to
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describe either 2 (high trust condition) or 10 (low trust condition)
situations in which they trusted their feelings to make a judgment.
It was expected that the ease respondents felt when identifying 2
versus 10 such situations would affect their momentary trust in their
feelings. This manipulation was validated in a pretest.

The purpose of study 1 was to show that people reflect on the
use of their feelings in judgment and that the level of trust in feelings
would affect the reliance on feelings in the evaluation process. After
being primed for either high or low trust in feelings, respondents
were asked to express their attitude toward the issue of reading
based on a British TV commercial praising the virtues of books. To
manipulate respondents’ subjective affect toward the issue (hold-
ing the TV commercial constant), we varied the pleasantness of the
musical soundtrack of the commercial. Consistent with our theory,
we found that the pleasantness of the commercial’s soundtrack had
more influence on attitudes when respondents experienced high
trust in their feelings than when they experienced low trust in their
feelings.

The purpose of study 2 was to test the reliability and generality
of study 1’s findings, using an incidental mood manipulation of
feelings toward the target. After manipulating trust as in study 1,
respondents’ mood state was manipulated. Respondents were then
asked to evaluate a book based on a synopsis. Results showed that
respondents who were primed to trust their feelings were more
influenced by their mood states in their evaluations than respon-
dents who were primed not to trust their feelings. This result
suggests that the metacognitive assessment of feelings applies to
feelings in general, including to incidental feelings arising from a
mood state.

The purpose of study 3 was to test the proposition that (a)
assessing the diagnosticity of feelings from a metacognitive stand-
point requires a significant amount of processing resources, and (b)
if sufficient resources are unavailable, people rely on their feelings
without much consideration to the diagnosticity of the feelings.
Using study 1’s manipulation of integral feelings, the influence of
these feelings was compared across 3 conditions representing
different combinations of respondents’ momentary trust in their
feelings and the availability of processing resources (controlled
through a cognitive load manipulation). Results confirmed that
under high resource availability, respondents replicated the results
of study 1. However, under low trust with limited resource avail-
ability, respondents behaved differently. These respondents relied
on their feelings without much consideration to these feelings’
diagnosticity, and therefore were influenced by the commercial’s
soundtrack despite being primed not to trust their feelings.

The purpose of study 4 was to test the robustness and general-
ity of the results of study 3 using an incidental mood manipulation
of respondents’ feelings toward the target. As in study 3, the effects
of the manipulation of affect were compared across three condi-
tions. Replicating the results of study 2, respondents’ evaluations
were more influenced by their mood when they were primed to trust
their feelings than when they were primed not to trust their feelings.
In contrast, under conditions of limited resource availability, evalu-
ations were influenced by mood even though they were primed not
to trust their feelings, replicating the results of Study 3.

Based on our results, it is proposed that the reliance on feelings
in judgment often involves a metacognitive assessment of whether
one’s feelings should be used in judgment. It is conjectured that the
reliance on feelings in judgment operates in two different ways: a
reflective way that involves a metacognitive assessment of the
diagnosticity of the feelings when resources are available, and a
non-reflective way that is insensitive to the diagnosticity of the
feelings when resources are unavailable.

“Metacognition and Emotion: The Dynamics of Emotions
and Confidence”

Pablo Brinol, Universidad Autonoma de Madrid
Derek Rucker, Northwestern University

Richard Petty, Ohio State University
A significant amount of research confirms emotions play a

critical role in consumers’ response to persuasive efforts (Petty et
al. 2001) and behavior more generally (Pham 2007). In this talk, we
examine the role of emotions in consumer behavior from a
metacognitive perspective. The idea of meta-cognition relies on the
distinction between two types of cognitions: primary and second-
ary. Primary thoughts are those that occur at a direct level of
cognition such as “I feel very happy today.” Following a primary
thought, people can also generate “secondary cognitions” or thoughts
which involve reflections on the first level thoughts (e.g., “I am not
very certain about how well I am feeling today”). Thus, metacognition
can be thought of as second order thoughts, or thoughts about one’s
primary thoughts.

Perhaps one of the most important meta-cognitive judgment
consumers’ can make is with respect to the confidence one has in
one’s beliefs (Alba and Hutchinson 1989; Gross, Holtz, and Miller
1995). We present two research findings converging on the impor-
tance of meta-cognition in relation to confidence. Specifically, we
focus on how emotions can be affected by confidence at the meta-
cognitive level and how emotions can affect confidence at the meta-
cognitive level. Taken together, we offer a novel theoretical frame-
work based on meta-cognition to understand the role of emotions in
consumer behavior.

Confidence Can Shape Emotions. Extensive research has
shown that when people think about personal experiences of
emotion they report feeling in line with those past episodes. That is,
our emotions are affected by the thoughts we generate. In our first
set of findings, we examined whether confidence can moderate the
influence of those thoughts in affect. We predicted that the confi-
dence associated with one’s emotional thoughts would influence
the experience of emotion. To examine this, participants were asked
to write about recent situations in which they felt happy or sad. After
describing their emotional episodes, and as part of an apparently
unrelated study, we manipulated confidence by asking participants
to think about situations in which they had felt confidence or doubt
in their thinking (see Briñol, Petty, and Tormala 2004).

Those who generated instances of confidence became more
confidence of the validity of their previously induced emotional
thoughts than those who generated instances of doubt. Thus,
participants who wrote about past events of happiness reported
feeling happier when they were induced to have confidence in those
emotional thoughts (confidence condition) than when they were
induced to doubt those emotional thoughts (doubt condition).
Conversely, participants who wrote about past events of sadness
reported feeling sadder when they were induced to have confidence
versus doubt in their emotional thoughts. Viewed differently, this
interaction between the mood and confidence inductions revealed
that the direction of the primary emotional thoughts only influenced
the affective state reported by confident participants. In a second
experiment, we replicated these findings using a different manipu-
lation of confidence based on an ease of retrieval paradigm (e.g.,
Tormala, Petty, and Briñol 2002). In this experiment we expected
and found that the confidence induced by ease (vs. difficulty)
affects not only the reported experience of emotion but the reliance
on one’s emotion in actual judgments.

Emotions Can Affect Thought Confidence. In the second set of
findings, we examined whether the relationship between emotion
and confidence could be reversed, such that emotions could influ-
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ence confidence in one’s cognitions. This signifies a situation
where primary cognitions are influenced by emotional secondary
thoughts. Indeed, according to appraisal theories, one of the critical
dimensions along which emotional experience varies is the cer-
tainty-uncertainty dimension (Smith and Ellsworth 1985). For
example, happiness is often accompanied with greater confidence
than sadness (Clore, Gasper, and Garvin 2001; Tiedens and Linton
2001). If mood can influence confidence, people in a happy mood
should be more reliant on their thoughts than people in a sad mood.
As a consequence, mood might increase or decrease persuasion
depending on the direction of the thoughts generated in response to
the advertisement. That is, attitudes should reflect the valence of
thoughts to a greater extent when participants are placed in a happy
mood following the ad as opposed to a sad mood because happy
mood would increase reliance on the generated thoughts.

We tested this logic in a series of experiments. In the first
experiment, participants received an ad composed of strong or
weak arguments. This manipulation was intended to influence the
direction of the thoughts generated with more favorable thoughts
toward the message after the strong rather than the weak message
(Petty and Cacioppo 1986). Then, as part of an ostensibly unrelated
study, participants’ mood was manipulated by asking them to write
down personal experiences in which they felt happy or sad. Follow-
ing the mood induction, participants reported their attitudes toward
the proposal of the ad. Consistent with predictions, we predicted
and found that mood interacted with argument quality to influence
persuasion. Participants exposed to a strong ad (thus generating
predominately favorable thoughts) showed greater attitude change
with positive mood than negative mood. However, participants
who were exposed to the weak version of the ad (thus generating
mostly unfavorable thoughts) showed greater persuasion with
negative than positive mood. Viewed differently, this also indicates
that the effect of argument quality on attitudes was greater with
positive than negative mood. Of importance, a second experiment
in which participants reported the confidence they had in their
thoughts revealed that differences in confidence mediated our
observed effects. Furthermore, thought confidence induced by
mood influenced attitudes only under high elaboration conditions.

Contributions and Conclusions. Taken together, the present
findings significantly advance our understanding of the role of
emotions in consumer behavior. In particular, while past research
has examined emotion at the primary level of cognition, the present
research demonstrates important advantages from taking a meta-
cognitive perspective in examining emotions. Specifically, not
only are consumers’ emotions affected by metacognitive confi-
dence, but emotions can also affect metacognitive confidence. This
provides a number of interesting insights for future research.

“The Effect of Mood and Lay Theories of Emotion on Self
Regulation”

Aparna Labroo, University of Chicago
Anirban Mukhopadhyay, University of Michigan

Over their lifetimes, most people want to improve their lives,
be healthy, succeed professionally in the future, and grow to
become better, kinder, and nobler individuals, for example by being
more charitable. In the moment, most people also want to improve
their mood, eat foods that are tasty and not necessarily healthy, relax
rather than agonize about their everyday professional endeavors,
and avoid exposing themselves to negative information about the
unfortunate circumstances of others who need help. This choice, of
whether to pursue self regulation or to pursue mood regulation,
poses a dilemma for most individuals: should one accept short-term
pain and exert self-control to accomplish self improvement or
should one pursue mood improvement? What determines the choice

that people finally make, and what role does a person’s current
mood play in this decision?

Previous research on mood poses an apparent contradiction in
addressing the effects of mood on self-control. On the one hand,
some researchers have suggested that mood is a signal of the extent
of goal progress (Carver and Scheier 1998; Hsee and Abelson
1991). Thus, a positive mood signals that adequate goal progress
has been made and efforts can now be conserved, a negative mood
signals that more effort is required. In self-improvement tasks,
unhappy participants therefore outperform happy participants. In
contrast, other researchers have attested that positive (vs. a nega-
tive) mood is a resource that facilitates self regulation (Raghunathan
and Trope 2002). More recently, Fishbach and Labroo (2007)
demonstrated that a positive mood lowers the threshold for adopt-
ing any goal that is accessible, and that happy participants do more
of self regulation or mood regulation based on whatever goal is
accessible, but question remains regarding what determines goal
importance and which goal will be seen as more important? In the
current research, we propose that people have lay theories about
emotion transience and whether they choose a goal of self improve-
ment or of mood improvement depends on the lay theory of emotion
transience and the current mood.

We draw on research on implicit theories which suggests that
people have naïve beliefs about the nature of intelligence and self-
control—that they are malleable (changeable) or fixed (unchange-
able; cf. Dweck 1999; Mukhopadhyay and Johar 2005). These lay
theories have been shown to differentially influence goal-directed
behavior. We propose that people similarly have beliefs about
emotion, that emotion is relatively malleable (changing) or fixed
(unchanging), which influence their self-control efforts and the
kinds of goals (self improvement or mood improvement) they
choose to follow. In particular, we propose that people who implic-
itly believe that emotion is malleable (transient) choose mood
management (over self improvement) when they are feeling a
positive (vs. a negative) mood. That is, because malleable theorists
believe that emotions will pass, they believe that effort is required
to improve ones mood feeling positive (otherwise it will pass) and
effort is not required to improve ones mood feeling negative (it will
pass). In contrast, people who implicitly believe that emotion is
fixed choose mood management (over self improvement) when
they are in a negative (vs. positive) mood. This is because if emotion
is fixed (stable), effort must be invested into mood improvement
when one is in a negative mood (it will not pass on its own), and
effort need not be invested into mood management when one is
feeling good (it will not pass on its own). For example, consumers
who are malleable theorists should choose healthy foods when
feeling unhappy but tasty foods when feeling happy, because the
currently experienced emotion will pass by on its own. In contrast,
consumers who are fixed theorists should choose healthy foods
when feeling happy but tasty foods when feeling unhappy, because
the current emotion will not pass by itself.

Five experiments provide support to these arguments. In
experiment 1, we primed lay theories of emotion by appropriately
adapting passages used by Dweck and her colleagues to prime lay
theories of intelligence, and induced mood by having participants
write about a happy or unhappy life event. In a second, unrelated
task, participants read an ad appeal for Save the Children and stated
an amount of donation to the charity. As predicted participants
primed with malleable emotion theory self-regulated and donated
more when they were feeling unhappy (vs. happy). In contrast,
participants primed with fixed emotion theory self-regulated and
donated more when they were feeling happy (vs. unhappy). Experi-
ment 2 conceptually replicated this effect. We induced mood by
exposing respondents (all dieters) to line drawings of smiling
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versus frowning faces and then primed emotion theory by asking
respondents to color the face with a thick tip sharpie or a thin micro-
tip pen. We expected that participants coloring the drawing with a
thick (vs. thin) tip pen would misattribute the transience of the task
to transience of the emotion. That is, participants coloring a smiling
(frowning) face with a thick-tip pen would feel that happiness
(unhappiness) is transient. Participants coloring a smiling (frown-
ing) face with a thin-tip pen would feel that happiness (unhappi-
ness) is lasting. All respondents subsequently chose between a
healthy apple and a high calorie chocolate bar. As expected,
participants who used the thick-tip pen chose chocolate more often
when they colored a smiley vs. frowney face. In contrast, partici-
pants who used the thin-tip pen chose chocolate more often when
they colored a frowney vs. smiley face.

Experiment 3 replicated the effect observed in experiments 1
and 2, but with measured lay theories. Respondents who tended to
agree with items stating that emotions are transient exerted more
self-control (choosing an apple over chocolate, donating more to
charity) when feeling unhappy (vs. happy). Fixed theorists exerted
more self-control (choosing an apple over chocolate, donating more
to charity) when feeling happy (vs. unhappy). Interestingly, when
their beliefs were made salient through a misattribution manipula-
tion, respondents corrected for their choices and the differences
were no longer observed. Experiment 4 further tested whether the
lay theories are about emotions in particular or about transience/
stability in the world in general and found evidence in support of the
former. Experiment 5 demonstrated that lay theories are about
emotion transience in an alternative way. Taken together, these thus
studies provide clear evidence that people have lay theories about
emotion transience, and the accessibility of those theories along
with the current emotion that consumers are feeling interactively
determine their choices of whether they choose to manage their
mood or to exert self-control efforts.

“From Feelings to Judgments: Constructing Heuristics on
the Spot”

Norbert Schwarz, University of Michigan
Jing Xu, Peking University

Hyunjin Song, University of Michigan
Hyejeung Cho, University of Texas, San Antonio

Two decades of feelings-as-information research have shown
that people draw on their feelings (moods, emotions, bodily sensa-
tions, and metacognitive experiences like fluency of perception and
ease of recall) as sources of information (for a recent review see
Schwarz and Clore 2007). This is not the case when the feeling is
attributed to an unrelated source (e.g., Schwarz and Clore, 1983;
Schwarz et al., 1991), thus undermining its informational value.
Moreover, the weight given to feelings depends on their perceived
relevance to the task at hand; for example, feelings receive more
weight in hedonic than utilitarian judgments or when choosing for
the self rather than another (see Pham 2004). In addition, people
don’t rely on their feelings when they think they can’t trust them
(e.g., Avnet and Pham, this session). All of these assessments of the
informational value of feelings involve the application of naïve
theories of affective processes, which bear on the relevance of the
feeling to the task at hand. However, the importance of naïve
theories goes beyond these assessments and naïve theories are
central to a very basic but largely ignored question: Which informa-
tion does a given feeling convey?

A growing body of findings indicates that the same feeling can
result in different, and sometimes opposite, conclusions. We trace
this malleability to the role of naïve theories that link the feeling to
the target of judgment. Specifically, we assume that people hold
multiple naïve theories about feelings (as illustrated below). Which

of these theories is recruited depends on the judgment task and other
contextual influences. Application of a given theory entails an
explanation of the feeling in terms of a specific cause; this renders
the feeling nondiagnostic for inferences that require a different
theory, entailing a different cause.

As an example, consider naïve theories about the metacognitive
experience of ease of recall. People assume, for example, that it is
easier to recall examples when (i) there are many in the world or (ii)
when they have high expertise in a domain. To manipulate experi-
enced ease of recall, participants in one of our studies listed few
(easy) vs. many (difficult) fine restaurants. When first asked how
many fine restaurants there are, they inferred a higher frequency
from ease, replicating the usual finding predicted by Tversky and
Kahneman’s availability heuristic; but when first asked about their
expertise, they inferred high expertise from ease of recall. Note,
however, that this initial inference of expertise entails an attribution
of ease to expertise, which renders the experience uninformative for
a subsequent frequency judgment–after all, experts should be able
to recall examples even if there aren’t that many in the world.
Participants now turned to the content of recall and inferred a higher
frequency after listing many rather than few examples, resulting in
higher frequency estimates under conditions of difficult recall. This
observation reverses the classic availability pattern. Conversely, an
initial inference of high frequency entails an attribution that renders
the experience uninformative for later judgments of expertise–after
all, if there are many restaurants, even non-experts can recall a few.
As a result, participants now inferred higher expertise after listing
many rather than few examples, again reversing the pattern.

Other experiments extend this conceptual logic from
metacognitive experiences to the inferences drawn from moods and
bodily sensations. Throughout, the findings highlight (i) that infer-
ences from feelings are guided by naïve theories about the processes
that give rise to feelings; (ii) that applicable theories are recruited
by the judgment task; and (iii) that application of a given theory
entails an attribution of the feeling that changes its informational
value for tasks that require the application of alternative naïve
theories.
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