
 

 
 
 
 
ASSOCIATION FOR CONSUMER RESEARCH 

 
Labovitz School of Business & Economics, University of Minnesota Duluth, 11 E. Superior Street, Suite 210, Duluth, MN 55802 
 
 
Mood Influence on the Valuation of Multiple Gains and Losses

Dorothea  Schaffner, HSW Lucerne School of Business, Switzerland 
Pragya  Mathur, New York University 
Durairaj  Maheswaran, New York University 
Andreas  Herrmann, University of St. Gallen, Switzerland 

 
An experiment tests predictions on the influence of mood and information processing on the valuation of segregated versus integrated

gains and losses. The results confirm that mood-management goals determine information processing and preferences only if the

valence of mood (i.e. positive mood) is incongruent with the valence of a stimulus (i.e. a negative event such as a loss). Incongruence

elicits heuristic information processing, triggering a preference for segregated gains and integrated losses, respectively. If the valence

of mood and stimuli are congruent, subjects show a lower preference for an integration of losses or a segregation of gains.
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EXTENDED ABSTRACT
The present research studies subjective valuation focusing on

people’s preferences for integrating or segregating multiple gains
and losses. For example, we investigate whether a gain of $200 in
a lump sum is perceived as preferable to two segregated gains of $90
and $110. Preferences for integration or segregation are of interest
because they reflect basic valuation processes. Inspired by Kahneman
and Tversky’s prospect theory (1979) a considerable body of
literature investigates preference formation when people evaluate
multiple gains or losses and comprehensively describes the prefer-
ence patterns that result from hedonic evaluation processes (Linville
and Fischer 1991; Thaler 1985; Thaler and Johnson 1990): People
typically prefer segregated gains and integrated losses (Thaler,
1985). However, the prospect theory is relatively silent about the
information processes that are employed for valuation and does not
differentiate among determinants of value (Payne and Bettman
2004; Rottenstreich and Shu 2004). And although a growing body
of research is devoted to the influence of mood on information
processing, rather less attention has been paid to these influences in
the context of the valuation of multiple gains and losses.

This research seeks to enhance the understanding of the
influence of mood on preferences for segregated versus integrated
gains and losses. Moreover, the heuristic-systematic model (Chaiken
1980; Chaiken 1989; Chen and Chaiken 1999) is employed to shed
light on the information processing strategies that underlie prefer-
ence formation in the context of valuation.

Extensive literature confirms that mood states influence infor-
mation processing strategies and subsequent judgment and deci-
sion making (e.g. Bless et al. 1996; Martin et al. 1993; Schwarz and
Bless 1991; Wegener et al. 1995). Principally, this research differ-
entiates between informational goals (Bless et al. 1990; Bless et al.
1996) and mood-management goals (i.e. the desire to maintain
positive or to repair negative mood states) (Wegener and Petty
1994; Wegener et al. 1995). While informational needs are found to
induce systematic information processing, mood-management goals
are suggested to trigger heuristic processing. In this sense, people
face a complex dilemma between informational needs and mood
management motives (Wegener et al. 1995). However, evidence on
how the dilemma is solved and on the conditions that lead to the
different effects of mood remains inconclusive.

Because of these inconsistencies in previous research the
present research proposes the hedonic valuation hypothesis to
predict the influence of mood on information processing and
preferences for segregated versus integrated gains and losses. The
hedonic valuation hypothesis attempts to reconcile mood-manage-
ment theories (e.g. Raghunathan & Corfman, 2004; Wegener et al.,
1995) defining the conditions determining mood-management goals.

The hedonic valuation hypothesis posits that a valuation by
sadness and a valuation by happiness are both guided by mood-
management goals. However, we propose that the mood-manage-
ment goal is only elicited if the valence of the initial mood (i.e.
negative) is incongruent with the valence of an event (i.e. a gain).

Sadness is associated with pessimism and depression and
signals that something is amiss and induces the goal to seek for
pleasurable stimuli to repair the negative affective state when
evaluating a gain (Parrott & Sabini, 1990; Raghunathan & Trope,
2002). Therefore, when evaluating a gain, sad people are predicted

to seek the more pleasurable outcome of segregated gains, process-
ing information in a heuristic way.

Because gains do not threaten the positive mood of happy
participants they do not sense a need to manage their mood.
Therefore, happy people elaborate the information on gains by
employing a more systematic way of information processing
(Wegener et al., 1995), resulting in a lower preference for segrega-
tion. Recent research corroborates with that notion, suggesting that
positive moods cause people to me more creative (Martin et al.,
1993), to be more efficient in problem solving (Isen et al. 1987), and
to bring more information to mind than negative moods (Mackie
and Worth 1991).

The reversed logic applies for losses. The hedonic valuation
hypothesis proposes that because losses threaten a positive mood,
happy participants process the according information in a heuristic
way (Wegener et al., 1995) and choose the less upsetting option, an
integration of losses.

Sadness, in contrast, is related to depression and greater
pessimism, leading to a preference for passivity (Raghunathan &
Corfman, 2004). The hedonic valuation hypothesis proposes the
preference for passivity causes sad people to process information
on losses with neither acknowledging the heuristic cue, nor pro-
cessing the information in a systematic way, resulting in a low
preference for integration or segregation.

To test these predictions an experiment comprising 90 sub-
jects was conducted. Confirming predictions based on the hedonic
valuation hypothesis, results convey that mood-management deter-
mines information processing and preferences only if the valence of
the mood (e.g. negative mood such as sadness) is incongruent with
the valence of the event (e.g. a positive event such as a gain). This
incongruence elicits a heuristic information processing and a prefer-
ence for segregated gains and integrated losses, respectively. The
interaction of a positive mood and a positive event – on the one hand
– induces systematic processing, resulting in a relatively low
preference for a segregation of gains. On the other hand, the
interaction between a negative mood and a negative event leads to
no specific mode of information processing, resulting in a relatively
low preference for integrated losses.

This study extends past research by defining the conditions
(incongruence between valence of mood a stimulus) that elicit
mood management goals. Additionally, the present research adds to
the existing knowledge on the conditions of mood influence on
information processing. In the context of the valuation of gains and
losses mood-management motives (Raghunathan & Corfman, 2004;
Wegener & Petty, 1994; Wegener et al., 1995) seem to be more
influential than the informational function (Bless et al., 1996) that
mood conveys. Further, the present research helps to enhance the
understanding of the psychology of valuation and the value func-
tion of the prospect theory (Kahneman & Tversky, 1979), showing
that valuation depends for a large part on feelings.
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