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Drawing on the feeling-as-information mechanism, this research examines the differential informational role of two positive discrete

emotions, beyond valence, for consumer judgments. Proposing emotion congruency bias effects, this research suggests that a match

between felt emotion and the emotional appeal of a product would generate more favorable evaluations toward the product relative to

a mismatch. The results of two studies suggest that travel products with adventurous (versus serene) offerings are more favorably

evaluated under excitement than under serenity. Furthermore, this research shows that such an enhanced evaluation under a match vs.

mismatch happens via heightened estimates of the occurrence of product offerings.
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EXTENDED ABSTRACT
In conceptualizing how affect plays an informational role, the

valence of affect, such as positive or negative, has been of focal
interest. Although the differential role of positive versus negative
affect has been well documented as a mechanism accounting for
people’s different behaviors or decisions (depending on the valence
of the affect), and has been proven useful for our understanding as
to how human cognition and affect interplay, many questions are
still unanswered. Will sad people behave in the same manner as
angry people, assuming both are equally negative? Or, will excited
consumers prefer a trip to an amusement park as much as consumers
experiencing a peaceful mood, given the same degree of positivity?
Actually, the significance of the specificity of emotions has been a
bit neglected, in favor of the parsimony of research programs.

Inasmuch as the same positive or negative affect serving as an
informative cue is context-dependent, distinct emotions within
positive or negative mood can carry different informational values,
depending on how well the context can be understood with the
prevailing mood state. Since discrete emotions (of the same va-
lence) are associated with their unique meanings respectively and
are followed by different types of appraisal, or the accessibility of
semantically congruent information that matches those emotional
states (Lazarus 1991), it appears to be plausible that incidental
emotions (beyond positive or negative valence) can influence how
people incorporate discrete emotions in generating evaluative judg-
ments. In fact, an exploration into the premise that discrete emo-
tions have distinct effects on people’s judgments has only begun
recently.

For example, by adopting appraisal theories of emotion,
Lerner and Keltner (2001) show that angry people express optimis-
tic risk estimates and make risk-seeking choices while anxious
people express pessimistic risk estimates and make risk-averse
choices. Similarly, DeSteno et al. (2000) show that sad individuals
believe that sad events are more likely to occur than angering
events, whereas angry individuals believe that angering events are
more likely to occur than sad events. These findings reflect the
notion that sadness being experienced in the moment is used as
input for coloring one’s environment as a sad place and influences
the likelihood of sad events occurring. In the same vein, momentary
feelings of anger are used as a cue indicating one’s environment as
a place full of angering events, which then affects the likelihood of
angering events occurring.

Following that it is the match with the current domain of
concern, rather than the emotional valence or congruence in a
general sense, that determines the information that is given process-
ing priority, we reason that a match between felt emotion and the
emotional appeal of a product will generate more favorable evalu-
ations toward a product. This prediction is based on theorizing that
consumers will better empathize with product claims when they are
in the same emotional vein (e.g., feelings of excitement), which will
lead them to believe that the product will surely give them the
claimed benefits (e.g., adventure). Consequently, people are ex-
pected to find certain messages or product claims as more convinc-
ing or appealing in the matching versus the mismatching condition.

Two experiments were conducted to test the above hypoth-
eses. Study 1 aimed to assess whether a match versus a mismatch

between emotional state and product appeals yields differences in
evaluation by participants whose ambient emotions differ. To
accomplish this goal, we employed a 2 (Emotion: excited vs.
peaceful) × 2 (Product: adventurous vs. serene) between-subjects
design and measured participants’ evaluations of a target object
when the overtones associated with distinct emotions varied. The
results from study 1 provided support for our hypothesis. More
specifically, we found that people’s evaluations toward travel
products in the form of advertisements depend on a match versus a
mismatch between an individual’s emotional state and emotional
appeals of a product. When the travel destination was described as
a place full of adventurous offerings, people showed more favor-
able attitudes toward the destination under excitement than under
serenity. Conversely, when the same destination was depicted as a
place full of serene offerings, people showed more favorable
attitudes toward the destination when people felt peaceful than
when they felt excited.

In a follow-up study, we further investigated the mechanism
underlying the emotion congruency bias observed in study 1. In
evaluating a product built on emotional benefits, people may
(implicitly) ask themselves “how would I feel if…” and can get a
direct answer from their current emotional state. Specifically, when
there exists a match, people may increase their likelihood estimates
of a matching emotional benefit, as people tend to infer how they
would feel from how they are feeling in the moment. On the other
hand, when there exists a mismatch, what people infer from their
current emotion can actually play a disturbing role, in that their
current emotion blocks people’s imagery regarding the proposed
product’s emotional benefits. Thus, it is predicted that the positive
impact of a match (vs. a mismatch) will influence people’s evalu-
ations via enhanced estimates of the occurrence of product benefits.
The results from study 2 confirmed this premise. Specifically, by
using structural equation models, we showed that individuals
experiencing a specific emotion are more likely to believe events
associated with their emotions prevail in their environment: as a
consequence, they make more positive evaluations of products
whose nature is more consistent with their emotional states, as those
products are expected to reflect corresponding emotions that are
promised from their consumption. Thus, study 2 replicates the
results of study 1 and further determines the underlying process that
explains the emotion congruency bias for positive discrete emo-
tions.

Taken together, these findings add to the emergence of emo-
tion specificity and fluency effects as factors affecting consumer
judgments. In addition, the managerial implications from the cur-
rent research can be important, in that that firms have an opportunity
to make use of mood to their advantage by employing tactics in
advertisements and interpersonal sales designed to enhance con-
sumers’ emotional states, in combination with positioning deci-
sions.
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