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Much research has found that positive affect facilitates increased reliance on heuristics. However, evolutionary theories focusing on

distinct evolutionary fitness-enhancing functions of positive emotions predict important differences among different positive states.

Two experiments investigated how four positive emotions influenced the processing of persuasive messages. Results showed that

amusement and enthusiasm facilitated more heuristic processing, consistent with previous research. However, the positive emotions of

awe and nurturant love produced more systematic processing consistent with predictions from our model. Mediation analyses

suggested that the effects distinguishing different positive emotions from a neutral condition were best accounted for by different

mediators, rather than by a common mediator.
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SPECIAL SESSION SUMMARY

Positive Emotions Are Like a Box of Chocolates: Without Identifying the Different Flavors
You Never Know What Behavior You’re Going to Get

Lisa Cavanaugh, University of Southern California, USA
Barbara Fredrickson, University of North Carolina, USA

SESSION OVERVIEW
How might different types (flavors) of positive emotions

differentially influence consumption behavior? Many consump-
tion decisions are driven primarily by a desire to cultivate positive
emotional experiences for ourselves and for others. Despite the
importance of positive emotions to marketing, researchers know
relatively little about how or why specific positive emotions may
influence behavior in different ways. For example, previous re-
search shows that positive emotions can influence consumers in
both favorable ways (e.g., increased helping and improved prob-
lem-solving; see Isen 2001; Isen 2008 for reviews) and unfavorable
ways (e.g., increased stereotyping and shallow processing; see
Cohen, Pham, and Andrade 2008 for a review). But to date little
attention has been given to whether these effects may vary system-
atically across different positive emotions. The papers presented in
this symposium investigate how and why different positive emo-
tions influence consumer behavior in distinct ways.

This symposium bridges theoretical perspectives on positive
emotions (i.e., appraisal, broaden-and-build, and evolutionary) to
argue that positive emotions are more complex than consumer
researchers have assumed to date. Together they present evidence
and develop theory to explore why specific positive emotions
uniquely impact consumers’ judgments and behaviors across a
range of consumption contexts important to marketing researchers.

Cavanaugh, Bettman, and Luce demonstrate that dimensions
of positive emotional appraisal help to explain how specific posi-
tive emotions broaden consumers’ thought-action repertoires in
unique ways. They demonstrate dissociations among positive emo-
tions characterized by problem-solving (e.g., hope), social connec-
tion (e.g., love and gratitude), and control (e.g., pride) appraisals
using both manipulated and measured emotions. These specific
types of positive emotions differentially influence effortful behav-
iors (e.g., considering more choice options and engaging in envi-
ronmental actions) as well as socially conscious behaviors (e.g.,
behaviors benefiting distant others and donations to international
relief).

Building on this theme, Algoe, Haidt and Gable examine
other-praising positive emotions (e.g., gratitude, elevation, admira-
tion). The authors present new data on the distinct situational
appraisals and cognitive consequences of other-praising emotions.
Across lab and field studies, this research demonstrates the impor-
tance of eliciting appropriate positive emotions for particular con-
sumer contexts (e.g., gift-giving) and for producing desired effects
for firms and service providers (i.e., promoting lasting relationships
with both new and established consumers).

Griskevicius, Shiota, and Neufeld draw on an evolutionary
approach to examine discrete positive emotions. They examine
how specific positive emotions influence cognitive processing in
the context of advertising and persuasion. In particular, they predict
and find that certain positive emotions (e.g., amusement) lead to
more heuristic processing while other positive emotions (e.g., awe)
lead to more systematic processing of messages. This research
helps to elucidate discrepancies in the literature regarding the
relationship between positive emotion and consumer processing.

 In keeping with the conference theme “A World of Knowl-
edge At the Point of Confluence,” the papers in this session bring

together distinct theoretical perspectives on emotion (i.e., ap-
praisal, broaden-and-build, and evolutionary theories), which are
likely to inspire much interest and debate. A rich discussion of these
findings on the differential effects of positive emotions will be led
by Barbara Fredrickson. As the Principal Investigator of the Posi-
tive Emotions and Psychophysiology Lab at the University of North
Carolina and author of a 2009 book entitled Positivity, Dr.
Fredrickson is a leading expert on positive emotions. Fredrickson
has suggested that positive emotions serve a unique function—
broadening thought and action tendencies and building enduring
resources (Fredrickson 1998; 2001; 2009). In this symposium, she
will share her expertise and unique insights on the role of positive
emotions in consumer behavior research and facilitate discussion in
a twenty-minute segment. This symposium is likely to appeal to
researchers interested in emotion and decision-making as well as
transformative consumer research. The research presented contrib-
utes to our understanding of how and why consumers behave the
way they do in the domains of brand relationships, gift-giving,
donation behavior, socially conscious consumption, advertising
and persuasion. These findings have important implications for
marketers, individual consumers, and society.

EXTENDED ABSTRACTS

“Feeling Good and Doing Better: How Specific Positive
Emotions Differentially Influence Consumer Behavior”
Lisa A. Cavanaugh, University of Southern California, USA

James R. Bettman, Duke University, USA
Mary Frances Luce, Duke University, USA

Many consumption decisions are driven by a desire to culti-
vate positive emotional experiences for ourselves and others.
Marketers, likewise, go to great lengths to engineer positive emo-
tional experiences for consumers. However, researchers lack a
clear understanding of the distinct behavioral consequences of
different positive emotions.

We build on appraisal theory (Lerner and Keltner 2000, 2001;
Raghunathan and Pham 1999; Smith and Ellsworth 1985) and the
broaden-and-build theory of positive emotions (Fredrickson 1998,
2001) to understand the influence of different positive emotions on
consumption behaviors. The broaden-and-build theory suggests
that all positive emotions function similarly to broaden momentary
thought-action repertoires. Instead, we argue that specific positive
emotions broaden in distinct ways based on differences in apprais-
als. In particular, we use both manipulated and measured (disposi-
tional) emotions to show that certain positive emotions may broaden
a consumer’s sense of self while others may broaden a consumer’s
efforts or consideration set.

In study 1, we characterize positive emotions in terms of new
appraisal dimensions. The results show that positive emotions can
be reliably distinguished along multiple appraisal dimensions,
including two new dimensions: social connection (sense of connec-
tion to others) and temporal focus (focus on past, present, future).
Notably, the dimensions that explain the greatest amount of vari-
ance among these positive emotions are different from the dimen-
sions used previously to understand important differences in nega-
tive emotions. Specifically, we find that problem-solving (sense of
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needing to expend energy or effort) and social connection (sense of
connectedness to others) best distinguish among the positive emo-
tions considered.

 Studies 2–5 were designed to test whether the patterns of
appraisals established in Study 1 enable prediction of differential
effects of positive emotional experience, using specific emotions
that are manipulated (studies 2 and 3) and positive emotional blends
that are both measured (study 4) and manipulated through televi-
sion commercials (study 5). We hypothesize that two different
forms of broadening—broadened sense of self versus broadened
consideration—will be triggered by different positive emotions,
namely emotions high in social connection (e.g., love and gratitude)
for broadened sense of self and emotions high in problem-solving
(e.g., hope and interest) for consideration and effortful actions. We
also introduce a new methodology accounting for the extent to
which a consumer regularly experiences an array of positive emo-
tions to develop appraisal dispositions characterizing the chroni-
cally active appraisal dimensions for that consumer. Thus, the
appraisals underlying specific positive emotions can be used not
only to predict consumers’ momentary emotional states but also to
predict patterns of behavior linked to the specific emotions that a
consumer experiences regularly.

In study 2, we test our hypothesis that a high social connection
positive emotion (love) but not a low social connection positive
emotion (hope) will lead to a broadened sense of self and hence
more socially conscious consumption behaviors benefiting distant
others, with this difference dampened or eliminated for behaviors
benefiting close others. As predicted, we find an emotion by social
distance interaction on likelihood of engaging in socially conscious
consumption behaviors. Specifically, momentary love increases
intentions to engage in socially conscious behaviors benefiting
distant others significantly more than hope. In contrast, love and
hope have identical effects on behavior benefiting close others, i.e.
above those in the neutral emotion condition. Significant moder-
ated mediation demonstrates that appraisals of social connection
mediate the relationship between emotion and behavior for distant
but not close others.

In study 3, we test our hypothesis that specific positive
emotions can lead to opposite effects within the same consumption
context, i.e. in response to a fundraising appeal. We predict and find
that a high perceived control emotion (e.g., pride) will lead donors
to prioritize restricted (vs. unrestricted) monetary gifts more than a
social connection emotion (e.g., love) and that a high social connec-
tion emotion (e.g., love) will lead donors to prioritize international
(vs. domestic) relief more than a high perceived control emotion
(e.g., pride).

Since emotional blending (i.e., experiencing multiple positive
emotions concurrently) is particularly common among positive
emotions, studies 4 and 5 examine positive emotional blends based
on dimensions of appraisal. In study 4, we examine how combina-
tions of dispositional positive emotions form appraisal dispositions
which chronically influence consumption behavior and lead to
distinct forms of broadening. In study 4, we predict and find
evidence of a double dissociation such that positive emotions
characterized by problem-solving (but not social connection) lead
to broadened consideration (considering more options and more
information seeking) and those characterized by social connection
(but not problem-solving) lead to more socially conscious con-
sumption behaviors benefiting distant others—two distinct forms
of broadening. Simultaneous regression models based on the social
connection and problem-solving appraisal disposition scores showed
that different appraisal dispositions lead, as hypothesized, to these
different types of broadening.

Study 5 predicts and finds that momentary positive emotional
blends (based on positive emotional appraisal types) can similarly
influence behavior. Participants who viewed a television commer-
cial characterized by a problem-solving emotional blend (hope and
interest) subsequently committed to more effortful environmental
actions (e.g., bringing canvas bags to the grocery store; unplugging
appliances not in use) than those who viewed a commercial depict-
ing a social connection blend (love and gratitude). Mediation
analysis shows that appraisals of problem-solving explain the
relationship between positive emotional blend type and engage-
ment in such actions.

In sum, five studies show that different positive emotions
broaden in different ways and that different types of broadening
foster different types of consumption behaviors. These results are
among the first to characterize the different effects of distinct
positive emotions. They provide the first empirical demonstration
of differential broadening. We also introduce new appraisal dimen-
sions useful for distinguishing among positive emotions and the
new concept of appraisal dispositions as a means for characterizing
chronic patterns of emotion and appraisal tendencies that influence
consumption.

“Opportunity Knocks: Other-Praising Positive Emotions in
Action”

Sara B. Algoe, University of North Carolina, USA
Jonathan Haidt, University of Virginia, USA

Shelly Gable, UC Santa Barbara, USA
Emotions mark moments and reliably coordinate humans’

adaptive responses to common environmental situations that have
arisen across millennia. New research and theory suggests that this
characterization of emotions applies equally well to positive and
negative emotions (e.g., Fredrickson & Branigan 2005). However,
whereas scientists have a robust understanding of the form and
function of distinct negative emotions like fear, anger, and disgust,
relatively little is known about the form and functions of distinct
positive emotions. This is despite the fact that positive emotions are
experienced more frequently than negative emotions in daily life
(e.g., Fredrickson 2009; Fredrickson and Losada 2005), and despite
the fact that consumers crave, seek, and shape their lives to find
positive emotional experiences.

A critical environmental factor in the experience of human
emotion involves our social nature. Humans are often inspired and
touched by the actions of others, triggering a range of positive
emotional responses that have implications for behavior (Algoe and
Haidt 2009). Drawing on theory from emotion and relationship
science, we present data to document the distinct form and function
of three positive emotions from the “other-praising” family: eleva-
tion, admiration, and gratitude. We then focus on specific positive
emotions (e.g., gratitude) to illustrate the importance of eliciting the
right appraisals (i.e., in gift-giving) to produce the desired effects
promoting relationships with new and established consumers.

We first provide data to highlight key theoretical differences
between moral elevation, admiration, and gratitude. These data
document spontaneously-generated behavioral intentions that make
each other-praising emotion distinct from joy, and each distinct
from the other. As “other-praising” emotions, each emotion may
help to enhance the reputation of the target (i.e., the praiseworthy
other), but each appears to have unique form and function (Algoe
and Haidt 2009).

Next, we present data from two experiments (studies 1 and 2)
designed to demonstrate the distinct appraisal and motivational
patterns of two other-praising emotions: moral elevation and admi-
ration. Participants were randomly assigned and exposed to the
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emotion manipulation (elevation/ admiration/ amusement) in each
of two ways: a standardized video clip viewed in the lab, and then
for a three-week period they completed reports each time they
experienced the type of situation to which they were assigned. As
predicted, results from each study showed distinct appraisals for
each other-praising emotion, distinct patterns of emotional re-
sponse, and distinct patterns of motivation.

In Studies 3 and 4, we hone in on a specific other-praising
emotion particularly relevant to firms and service providers (e.g.,
relationship marketing) and consumer choice (i.e., gift-giving):
gratitude. In these studies, we illustrate how understanding the
situational appraisals that produce a given emotion help us better
understand subsequent consumer beliefs and behavior. Simply
receiving a gift is not enough to produce the emotion of gratitude.
The actual emotional response is what matters in the coordination
of the desired behavior.

In study 3, we present a field study suggesting that experienced
gratitude has important and long-term implications for building
loyalty and lasting relationships between new consumers and firm
employees (Algoe, Haidt, Gable 2008). In this study, we explore the
dynamics and implications of gift-giving among new brand ini-
tiates (i.e., sorority sisters) during an annual tradition on college
campuses. In this study, new members of a sorority, who received
a variety of benefits (i.e., a series of gifts) from a specific benefactor
over the course of four days, reported their appraisals and emotional
response to receiving each benefit (i.e., gift). The results show that
beyond liking for and cost of the benefit, the perception that the
benefactor was responsive to the needs and wishes of the recipient
in the provision of the benefit robustly predicted gratitude. For the
first time, these data show that, beyond cost/benefit analyses,
gratitude entails perceptions of a benefactor’s understanding, vali-
dation, and caring. Mostly notably, these findings have remarkable
long-term implications for the relationship with the benefactor. In
fact, follow-up measures show that the recipient’s gratitude expe-
rienced during gift-giving predicted the benefactor’s feelings about
the relationship one month later regardless of time spent together.

In study 4, we provide evidence that effective expression of
gratitude predicts consumers’ feelings of relationship satisfaction
and connection in long-term relationships as well (Algoe, Gable,
and Maisel in press). To illustrate how essential other-praising
emotions are to meaningful real-world outcomes, we examine their
role in long-term relationships as well. Study 4 measured emotions
and change in relationship quality in people with already estab-
lished relationships. Specifically, we wanted to see what experi-
enced gratitude could add in an already established relationship.
Members of couples independently reported their emotional re-
sponses to interactions with their partners that day and then pro-
vided daily ratings of relationship quality for two weeks. Using
multilevel modeling to pair couple-members’ responses and assess
change over time, a participant’s gratitude predicted a partner’s
increased feelings of satisfaction with and connection to the rela-
tionship from the previous day. These finding held for men and for
women, and controlled for several alternative explanations. As a
contrast, the emotion of indebtedness, which is also associated with
repayment behavior and so theoretically could build a relationship,
was not associated with increased relationship quality when in-
cluded in the same models. Thus, everyday gratitude appears to
work as a booster shot for these relationships. In sum, a costly
benefit is not enough; you need to get the appraisals and the specific
positive emotion right to produce desirable relationship effects.

In just the past few years, evidence has accumulated that all
positive emotions are not “happiness.” Instead, emotions like
admiration, gratitude, and elevation have distinct forms and func-

tions. These studies demonstrate that these emotions are differen-
tiated in everyday life, and that they work in specific ways to change
beliefs about the praiseworthy characteristics of the target, shape
motivations to interact with the target and the world, and can have
lasting impact on relationships, with implications for building
customer loyalty and mutually beneficial relationships. Under-
standing the basic functions of specific positive emotions and
specific types of positive emotions is important to unlocking their
potential.

“Why Different Positive Emotions Have Different Effects:
An Evolutionary Approach to Discrete Positive Emotions

and Processing of Persuasive Messages”
Vladas Griskevicius, University of Minnesota, USA
Michelle N. Shiota, Arizona State University, USA
Samantha Neufeld, Arizona State University, USA

Imagine you’re watching a pleasant television program. The
program may be a travel show featuring awe-inspiring natural
wonders, or an animal program about baby animals; it may be a
sitcom that makes you laugh, or a highly anticipated sporting event.
At some point during the program, you’re likely to encounter a
commercial message intended to persuade you. Given that any of
these programs will elicit positive feelings, are you likely to process
the persuasive message more carefully or more carelessly than if
you felt no emotion at all?

The answer to this question might initially appear simple:
Much research already shows that positive affect leads people to
process messages in a more heuristic or careless manner. In the
present series of experiments, we examine the complexity layered
upon this general effect and address some of the mechanisms
behind this complexity. Whereas traditional approaches have ex-
amined the influence of affective valence on cognition, our ap-
proach emphasizes differences among the likely evolutionary,
fitness-enhancing functions of discrete emotions of the same va-
lence, and suggests that emotions of the same valence can have
quite different consequences.

Although positive emotion was long considered a single
construct, researchers have begun to offer functional definitions of
specific varieties of positive emotion, whereby different positive
emotions facilitate fitness-enhancing responses to distinct types of
opportunities (e.g., Keltner et al. 2006; Kenrick and Shiota 2007;
Fredrickson 1998; Griskevicius et al. 2009). In the current research,
we assessed the impact on processing of persuasive messages of
four functionally distinct positive emotions described in previous
literature (e.g., Keltner et al. 2006): amusement, enthusiasm,
nurturant love (i.e., compassion), and awe.

Amusement is the positive emotion experienced during social
or cognitive play, including humor. Play behavior and the experi-
ence of humor are both associated with a distinctive “drop-jaw”
smile and/or laughter, expressions that promote social bonding by
letting down one’s guard and signaling social support. Enthusiasm
serves primarily to facilitate the acquisition of material resources
and rewards such as food. For example, consider the feeling
experienced when smelling the preparation of a delicious dinner, or
the feeling of excitement after overhearing that you might be getting
a raise. Enthusiasm draws attention to predictable associations
among cues of reward, the experience of reward, and behavioral
strategies for acquiring rewards.

Nurturant love (sometimes referred to as compassion) is the
feeling of love and concern for another’s well-being, typified by
one’s emotions when seeing an infant, small child, or baby animal.
This positive emotion serves to motivate nurturant and care giving
behavior, such as attending closely to the target’s needs and
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protecting the target from possible harm. Awe is the feeling of
wonder and astonishment experienced in the presence of something
novel and difficult to grasp. Prototypical elicitors of awe include
panoramic views, works of great art, and others’ remarkable ac-
complishments. This positive emotion serves to facilitate new
schema formation in unexpected, information-rich environments.
Accordingly, awe leads people to shift their awareness away from
day-to-day concerns and toward current incoming information.

The first goal of the current research was to investigate the
effects of these four positive emotions on the processing of persua-
sive messages. This question was addressed by developing and
validating two different methods to elicit the positive emotions, and
by assessing the emotions’ influence on persuasive message pro-
cessing using two well-established paradigms. In Study 1, emotions
were elicited by having participants write about a personal emo-
tional experience with a prototypical elicitor of a specific positive
emotion and processing was assessed via the classic “comprehen-
sive exams” paradigm. In Study 2, emotions were elicited by
reading a short story depicting prototypical elicitors of a specific
positive emotion, and processing was assessed via another method
involving a different type of attitude topic and heuristic cue (see
Tiedens and Linton 2001).

In both experiments, we found that the positive emotions of
enthusiasm and amusement enhanced heuristic processing, consis-
tent with traditional findings on the influence of positive affect.
Participants induced to feel either of these two emotions were more
easily persuaded by a weak argument that had persuasive heuristic
cues than those in a neutral control condition. In fact, a closer look
at previous studies indicates that researchers have generally used
“positive affect” manipulations targeting one or more of these
emotions: watching a funny video clip, which elicits amusement;
receiving a gift of candy, which likely elicits enthusiasm.

In contrast, when individuals were in the positive emotional
state of awe (e.g., seeing a breathtaking panorama for the first time)
or nurturant love (e.g., seeing a cute, vulnerable child), they were
significantly less persuaded by weak arguments than people in an
emotionally neutral state—an effect that suggests systematic pro-
cessing (e.g., Tiedens and Linton 2001). Overall, we found that
positive affect can produce more heuristic or more systematic
processing than an emotionally neutral state, depending on the
specific positive emotion that is elicited in the person.

We additionally examined whether the effects of different
positive emotions were accounted for by a common mediator or by
different mediators. To address this goal, we investigated whether
several of the positive emotions were associated with different
cognitive appraisals (Tiedens and Linton 2001), or with different
patterns of thoughts about the persuasive message. We did not find
that certainty–or any other single appraisal dimension–adequately
explained our pattern of findings. Also, no single aspect of thoughts
about the persuasive message adequately explained the pattern of
positive emotion effects. Instead, meditational analyses suggest
that enthusiasm, amusement, nurturant love, and awe each affect
persuasion through a somewhat different mechanism, some of
which are yet to be established empirically. This is consistent with
the evolutionary perspective driving our research, which defines
each emotion as a fitness-enhancing package of cognitive, physi-
ological, and behavioral responses to a prototypical eliciting situa-
tion. Different emotion packages may include some overlapping
elements, but no single element (such as an appraisal dimension) is
expected to account for the effects of all emotions.
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