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The purpose of this study is to compare the difference between the affective responses of the consumer in the long and short term

concerning services consumption. An experiment was carried out considering the variations in emotions and sentiments concerning

the webmail account used by the respondents. The results showed discrimination between emotions and sentiments as well as

variations of these affective responses to the stimuli applied. Furthermore, the results indicated that sentiments tend to be more stable

(they suffer less influence) in terms of situational aspects. The variations of negative emotions were more intense than those of

negative sentiments. These results were not repeated for the modifications of positive affective responses.
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be tested as moderators. We use industry-manufactured ads as our stimuli. Following our review, we first propose the following hypotheses
and research questions regarding message presentation.

H1: Combined text and voice message presentation mode will be more effective than text or voice only.
H2: Voice only message presentation will be more effective than text only message presentation.
RQ1: Is text only presentation mode more effective than no presentation mode?

Because it is not clear whether responsibility messages in 15-second ads will differ in effectiveness from those in 30-second ads, we
ask the following:

RQ2: Is there a difference in message effectiveness between 30-second ads and 15-second ads?

Responsibility messages last for approximately three seconds for both length formats, and make up 10 percent and 20 percent of the
total length respectively for 30 and 15-second ads. It is possible that higher percentage of the total length will be more effective.

It is important to note that in the current experiment, message effectiveness will be measured in more than one way (i.e. message recall
as well as drinking intentions). Hence it is possible that even coherently and effectively presented message might actually not have any
impact on individual’s responsible drinking behavior. Quite the contrary, exposure to alcohol advertising may overweight the warning
message and lead to higher degrees of drinking intentions.

Since there is a potential for responsibility message effectiveness to have a positive effect on manufacturer’s perceived social
responsibility and good will, we ask:

RQ3: Is there a relationship between message effectiveness and perceived corporate responsibility?

The follow-up experiments will use similar 4 x 2 designs to specifically investigate the effectiveness of primacy and recency
placement strategies.
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Short-Term and Long-Term Affective Responses: A Comparison between Emotions and
Sentiments

Paulo H M Prado, Federal University of Parana, Brazil

Affective responses have been presented in academic literature as important elements in the study of consumer behavior as they
influence the evaluation, memory and judgment processes (Gardner, 1985). Some studies have sought to demonstrate that affective
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responses have a significant impact on the assessment of consumer satisfaction, revising the theories that are restricted only to cognitive
responses (Oliver, 1997; Fournier, 1998). The aim of this study is to compare the difference between affective responses of the consumer
in the long and short term concerning consumption, contributing towards providing a more accurate definition of them. As shown in the
consumer behavior literature, studies that have been done in this respect treat the different affective responses as just “emotions” in an
indistinct and limited way, as they believe that the differences between each of the constructs are very subtle (Oliver, 1989; Prado, 2004).
According to the authors of cognitive theories, such as Ortony et al (1988), an emotion can be defined as a short-term affective reaction
to a specific object. For Lazarus (1991), emotions reflect a constant change in the environment-person relationship and their origin stems
from evaluating a subject according to the level of importance of a particular event to a person’s well-being. Bagozzi et al. (1999) define
emotions as a mental state of readiness that comes from the cognitive assessments or thoughts about an event. A sentiment represents a
disposition to respond emotionally to a specific object in the long term; it is a disposition that transforms non-emotional events into
emotionally loaded ones (Frijda; Mesquita, Sonnemans; Van Goozen, 1991). Thus, it consists of an evaluation framework that includes
relevant concern with the object. Sentiments are dispositional emotions (Shand, 1922, Arnold, 1960). They are affective schemes, with
the same structure as emotions (Fiske, 1922).

In the data collection procedure, the respondents were initially asked to indicate their main webmail provider. They were then asked
to indicate their Sentiments about it, in a reduced version of the CES (Higgins, 1997) with 24 items on a 10-point scale (from Nothing
to Extremely). They were asked about what happened when they last accessed their webmail provider (in a two line sentence), and then
they indicated their emotional state at that moment, using the same scale. Both scales are the same based on the premise of Frijda &
Mesquita (2000), in which the dimensionality of the two constructs is the same. Having answered the first part of the questionnaire, the
participants were randomly exposed to a stimulus related to their webmail provider, one of low intensity (You must re-enter your personal
information because it has been lost. Please re-enter it to continue using our services) and another of strong intensity (All your information
has been lost, both your personal information and your stored e-mail messages. Please re-enter your personal information to continue using
our services). The stimuli were tested to verify their discrimination power. Once again, the respondents were asked to indicate their
emotions and their sentiments, using the same scales. The total sample involved 378 respondents, a suitable number for the necessary tests
for the purposes of the study.

The constructs were analyzed initially to examine their dimensionality with an EFA, and their validity with a CFA. The results showed
the grouping of positive and negative dimensions for sentiments before and after, with adequate internal consistence in both cases. For
emotions, the dimensionality was a little diverse, despite positive and negative being separated. A similar result was found for the emotions
reported after the introduction of the stimulus.

The strongest stimulus caused an increase of negative affections and a decrease in positive affections, as expected. In the case of
Positive Sentiments, there was a significant fall in the average (Xbefore=4.81 for Xafter=3.31; t=12.882; p<0.0001). For Negative
Sentiments, there was a significant increase on average (Xbefores=2.11 for Xafter=4.28; t=-15.114; p<0.0001). For Positive Emotions,
there was a significant fall in the average (Xbefore=4.04 for Xafter=2.51; t=13.642; p<0.0001). For Negative Emotions, there was a
significant increase in the average (Xbefore=1.99 for Xafter=6.15; t=-32.832; p<0.0001). The results showed that the variation of the
responses for emotions before and after were greater than for sentiments.

For the evaluation of the variation of Negative Sentiments, we saw that the before-after effect was significant (F=92.72, p<0.001).
But the relationship between the weak and strong stimuli did not produce statistically different results (F=1.92, p=0.166), as well as the
interaction between the two factors (F=2.015, p=0.156).

Considering the variation of negative emotions, we found that the before-after effect was significant (F=910.90. p<0.001).
Furthermore, the relationship of the weak and strong stimuli was (F=37.21, 0<0.001). The interaction between them was also significant
(F=28.58, 0<0.001).

For the evaluation of the variation of Positive Sentiments, we saw that the before-after effect was significant (F=92.72, p<0.001).
But the relationship between the weak and strong stimuli did not produce statistically different results (F=1.92, p=0.166), as well as the
interaction between the two factors (F=2.015, p=0.156).

Considering the variation of Positive Emotions, we saw that the before-after effect was significant (F=122.16, p<0.001). Meanwhile,
the relationship between the strong and weak stimuli was not shown to be statistically significant (F=0.035, p=0.852), like the interaction
between the two factors (F=0.121, p=0.728).

In conclusion, the results showed discrimination in the measurement of emotions and sentiments, as well as variations of these
affective responses to applied stimuli. This difference suggested that they are different concepts, although they are grouped under one large
category in literature. The results also indicated that sentiments tend to suffer less influence from situational aspects. The variations in
negative emotions were more intense than those of negative sentiments. This result was not repeated for the modifications of the positive
affective responses. In part, this result may be explained by the nature of the stimulus (mostly negative), and by the asymmetric effect of
the losses and gains on the responses of consumers.
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Will Dangling the Carrot Make them Eat it? An Exploration of Children’s Perceptions
Towards Rewards for Healthy Food

Katherine Prater-Racicot, University of Sydney, Australia
Teresa Davis, University of Sydney, Australia

Catherine Sutton-Brady, University of Sydney, Australia

This study explored children’s experiences with and perceptions towards rewards for food. This study explores how children
perceived rewards for healthy food. A Consumer Socialization framework (Roedder-John, 1999) was applied to understand how a child’s
consumer socialization stage influences their perceptions towards the attributes of concrete and abstract rewards. Phenomenological
interviews were used to gain understanding of children’s perspectives and enabled the identification of the attributes of rewards which
are most persuasive in influencing children’s healthy food choices.
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The Impact of Mood on Consumer Choice: Compromise or Not?
Cheng Qiu, University of Hong Kong, Hong Kong, China

This research investigates how mood influences consumer choice among a low-end option, a middle (compromise) option, and a high-
end option. Previous research suggests that mood may affect consumer judgment through different mechanisms (Schwarz and Clore 2007)
which bear different implications for the present research. One possibility is that mood may have motivational impact which drives
consumer choice. Happy consumers may wish to maintain their pleasant feelings whereas unhappy consumers may seek mood-lifting
opportunities (Isen 1984). In this case, consumers are more likely to choose the compromise option if they are in a good mood than if they
are in a bad mood (Lin, Yen, and Chuang 2006). This is because the compromise option is perceived to be a safe choice (Simonson 1989).
Such a low-risk choice may contribute to maintaining a good mood while at the same time entail less mood-lifting potential than a high-
risk one (Nygren et al. 1996; Raghunathan and Pham 1999).

A second possibility is that mood may signal how benign or problematic the environment is and influence information processing
(Schwarz and Clore 2007). Happy consumers tend to process information in a top-down manner, which may facilitate seeing the
relationship among the options and their respective mood-management property. Happy consumers may therefore be more attracted by
the compromise option than those in a neutral mood. When consumers are in a bad mood, however, they tend to process information in
a bottom-up manner based on an assessment of individual product features. When this happens, consumers may be less likely to see the
relationship among the options and the corresponding mood-management potential. Rather, they may be more sensitive to negative
product features than to positive ones, and give the former more weight in their decisions (Adaval 2001). In this case, the low-end option
may be assessed most negatively in terms of quality whereas the high-end option may be assessed most negatively in terms of price. Greater
weight given to these negative features may lead unhappy consumers to shun the low-end and high-end options, resulting in choosing the
compromise option more often than those in a neutral mood. Thus, consumers in both positive and negative moods may be inclined to
choose the compromise option.

Further, this research proposes that the first possibility is more likely to occur when mood clarity is high, whereas the second
possibility is more likely to occur when mood clarity is low. This is because for the mood-lifting motivation to guide consumer decision,
consumers need to assess their current mood and forecast future mood after choice (Andrade 2005). Thus, when consumers have higher
(lower) clarity about their current mood, they may be more (less) likely to act in accordance with a mood-lifting motivation. In the previous
research demonstrating the first possibility (Lin, Yen, and Chuang 2006), participants assessed their mood before they made the choice,
which may have enhanced mood clarity. In the study reported below, participants did not assess their mood until after making product
choices. We expect that the relatively low mood clarity may yield a different pattern of findings as suggested by the second possibility.

Experiment
The experiment had a 3 (mood: positive vs. neutral vs. negative) x 2 (justification for choice: provided vs. not provided) between-

subjects design. The latter factor was added to show a boundary condition where the predicted mood effect would diminish if people were
induced to deliberate over their decisions and make easily justifiable choices.


