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In three studies we demonstrate how a consumer's power influences their response to negative brand information. Power affects how

consumers weight external information, high power people place less weight on external information than do low power people. Using

source credibility and thought confidence manipulations we are able to demonstrate that the weight that consumers attach to negative

information is dependent upon power, and this in turn influences brand evaluations.
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that in an organic food context, a focus on personal health versus environmental health is important. In our next study, we are exploring the 
mechanism that helps explain these results.  Second, we believe the results of this study can inform practitioners in the design of better or-
ganic food messages (e.g., labels). Finally, consumers’ can also better understand the often overlooked forces that impact their daily purchase 
attitudes and decisions.
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As consumers have increasing access to multiple sources for product information (e.g., blogs, television, news outlets, etc.), the ability 
to manage negative publicity becomes increasingly difficult. Prior research has demonstrated that consumers place more weight on negative 
than positive information in forming judgments (Eagly and Chaiken, 1993) showing that negative publicity can cause substantial harm. For 
example, the recent events surrounding British Petroleum’s oil spill in the Gulf of Mexico have led to detrimental effects on the brand. 

We know that negative publicity can be damaging for brands ((Menon et al. 1999; Tybout et al. 1981). Surprisingly, little research has 
focused on characteristics of the message recipients and how they might influence responses to negative publicity (Ahluwalia, Unnava and 
Burnkrant, 2000; Monga and John, 2008). In this vein, we examine the effect of consumers’ power on responses to negative publicity. Power 
is an important characteristic to study, as it is ubiquitous and highly malleable. In many instances throughout our daily life, we may be shifting 
between a high power (e.g., meeting with a subordinate) and a low power (e.g., meeting with a boss) mindset. Aside from these situational 
variations, power is also conceptualized as an individual difference which varies across consumers (Anderson and Galinsky, 2006).

In this research, we suggest that high power individuals are less likely to be affected by negative publicity than low power individuals. 
Galinsky et al. (2008) find that high power people possess more freedom from influence of external forces compared to low power people. 
High power people are less influenced and constrained by salient information in the environment, because power increases sensitivity to 
internal states and increases confidence in one’s own thoughts (Brinol et al., 2007). This sensitivity to internal states suggests that high power 
individuals may rely more on their own thoughts about the brand and are less likely to be influenced by negative publicity information, 
compared to low power individuals. Thus, upon exposure to negative publicity, brand evaluations of high power individuals would be more 
favorable than those of low power individuals.

In study 1, we test our hypothesis using a power manipulation (Galinksy et al., 2008) in a 2 Power: High, Low) x 2 (Stimuli: negative 
information, control) between subjects design. In the high power condition, participants wrote about a situation in which he/she controlled 
the ability of another person or persons to get something they wanted. In the low power condition, participants wrote about a situation in 
which another person controlled the ability of the participant to get something he/she wanted. Next, participants in the negative information 
condition were exposed to a press release stating that BMW was experiencing manufacturing problems on their new line of cars. Participants 
in the control condition (who served as a baseline) were not exposed to the press release. Subsequently, participants rated the BMW brand on 
attitude and belief scales. As expected, when exposed to the negative information, participants in the high power condition rated the brand 
more favorably than participants in the low power condition. In contrast, there were no differences between low and high power participants 
in the control condition. Further, high power participants also weighted the negative information less heavily than did low power participants. 

In study 2, we examine the role of source credibility (Brinol et al., 2004). We anticipate that when negative information originates from 
a less credible source, high power individuals would be less susceptible to the negative publicity than low power individuals (as in our prior 
study). However, for a more credible source, which is likely to be a more powerful source, we expect that high power individuals would 
be more likely to attend to the negative publicity and their brand evaluations would decrease. As a result, differences in brand evaluations 
between low power and high power individuals would dissipate.
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In study 2, participants were exposed to the same power manipulation as in study 1. The source of the press release was indicated as 
either a highly credible source (The Wall Street Journal) or a significantly less credible source (The National Enquirer). Participants in this 
condition were not exposed to the negative publicity. Thus, we used a 2 (Power: High, Low) x 3 (Source Credibility: High, Low, Control) 
between subjects design. Our results show a significant interaction between power and credibility on brand evaluations, such that in the low 
credibility condition high power individuals evaluate the brand higher (and weight the negative information less heavily) than low power 
individuals. However, this difference dissipated in the high credibility condition. Further, no differences emerged in the control condition. 

In study 3 we examine the role of thought confidence (Petty et al. 2002). High power people tend to be more confident in their own 
thoughts and consequently place less weight on external information. If we boost the confidence of low power individuals before they are ex-
posed to negative information, we expect that they would be less likely to rely on external information in brand evaluations. Consequently, we 
expect their brand evaluations of low power individuals would rise to the level of the high power individuals, thus eliminating the difference.

In study 3 participants were exposed to a confidence priming task, such that people in the high confidence condition wrote about a time 
they felt confident in their abilities and individuals in the low confidence condition wrote about a time they were skeptical or less confident 
of their abilities. Power was measured using the Sense of Power (SOP) scale (Anderson and Berdahl 2002). Thus, we used a 2 (Power: High, 
Low) x 3 (Confidence: High, Low, Control) between subjects design. Our results show a significant interaction between power and confi-
dence, such that in the low confidence condition high power individuals evaluate the brand higher (and weight the negative information less 
heavily) than low power individuals. However, this difference dissipates in the high confidence condition, with evaluations of low power 
individuals rising to the level of the high power individuals. Further, no differences emerged in the control condition. 

The findings in our paper contribute to the negative publicity literature and to the largely understudied area of consumer power. Prior 
research shows that negative publicity can adversely affect the brand. We show that this effect is more likely to happen for low power than 
high power consumers, except when the source of the negative information is highly credible or when the consumer’s confidence is high.
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Can Colors Make Me Happy? The Effect Of Color On Mood: A Meta-Analysis
Jamie Hyodo, Pennsylvania State University, USA

Being visually-oriented creatures, color is a pervasive and encompassing feature of our visual environment. There is not a single physical 
thing that cannot be described by its color. Furthermore, colors have long been understood to be used as judgement criteria. Some of these 
judgements are widely agreed upon, such as a blue sky being a source of pleasure, but many more are personal judgements, such as favorite 
colors, or reactions to clothing. In these personal contexts, colors are seen to have the power to alter the meaning and value of an object.

Colors can also add meaning to objects or environments via association. For example, red is often considered a color of aggression or 
anger due to it also being the color of blood (Grossman 1999). These meanings may vary by culture; for example, white symbolizes mourn-
ing or death in many East Asian cultures (Ricks 1983), but happiness or purity in Australia, New Zealand, and the USA (Neal et al 2002).

Despite the potential impact of color in an exchange environment, many practitioners spend very little time or effort deciding on color. 
Those that do spend time making color decisions may be skewed by personal biases or weigh the aesthetic value disproportionately when 
compared to potential symbolism inferences. 

While some researchers measure the direct effect of color on purchasing behavior (Bellizzi & Hite, 1992), many more follow the belief 
that the effect of color on behavior is mediated by mood. Specifically, there is a growing body of research which recognizes the effects of 
warm and cool colors on a range of pleasure and arousal constructs (Cheng, Wu, & Yen, 2009). This literature, however, has not been com-
prehensively evaluated to this point, and many of the findings have been widely varying in effect size and even effect direction in some cases. 
Therefore, a meta-analysis, a systematic statistical tool, will be used to quantitatively synthesize these diverse findings.

The primary purpose of this meta-analysis is to analyse the color-mood relationship, with the understanding that consumer mood can 
have a significant impact on behaviour. Drawing on the collective efforts of many researchers in their individual studies of color and affect, I 
conduct two meta-analyses, analyzing the overall effects of warm versus cool colors on both arousal and pleasure. 

Following a review of the relevant literature, I will aggregate the findings of past publications in order to determine the overall effect 
of warm versus cool colors on the pleasure and arousal constructs. I will also use the statistical power of the combined vast quantity of data 
to explore the possibility of a series of moderating variables in the color-mood relationship. Finally, I will address future research needs in 
this area.


