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Affect Evaluation or Regulation in Visual Art Consumption?  
The Influence of Pure and Mixed Emotions

Jianping Liang, Sun Yat-sen University, China
Zengxiang Chen, Ph.D., Nankai University, China

Imagine that you are watching two visual art pieces in an art exhibition. One is about a happy person and the other is about an upset 
person. Which one would you like better? Would you have different opinions when you are in positive (e.g., feeling strong) or negative 
(feeling upset) emotions incidentally? More importantly, would you react differently when you have pure positive/negative emotion or mixed 
emotions (feeling upset and strong at the same time)?

Previous research seems to have partial and mixed answers to the above questions. Affect evaluation theories, including affect-as-infor-
mation (Schwarz and Clore 1983) and emotion-congruency effect (Bower 1981, Isen et al., 1978), argue that people have higher evaluation 
of an object that has positive (negative) emotional valence when they are in positive (negative) emotions. However, affect regulation theories 
(Andrade and Cohen 2007, Andrade 2005) propose that people tend to maintain their positive emotions and they will try to repair any nega-
tive emotions. Thus, people have higher evaluation of an object that has positive emotional valence even if they are in negative emotions. 

Some recent studies provided supportive evidence to affect evaluation theories. For example, Martin et al. (1997) found that a story is 
evaluated more favorably when consumers have feelings that match the story’s emotional valence, because a sad (happy) story is supposed 
to make consumers feel sad (happy), which is consistent with the affect-as-information effect. Kim, Park and Schwarz (2010) found that 
consumers have higher evaluation of vacation products with adventurous (serene) appeals when they are in excited (peaceful) than peaceful 
(excited) emotion, which is consistent with the emotion-congruency effect. Nevertheless, Martin et al. (1997) only studied pure happy vs  sad 
emotion during a verbal consumption experience, and Kim, Park and Schwarz (2010) only studied two pure positive emotions before direct 
consumption experience. 

On the other hand, some other recent studies found supportive evidence to affect regulation theories. In particular, Agrawal and Duhachek 
(2010) found that because of a defensive processing to reduce the existing negative emotion, it was less effective to use compatible appeals in 
advertisements, which elicit the same emotion (e.g., shame or guilt) as the one experienced by consumers. However, Agrawal and Duhachek 
(2010) only used two pure negative emotions.

It is important to note that in most of our daily life, it is much more common to experience mixed emotions than pure positive or negative 
emotions. In addition, as Hagtvedt and Patrick (2008) found, visual art has a content-independent spillover effect in product evaluations. 
Thus, it is unclear whether visual art consumption experiences per se would be different from its spillover effect and from the verbal 
consumption experiences in this context. Therefore, this paper attempts to explore (1) whether affect evaluation theories could predict 
consumers’ reactions during visual art consumption when emotions are pure positive or negative; and (2) whether mixed emotions may lead 
to affect regulation so that consumers react more favorably to visual arts with positive emotions instead of negative emotions. To the best of 
our knowledge, this is the first paper to investigate the effects of mixed emotions, in particular, feeling upset and strong simultaneously, on 
experiential consumption.

STUDY ONE
In Study One, we wanted to test whether affect evaluation theories or affect regulation theories could predict experiential consumptions 

on visual art. Thus, we ran a 2 (emotion: upset vs. happy) X 2 (consumption experience: upset vs. happy) between-subjects design experiment. 
After manipulating their emotions, participants were asked to appreciate one of two paintings (i.e., the manipulation of consumption 
experience on paintings with upset vs. happy valence), which the participants have not seen before. Then participants were asked to complete 
a questionnaire, including the control (e.g., whether they have seen the painting before, whether they like paintings, etc.) and dependent 
variables, as well as manipulation checks. 

We found that when participants were upset (happy), they spent more time and effort to appreciate, and have better evaluations of the 
upset (“happy”) painting. In other words, participants were more likely to have better consumption experiences when their emotions were 
congruent with the paintings’ emotional valence, which is consistent with the affect evaluation theories.

STUDY TWO
In Study Two, we wanted to test whether mixed emotions, in particular, feeling upset (negative emotion) and feeling strong (positive 

emotion) at the same time, will make consumers have the same consumption experiences as the pure positive emotion (i.e., feeling strong) 
will do. This result will be consistent with affect regulation theories, because participants may be discomfort with mixed emotions and 
they want to get rid of the negative emotions instead of the positive emotions. We ran a 2 (emotion: mixed vs. strong) X 2 (consumption 
experience: upset vs. happy) between-subjects experiment. Similar procedures were used as in Study One. 

We found that when participants were in mixed emotions, they spent more time and effort to appreciate, and have better evaluations of 
the “happy” painting than the “upset” painting. This result is consistent with the situation when participants were in pure positive emotion, 
and is also consistent with the affect regulation theories.

REFERENCES
Andrade, Eduardo B. (2005), "Behavioral Consequences of Affect: Combining Evaluative and Regulatory Mechanisms," Journal of Consumer 

Research, 32 (December), 355-362. 
Andrade, Eduardo B. and Joel B. Cohen (2007), “On the Consumption of Negative Feelings,” Journal of Consumer Research, 34 (October), 

283–300.



Advances in Consumer Research (Volume 39) / 719

Agrawal, Nidhi and Adam Duhachek (2010), “Emotional Compatibility and the Effectiveness of Antidrinking Messages: A Defensive 
Processing Perspective on Shame and Guilt,” Journal of Marketing Research, Vol. XLVII, April, 263-273.

Bower, Gordon H. (1981), “Mood and Memory,” American Psychologist, 36 (2), 129–48.
Hagtvedt, Henrik and Vanessa M. Patrick (2008), “Art Infusion: The Influence of Visual Art on the Perception and Evaluation of Consumer 

Products,” Journal of Marketing Research, 45 (June), 379-89.
Isen, A. M., T. E. Shalker, M. S. Clark and L. Karp (1978), “Affect, Accessibility of Material in Memory, and Behavior: A Cognitive Loop?” 

Journal of Personality and Social Psychology, 36, 1-12.
Kim Hakkyun, Kiwan Park and Norbert Schwarz (2010), “Will This Trip Really Be Exciting? The Role of Incidental Emotions in Product 

Evaluation”, Journal of Consumer Research, Vol. 36, April, 983-991.
Martin, Leonard L., Teresa Abend, Constantine Sedikides, and Jeffrey D. Green (1997), “How Would I Feel If . . .? Mood as Input to a Role 

Fulfillment Evaluation Process,” Journal of Personality and Social Psychology, 73 (2), 242–53.
Schwarz, Norbert and Gerald L. Clore (1983), “Mood, Misattribution, and Judgments of Well-Being: Informative and Directive Functions of 

Affective States,” Journal of Personality and Social Psychology, 45 (3), 513–23.

With a Little Help from my Friends: Friends Reduce 
Excessive Consumption by Promoting Self-Control

Eline L.E. de Vries, University of Groningen
Debra Trampe, University of Groningen
Bob M. Fennis, University of Groningen

Failures to override impulses lie at the heart of many problematic consumer behaviors. Failures to control impulses to eat unhealthy 
food, drink alcohol or smoke cigarettes for instance (Friese, Hofmann, and Wiers 2011), but also failures to resist impulses to buy. The con-
tinuous proximity of consumption temptations constitutes what we term a buyogenic environment. By provoking irresistible consumption 
impulses, this buyogenic environment composes a serious challenge to the exercise of self-control of consumers (Faber and Vohs 2011; Hoch 
and Loewenstein 1991). Especially for consumers with self-regulatory deficits, the buyogenic environment makes it extremely difficult to 
inhibit consumption impulses, resulting in excessive consumption. In its extreme case, such difficulties with inhibiting consumption impulses 
can lead to adverse consequences for both the individual and others (Faber and Vohs 2011). 

Given that consumption behaviors like shopping and dining almost never happen in a social vacuum, it is surprising that little research 
has examined the role of close friendship on excessive consumption. After all, friends have been consistently linked to good mental and physi-
cal health (Cohen and Wills 1985; Hawkley et al. 2003) and just ordinary, day-to-day activities with friends have been found to be sufficient 
to be of beneficial influence (Lakey and Orehek 2011).

In the present research we conceptualize excessive consumption as a form of self-regulatory failure. The interplay between irresistible 
consumption impulses evoked by the buyogenic environment and insufficient self-control strength to inhibit these impulses, results into ex-
cessive consumption. In four experiments we show that the (psychological) presence of a friend reduces excessive consumption, by enhanc-
ing the capacity to inhibit (consumption) impulses when confronted with (consumption) temptations. In addition, we demonstrate that this 
beneficial influence of friendship on self-control is the result of a dual process; improved self-control as a result of both reduced impulses and 
conserved self-control strength. 

The first study was a scenario study and observed that among individuals classified as compulsive buyers (Ridgway, Kukar-Kinney, 
and Monroe 2008), the presence of a close friend reduced both the buying urge and buying intention. That is, when compulsive buyers were 
asked to imagine themselves in a shopping situation, their buying urge and intention to buy a desirable pair of jeans that were on sale, was 
significantly lower when they imagined being accompanied by a close friend (Murge = 5.06; Mintention = 5.00) compared to when they imagined 
being alone (Murge = 5.74; Mintention = 5.89). 

The second study (N = 106; all female) confirmed that self-regulatory processes underlie our findings of study 1, by demonstrating that 
the actual presence of a friend enhances compulsive buyers’ self-control. Compulsive buyers who were in the actual presence of a close friend 
had significantly less difficulty with suppressing impulses (i.e., made significantly fewer errors on the Color Word Stroop Task, M = 0.00) 
compared to compulsive buyers that performed the task alone (M = 0.41) or in the presence of a stranger (M = 0.36).  In fact, the presence 
of a friend enhanced the self-control of compulsive buyers to a ‘normal’ level, i.e. comparable to the self-control of non-compulsive buyers 
who were alone. 

In the last two studies we generalized our findings to consumers not chronically, like compulsive buyers, but temporarily prone to 
self-regulatory failure by resource depletion (Faber and Vohs 2011). Moreover, study 3A showed that the beneficial influence of friends 
generalizes to a behavioral measure of self-control, i.e. candy consumption. In both studies, participants in the friendship condition were first 
primed with friendship, by asking them to write about a close friendship. Participants in the control condition were asked to write about the 
manufacturing process of a wooden table. Next, participants were depleted by performing an e-circling task or not. 

After the friendship and depletion manipulation, participants in study 3A (N = 80; 37 female, 43 male) were tempted by a bowl filled 
with M&Ms, from which they could consume as much as they desired. Results showed that while depleted consumers ate more candy (M = 
18.54 grams) than non-depleted consumers in the control condition (M = 11.86), depleted consumers ate significantly less candy after being 


