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Brent Coker, University of Melbourne, Australia 

The internet has evolved into a social tool whereby people share 
their life experiences with the world. This sharing of information 
provides opportunities to seek the opinions of others about products 
to aid purchase decision making. Product review sites, blog com-
ments, star rating systems, and discussion forums are some of the 
sources commonly referenced before actual purchase. 

Consumers sharing information about their experiences with 
brands is of course not new. Past research identified early on that pur-
chase decisions may be influenced by conversations with friends or 
family, or from reading consumer reports (e.g., Dichter 1966). What 
is new however is the amount of information available from people 
who are unknown to the purchaser. Most product reviews have been 
written by strangers, which may dilute the credibility of the review to 
some extent. Traditional word-of-mouth is more likely to be between 
trusted sources such as friends and family, or endorsed third party 
organizations (Brown and Reingen 1987). However, with online 
sources there is more chance of reviews being inaccurate as a result 
of contamination such as dishonesty or rumor (Dellarocas 2003). For 
example, in early 2009, a cosmetic surgery company was ordered to 
pay $300,000 in penalties and costs for writing false positive cus-
tomer reviews about the quality of their service (Miller 2009). In 
another example, false rumors about Kryptonite bicycle locks cost 
the company significantly from a false instructional movie posted 
on uTube explaining how easy the locks were to pick. Actual esti-
mates of how authentic most product reviews are online are difficult 
to determine, though exploratory studies in some product categories 
suggest a significant number of positive product reviews are false 
(Shay and Pinch 2005).

In order to form a balanced judgment, and mitigate the chances 
of forming a positive evaluation form false positive review, consum-
ers are motivated to process both negative and positive information 
about a brand. Reading positive reviews about a hotel on tripadvisor.
com for example is often accompanied by reading negative reviews 
in order to identify what could go wrong, no matter how rosy the 
positive reviews may be. Thus, the development of a brand judg-
ment from review information may involve online processing of both 
negative and positive information. In fact, it is rare to find a product 
that has attracted entirely positive or negative reviews; there are al-
ways some consumers who appear to have had a better, or worse, 
experience with a product or service than the majority. Reviews on 
a five-star rating system for example typically resemble a negative 
skewed distribution for popular products, and a positive skew for 
unpopular products.  

Although the effects of negative WOM vis-à-vis positive nega-
tive WOM have been explored (Richins 1983), there is little under-
standing of how consumers form attitudes and judgments when ex-
posed to both positive and negative information. It is important for 
Marketers to understand how consumer judgments are formed in this 
context given the internet is now a main source of information for 
product evaluations (Anderson et al. 2010) .Before the emergence 
of the internet, WOM networks were much smaller, characterized by 
single valenced information (Brown and Reingen 1987). Since the 
emergence of the internet as a social channel, consumers have more 
opportunity to evaluate a product using both positive and negative 
information than in the past.

Against this background, this study is the first to understand how 
consumers form brand judgments when word-of-mouth (WOM) in-
formation is mixed in valence. An individual’s attitude towards the 

brand will take shape in a positive or negative direction as information 
of each valence is processed. (Blanc et al. 2008; Blanc and Tapiero 
2001; Feldman and Lynch 1988; Schwarz and Bless 1992; Wilson and 
Hodges 1992; Wilson et al. 2000). Using asymmetric affective per-
severance theory to explain judgments in these conditions, we docu-
ment in two experiments evidence of judgment overshoot whereby the 
participants make overly positive judgments towards a product after 
processing mixed valenced information. The findings of this research 
contribute to the literature in several ways. First, this study is the first 
to investigate how consumers form judgments when exposed to mixed 
WOM information about a product Second, this is the first study to 
find evidence of judgment overshoot in the context of product attitude 
formation. Third, this study is the first to apply asymmetric affective 
perseverance theory to explain consumer behavior. In Sum, the goal 
of this research is to understand how judgments towards products and 
services are formed when information given about a product or service 
is a mixture of both positive and negative.

Asymmetric Affective Perseverance
Conventional wisdom suggests that the order in which oppositely 

valenced information is presented will have no bearing on final judg-
ment. For example, a negative review about a hotel after reading a pos-
itive review should result in the same end judgment as when the same 
reviews were read in the opposite order. Asymmetric Affective Per-
severance holds however that the order in which oppositely valenced 
information is processed does impact end judgments. Specifically, a 
shift from positive evaluation to negative evaluation is more difficult 
than a shift from negative to positive, consumers are less successful 
at adjusting their attitudes in a positive to negative direction than they 
are at adjusting their attitudes in a negative to positive direction. This 
results in a more positive attitude when information is presented from 
positive to negative, than when presented from negative to positive 
order. Related theories have also posited that invalidated information 
may continue to contaminate future judgments (Bekerian and Bowers 
1983; Greenwald and Banaji 1995; Lindsay and Johnson 1989).

The phenomenon of asymmetric affective perseverance is at-
tributed to people’s relative difficulty in shifting their attitude in a 
positive to negative direction, than in a negative to positive direc-
tion. Anecdotally, a person given bad news when in a positive state 
of mind will find it the shift in ill often experience disbelief, defer-
ral, and dismissal before a relatively negative affective state sinks in 
(Lubinsky 1994). In contrast, the shift from relative despair to hap-
piness is often instantaneous, and has a stronger effect on imagined 
outcomes than negative factors. In general, human beings prefer to 
remain optimistic and are more willing and hopeful towards adopt-
ing a positive outlook than remaining in a relative state of negativity 
(Greenwald 1980). 

People tend to prefer the positive side of things rather than the 
negative side (Greenwald 1980; Taylor 1988). This bias towards 
positivity is rooted in self serving attributions. Much research has 
documented evidence of people being over positive in their self 
evaluation. Tests have shown that people generally believe that they 
are better than they actually are on a number of factors (Alicke and 
Govorun 2005). For example, people’s evaluation of other people, 
places, and things which they are associated with is often positively 
skewed (Pelham, Mirenberg, and Jones 2002). People believe they 
have improved more than their counterparts on a task (Wilson and 
Ross 2001), and tend to describe themselves in ways that cast them 
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in a more positive light (Dunning and Cohen 1992). 
Wilson et al (2000), argued that oftentimes a person’s attitude 

does not get completely replaced when it is overridden by a new atti-
tude, and might continue to influence judgments even though the va-
lence of judgment is opposite. To demonstrate, Wilson et al. showed 
participants photos of a sex offender, alongside the prosecutor re-
sponsible for convicting the sex offender. Participants also listened 
to taped descriptions describing each person. The aim was to evoke 
a strong negative attitude towards the sex offender, and a positive 
attitude towards the prosecutor. In the experimental condition, the 
photos were shown the wrong way around –the photo of the prosecu-
tor was actually the sex offender. Participants’ attitudes towards the 
sex offender were then measured and compared against the control 
group. The results found that attitudes towards the sex offender were 
significantly more positive in the experimental group than in the con-
trol group, suggesting the positive attitude that was evoked when it 
was thought the prosecutor was the good guy continued to contami-
nate judgments when replaced.

Wilson et al’s (2000) experiment demonstrated contamination 
of positive attitude on negative attitude. Golding, Fowler, Long, and 
Latta (1990) on the other hand tested the contaminating effect of 
negative information on positive information, and found no effect. 
Participants were given facts about a person, with the experimen-
tal group receiving some negative facts. The group given negative 
facts were then told the negative facts were untrue. When measured, 
their attitudes were no different from the control group who were 
given no negative information. This seeming ability for people to 
better control the contaminating effects of negative information have 
been reported in other studies. For example, efforts to understand 
how inadmissible evidence given during a trial have contaminated 
judgments generally not found that negative information was easily 
discounted when jurers were told the information was inadmissible  
(Pickel 1995; Schul and Manzury 1990; Sommers and Kassin 2001). 

Other literature documents evidence of asymmetric effect of af-
fective contamination. Petty and Wegener (1994) found that rating 
the desirability of vacations in desirable holiday destinations lowered 
evaluations of taking a vacation in non-holiday destination city.  Af-
ter participants were made aware of the manipulation, their desires 
towards visiting the non-holiday destination cities were still less than 
the control group who were not told about the desirable holiday des-
tinations. This experiment suggested the participants under-corrected 
their evaluations, and were unsuccessful at completely correcting for 
the mental contamination from the holiday destination priming. Ef-
fects of imperfect memory replacement have been reported in at least 
two other studies (Bekerian and Bowers 1983; Lindsay and Johnson 
1989)

One explanation for asymmetry in attitude adjustment might 
be because negative attitudes are easier to retrieve than positive at-
titudes, and therefore are held more salient and therefore more eas-
ily updated than positive attitudes. Eiser et al (2003) for example 
demonstrated asymmetry in the acquisition of positive and negative 
evaluations, suggesting positive experiences tended to predominate 
over negative ones. People might be more reluctant to change their 
attitude from good to bad than they would be to change their attitude 
from bad to good, because shifting from positive to negative results 
in a loss of mental positivity. 

Experiment 1
The purpose of Experiment 1 was to assess attitudes towards a 

product after the information shaping the attitude was invalidated. 
Specifically, the design of experiment one simulated the scenario of 
processing information about a product online that turned out later on 

to be untrue. Such a situation might occur for instance if a consumer 
reads a review about a product online, reads a rumor, or reads some 
information about a brand on a social networking which they later 
find to be false. Consistent with the theory of asymmetric affective 
perseverance, we should be positive attitude contaminating judg-
ments towards the brand after positive information is invalidated, 
and negative information having a non-contaminating effect. 

Participants, Design, and Procedure. By email, 229 under-
graduate students were invited to participate, of which 128 accepted. 
Respondents were randomly assigned into a control or experimen-
tal group. Both groups were told about two new apparel fashion 
brands who sold a wide range of formal and casual clothing for men 
and women that were soon to start selling in the local market. Both 
brands, Rokit and Rokout, were described by six neutral facts each to 
illicit ambivalent and equal attitudes between each brand.

Although the aim was to illicit neutral attitudes, it was under-
stood that respondents would likely form at least mild attitudes even 
if the information given was neutral (Bargh et al. 1996; Fazio 1995). 
The aim was to minimize attitude strength. After evaluating each 
brand from the information given, respondents were asked to rate 
their attitudes towards each brand on three items (-3 = bad, negative, 
undesirable; +3 = good, positive, desirable). Intentions to purchase 
each brand were also measured on four items measuring likelihood 
(seven-points: 1= very low, 7 = very high), probability (seven-points: 
1= very low, 7 = very high), willingness (seven-points: 1= very low, 
7 = very high), and agreement with the statement “I would consider 
purchasing Rokit/Rokout clothing” (seven-points: 1= strongly dis-
agree, 7 = strongly agree). 

The experimental group was told that talk of these two brands 
coming to the local market had stirred considerable discussion on 
social networking sites such as Facebook, MySpace, Bebo, and 
Twitter. Then, a summary of topics discussed about each brand was 
listed. The Rokit brand had six negative topics, designed to evoke 
a negative attitude towards the brand. The Rokout brands also had 
six topics, but were all positive, designed to evoke positive attitudes 
towards the brand. Then, respondents were told that expert investiga-
tors were hired to scrutinize the facts about each brand and determine 
if they were true. The investigators discovered the facts were all un-
true, except for the original neutral facts. The aim was to motivate 
respondents to re-evaluate each brand, discounting the false informa-
tion they had heard. Once again, attitudes and intentions to purchase 
were measured, and respondents were asked to choose which brand 
they preferred. The experiment was conducted on a web survey.

Results.  Before the manipulation, mean attitude for the Rokit 
brand in the control group was 0.56 (SD = 1.10), and mean attitude 
for the Rokout brand in the control group was 0.56 (SD = 1.28). 
Mean attitude for the Rokit brand in the experimental group was 0.87 
(SD = 1.01), and mean attitude for the Rokout brand in the experi-
mental group was 0.91 (SD = .88). These preliminary tests suggested 
perceptions of the brands were similar, providing a good base for 
comparison.

After manipulation, a paired samples t-test suggested the ma-
nipulations were successful. Attitudes towards the Rokit brand were 
significantly lower (M = -1.63; SD = 1.47) t(55) = 12.66, p < .0001, 
and attitudes towards the Rokout brand were significantly higher (M 
= 1.96; SD = .86) t(55) = 8.50, p < .0001 than before the negative and 
positive rumors were given. Furthermore, likelihood of purchase was 
lower after reading the negative rumors about the Rokit brand (M = 
2.72; SD = 1.58), t(55) = 8.27, p < .0001, and higher after reading 
the positive rumors about the Rokout brand (M = 5.31; SD = 1.09), 
t(55) = -7.95, p < .0001. When asked to choose a brand, 93% chose 
the positively evaluated Rokout brand. 
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The experiment predicted that consumers’ should be success-
ful at reverting attitudes towards a brand back to the same state of 
indifference when negative information is discredited. In contrast, 
positive information should continue to contaminate judgments af-
ter invalidated. After respondents were told the positive facts about 
Rokout were rumors and were untrue, attitudes remained signifi-
cantly higher in the experimental group (M = 1.05; SD = .99) than in 
the control group (M = 0.56; SD = 1.28), F(1, 127) = 5.48, p < .05. 
Furthermore, likelihood of purchase continued to be higher in the 
experimental group (M = 4.57; SD = 1.09) than in the control group 
(M = 4.09; SD = 1.36), F(1, 127) = 4.75, p < .05.

Contrasted against the positive rumor manipulation, after par-

ticipants were told the negative information was untrue there was 
no difference in attitude towards the Rokit brand in the experimental 
group (M = 0.58; SD = 1.15) than in the control group (M = 0.56; 
SD = 1.10), F(1, 127) = .02, NS. Likelihood of purchase was also 
not significantly different in the experimental group (M = 4.23; SD 
= 1.18) compared to the control group (M = 3.91; SD = 1.36), F(1, 
127) = 1.94, NS.

Twenty percent of participants who originally chose the Rockit 
brand (before the manipulation) ended up choosing the Rockout 
brand after they were told the rumored facts were false. Two percent 
who originally chose the Rokout brand ended up choosing the Rokit 
brand.

Figure 1: Attitudes towards Rokit and Rokout apparel brands as a function of rumored information manipulations  

Experiment 1 Discussion
The results in experiment 1 found evidence of an enduring ef-

fect of positive attitude after invalidating positive information. The 
results suggested that participants were relatively successful at re-
moving encoded negative information, but are unsuccessful at re-
adjusting their attitude back to a state of relative indifference when 
removing encoded positive information. Those who were exposed 
to the discredited negative information had similar mild attitudes as 
those who were not exposed to any misinformation. In contrast, those 
who were exposed to discredited positive misinformation had signifi-
cantly higher attitudes towards the brand than those who were not 
exposed. The results add evidence to the prediction that re-encoding 
of attitudes occurs asymmetrically, with negative to positive re-en-
coding being more complete than positive to negative re-encoding.  

Experiment 2
The aim of experiment three was to test asymmetrical affec-

tive perseverance in the context of reading product reviews. Spe-
cifically, the contaminating effect of positive attitude on evaluation 
was tested in a hotel review exercise whereby positive and negative 
hotel reviews were presented in opposite order. To assess how time 
moderates affective perseverance, an additional variable of “length 
of time between reviews” was included. The aim was to assess how 
time trend information given about positive-to-negative or negative-
to-positive ordered reviews might moderate asymmetrical affective 
adjustment. Earlier negative reviews followed by more recent posi-
tive reviews should be perceived as improvement and less likelihood 
of having a bad experience than if reviews are ordered from earlier 
positive reviews to more recent negative reviews. When time trend 
information is absent, such as when reviews about a hotel are taken 
from the same holiday weekend, we should observe a more posi-
tive skew in hotel rating when reviews are ordered from positive to 
negative because of positive contamination. In contrast, if trend in-
formation over time is available for reviews ordered from positive to 
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negative, then we should not observe a positively skewed evaluation 
of the hotel from positive contamination, because the reviews should 
suggest a decline in quality over time.

Participants, Design, and Procedure. Two-hundred and eighty 
undergraduate and graduate students were invited to participate by 
email. One hundred and thirty one responded. Participants were ran-
domly split into four groups. All participants were asked to imagine 
they were planning a trip to Los Angeles with two of their closest 
friends. They were then shown five mixed reviews of a hotel taken 
from tripadvisor.com, and asked to imagine they were considering 
this hotel to book for their holiday. For consistency, all reviews con-
tained references to staff service quality, room comfort, and hotel 
cleanliness. Actual location in LA and price information were not 
given. In addition to comments, each review had a graphic one, two, 
three, four, or five star rating from the reviewer. Two groups had the 
reviews ordered in descending order from five star to one star—posi-
tive to negative, and the other two groups had the reviews ascending 
from one star to five star—negative to positive. Two groups were told 
the reviews were taken in order over the previous year. The other two 
groups were told the reviews were taken from last weekend. This re-
sulted in a 2 (review trend/no review trend) x 2 (positive-to-negative 
order/negative to positive order review) between subjects design. 

Respondents were shown the reviews one-by-one, and given 
adequate time to read and consider each review. Then, respondents 
were asked to rate their attitudes towards booking the hotel on three 
items (-3 = bad, negative, undesirable; +3 = good, positive, desir-
able). Intentions to book the hotel were also measured on four items 
measuring likelihood (seven-points: 1= very low, 7 = very high), 
probability (seven-points: 1= very low, 7 = very high), willingness 
(seven-points: 1= very low, 7 = very high), and agreement with the 
statement “I would consider booking this hotel for our trip to LA” 
(seven-points: 1= strongly disagree, 7 = strongly agree). 

Results. In the no trend information groups, attitudes towards 
booking the hotel when the reviews were ordered in a positive to 
negative order were higher (M = 4.06; SD = 0.98) than when the 

same hotel reviews were ordered in a negative to positive order (M 
= 3.55; SD = 1.14), F(1, 55) = 3.19, p = .08. The difference was 
marginally significant. Intentions to book the hotel when the reviews 
were ordered in a positive to negative order were also higher (M = 
3.55; SD = 1.29) than when the same hotel reviews were ordered in a 
negative to positive order (M = 2.83; SD = 1.39), F(1, 55) = 4.00, p = 
.05. These results suggested positive contamination, consistent with 
the findings in study one.

When trend information was available, we expected to observe 
no positive contamination. Attitudes towards booking the hotel when 
the reviews were ordered in a positive to negative order were lower 
(M = 4.04; SD = 1.26) than when the same hotel reviews were or-
dered in a negative to positive order (M = 4.79; SD = 1.26), F(1, 
74) = 6.69, p < .05. Intentions to book the hotel when the reviews 
were ordered in a positive to negative order were also lower (M = 
4.29; SD = 1.55) than when the same hotel reviews were ordered in 
a negative to positive order (M = 5.30; SD = 1.24), F(1, 74) = 10.07, 
p < .01. However, this result does not disprove our assumption that 
trend information when reviews were ordered from positive to nega-
tive would attenuate positive contamination, leading participants to 
believe that the hotel was decreasing in quality over time. It does not 
eliminate the possibility that participants actually thought reviews 
ordered from negative to positive meant the hotel was improving 
over time, which would also explain the significant difference in at-
titudes towards booking when trend information was available. A 
test for interaction between trend information and order of review 
valance clarified what was happening. 

The interaction was significant F(1, 127) = 9.14, p < .01. Un-
expectedly, the results suggested attitudes towards booking the hotel 
when reviews were ordered from positive to negative were the same 
whether trend information was given or not. In contrast, attitudes 
towards booking the hotel with trend information was significantly 
higher when reviews were ordered negative to positive than when no 
trend information was given (figure 3). 

Figure 2: Interaction between trend information and rank order of reviews

Discussion. The results were consistent with those found in study one. When the reviews were ranked from positive first to nega-
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tive last, participants rated the hotel more favorably than when the 
reviews were ranked from negative to positive. This suggests partici-
pants were less successful at adjusting their attitudes from a positive 
to negative valence, than they were adjusting their attitudes from a 
negative to positive valance as attitudes were updated when reading 
the reviews. In other words, the positive reviews read earlier on ap-
peared to have continued to contaminate judgments even after read-
ing negative reviews. 

The surprising result was that evaluations towards the hotel were 
the same between trend and no trend groups, when reviews were or-
dered from positive to negative. This suggested that participants did 
not perceive reviews ordered from negative to positive over time as 
evidence that the establishment was worsening in quality, and would 
therefore lead to greater chance of having a bad experience. One rea-
son for this result may be due to design—just five reviews might not 
have been enough for participants to believe the trend over time was 
consistent, and therefore would not have reached the conclusion of 
worsening quality over time. In contrast however, there was a sig-
nificant difference in trend for those presented with the reviews in 
a negative to positive order; they rated the hotel significantly higher 
when given trend information. Presumably, participants believed this 
was evidence the hotel was improving over time, a good sign they 
would enjoy a quality stay. This might have been an easier conclu-
sion to reach with only five reviews than the other conclusion in the 
other group of worsening quality, and appears consistent with past 
research that people have a bias to prefer the positive side of things 
and hope for the best rather than focus on the negative side (Green-
wald 1980; Taylor 1988).

General Discussion
This research documented evidence of asymmetrical affective 

perseverance when consumers form attitudes towards brands from 
information that is of opposite valence. Two experiments provide 
converging evidence that consumers may overshoot their judgments 
towards brands when positive information is found to be untrue, or 
is invalidated. In the first experiment,  evidence of positive contami-
nation was demonstrated after positive information was invalidated. 
Despite the information being discounted, participants continued 
to have significantly higher attitudes and intentions to purchase the 
brand than those who were not exposed to the manipulation. This 
research sheds light on the continued influence effect which suggests 
that discredited information on judgments is contingent on how the 
misinformation is replaced (Johnson and Seifert 1994, 1998), by 
showing that positive attitudes towards a brand are replaced less eas-
ily, and often incompletely, compared to negative attitudes.

The implications of this research for marketers are interesting. 
Consumers increasingly base their decisions to purchase from online 
review systems, and online communities are full of queries for ad-
vice on products and services to aid decision making. But although 
consumers have more information to aid their decision making than 
ever before, there is also more chance of hearing a wider gamut of 
evaluation, making evaluation more difficult as negative information 
must be weighed against the positive. The results of this research are 
encouraging to marketers by suggesting that consumers do not forget 
a good deed easily—good service given early on has at least some 
positive flow on to future judgments, even if the more recent infor-
mation is comparatively negative. On the other hand, the results sug-
gest consumers are relatively forgiving, being relatively successful at 
controlling previously encoded negative information from contami-
nating judgments when the information is replaced by more recent, 
or more accurate positive information. There is certainly power to 
the positivity of brands.

There are certain limitations to the findings of this research, 
which offer direction for future investigation in this area. In both 
studies, hypothetical brands were introduced. Thus, the asymmetri-
cal replacement affect demonstrated in this research was not tested 
on existing brands. It was assumed that attitudes are context sensitive 
constructions, which easily change as new information is encoded. 
Attitudes were constructed on the spot, rather than formed slowly 
over time. Accordingly, one could argue that some negative attitudes 
could be more enduring, and therefore more difficult to replace. For 
example, research into aversive racism has found that people may 
hold strong implicit attitudes towards other people which are very 
difficult to change (Gaertner and McLaughlin 1983).
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MANIPULATIONS

Experiment 1
Rokit Apparel Company Neutral Facts

•	 Rokit was founded by Peter Thompson in 2002
•	 Rokit’s offices are located in Holmby Hills in Los Angeles
•	 Rokit currently has 40 employees
•	 Annual revenue of Rokit clothing is 16 million
•	 Rokit has plans to expand and open new stores in Arazona 

and New Mexico
•	 the corporate colors of Rokit are blue and yellow

Rokout Apparel Company Neutral Facts
•	 Rokout was founded by John Watson in 2002
•	 Rokout’s offices are located in Palos Verdes in Los Angeles
•	 Rockout currently has 39 employees
•	 Annual revenue of Rokout clothing is 15 million
•	 Rokout has plans to expand and open new stores in Oregon 

and Washington
•	 The corporate colors of Rokout are red and black

Rokit Apparel Company Negative Facts
•	 Rokit were recently fined by local authorities for false 

advertising
•	 Rokit were recently under investigation  for exploiting foreign 

workers in their factories
•	 Two factories owned by Rokit continue to pump industrial run 

off into nearby rivers without regard for the local ecosystem
•	 Rokit is known for being a difficult place to work, underpaying 

employees and offering few benefits to employment
•	 Rokit is known for taking immediate legal action against 

retailers who do not pay on time
•	 Rokit factories are known for producing higher than average 

carbon emissions

Rokout Apparel Company Positive Facts
•	 Rokout performs routine checks on the working environment 

and conditions in their factories
•	 Rokout uses biodegradable packaging to package all their 

apparel before shipping.
•	 Rokout donates 1% of all revenue made on apparel  sales to 

support cancer research
•	 Rokout cares about small clothing stores who sell their 

apparel, and offers generous payment terms and does not take 
court action against non-payment until all other options have 
been explored

•	 Rokout offers generous working conditions to employees 
including subsidized medical insurance and paid annual leave

•	 Rokout has invested in research to reduce carbon emissions 
from their factories 
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Experiment 2
The asymmetric effect moderated by temporal distance
2 (review valence order) x 2 (long/short timeframe) between 
subjects design
[Temporal manipulation –Short timeframe]:
The following reviews were all submitted to a well known on-
line Hotel Review website. The Reviews are all from the second 
weekend in February 2010. 
[Temporal manipulation – Long timeframe]:
The following reviews were all submitted to a well known on-
line Hotel Review website. The Reviews, in order they were 
taken, span January 2009 through to January 2010. 

Imagine you are planning a trip to Los Angeles with two of your 
closest friends. In planning your trip, you consider the follow-
ing hotel which is within your budget. Please read the reviews 
from people who have stayed in this hotel, and answer the ques-
tions that follow.

[For consistency, all reviews contained references to: staff ser-
vice quality, room comfort, and cleanliness.]

HOTEL A

REVIEW ONE
Staff on the front desk gave us the key to our room, and were 
rude. Upon arriving at the front door we wanted to leave, the 
carpets were filthy, plaster was peeling off the walls and when 
we opened the door we could have cried. The room was terrible. 
The furniture looked extremely dated and the shower area was 
disgusting. The bed was hard and uncomfortable. Went down 
to the front desk and asked if we could change rooms, the new 
room was even worse. With this in mind we checked out and 
booked into a different hotel across the road. In all honesty this 
was the worst hotel that we have ever stayed in (albeit very 
short)

REVIEW TWO
The air-con is in the corner alcove so air circulation to the bed-
ding area is next to nonexistent. Bed is crammed in there so 
you can barely get out of it on 1 side and the TV credenza at 

the foot of the bed also blocks egress. The Kitchen and liv-
ing area were great with lots of space. The carpet baseboard 
was coming off in 1 corner.  Bathroom had previous guest’s 
hair in the tub and on the floor, but room service were able 
to remedy that when we called down to the desk. Sink made 
a horrible noise when you turned the water on. You cannot 
have the closet and the bathroom door open at the same time 
as they block each other. Some plaster issues in the bath. Staff 
were reasonably courteous, but could have been better. 

REVIEW Three
This hotel is merely ok to me. The rooms are kinda smallish, 
but they are pretty nice. They have nice LCD type TV’s, and a 
nice little kitchen. They are pretty small, however, for this kinda 
hotel. It is average overall, but staff were quite helpful recom-
mending some nice restaurants down the street.

REVIEW FOUR
Room was fine, bed very comfy! Bathroom is on the small 
side, but was fine for a hotel bathroom. We had no problems 
with the staff. Breakfast was *very* busy, food was great, but 
it was difficult to get a seat. We took our breakfasts back to our 
room. Room servcie were on time, and did quite a good job 
cleaning up. Good experience overall.

REVIEW FIVE
I have to say from start to finish this has been one of the bet-
ter stays I have experienced at a hotel. The staff at the hotel 
was probably the most polite and attentive people I have come 
across. Whenever we needed something, they were all very en-
gaged and very helpful. The room itself was better than I ex-
pected. With very clean and nicely done bedrooms, separate 
bathroom, and rather big kitchen area - complete with most ev-
erything you would need. The free breakfast buffet each morn-
ing was awesome and was changed up daily. I can’t say enough 
how impressed I was with everything. All in All... this is the 
place to stay when going to L.A.


