This commercial is funny because the likelihood of the

premises being true is very Iow, but the chain of events

is described as if it was inevitable. Charlie Sheen is algg
known for being a wild and crazy guy, and this adds to
the humor. But does humor work? Does it make senga
to mix logic and emotion in a television commerciaf?
When does humor increase persuasion by Making
us feel good, and when does humor decrease
persuasion by distracting us? What other types of
emotions are important in advertising? These are

the types of questions addressed in this chapter,

I

D J

ECTIVE @ An Overview of Motivation and Emotion

Motivation (needs or drives) and emotions (feelings or affective responses)
encourage consumers to act. Motivation is a driving force that moves or incites
us to act and is the underlying basis of all behavior. Individuals are driven to
satisfy their needs, wants, and desires. Emotion (or emotional and affective
responses) is a person’s affect—feelings and moods—plus arousal.

Motivation and emotion are linked in a number of ways, which is why
they are covered together in this chapter. Motivations and emotions are linked
because consumers feel positive emotions when motivations are satisfied and
negative emotions when motivations are not satisfied. Consumers also often
describe motivations and emotions similarly, saying, “I feel like eating some
Pizza Hut pizza,” or “I feel like drinking Coca- Cola,” or “I feel like reading
my Consumer Behavior textbook,” and so on. Furthermore, motivations and
emotions focus attention and energize behavior. Motivations focus attention
on goal-relevant objects, and emotions focus attention on emotional objects.
This chapter examines how motivation and emotion influence consumer
behavior by examining the process of motivation and several motivation and
emotion theories.

The Process of Motivation

What creates the driving force of motivation in a person? Motivation begins
when a person feels a need that requires satisfaction, In general, needs
are desires that arise when a consumer’s current state does not m;tch the
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Needs are aroused via three routes: thsiological, cmotional,. and cognitiv.e.
We have already touched on physiologically based needs. Physical changes in
the body trigger need arousal. For example, your stomach growls when you
haven’t eaten in several hours; you shiver when your bgdy temperature dr_ops;
and your eyes blur and feel scratchy when you are deprived of sleep. Emotions
Iso lead to need arousal. For example, feeling bored or frustrated at work may
& racation; feeling lonely may lead to a need to go to a
lead to the need for a vacation; g cd 1 B
ial event. Finally, arousal can come from our thoughts. Recalling .
i t-l r’s bi;thday may prompt a need to purchase and send her a glf:j.
othe _ :
rr;l arousal is tied closely to the environment because cnvu'o_mneni1 3
Cogn-ltlv and stimuli often trigger cognitive arousal. For example,I jecmg )(f;:m
. y g i ur
Sltuauontc’s new pair of running shoes may remind you of how old yo
roomma :
hoes are and trigger the need to shop. P
pARE eed is aroused, a state of tension is created tha o
Once a n or eliminate the need, returning to a prcferfcd stag:,th g
son to reduce biect, soal-state). This tension is called a drm?, an s
goal (orJ BEAee ':m influences the urgency with which actions are tn U
or amount oh I d goal-state. Thus, motivation focuses attention o g
return to the desired £0 !

and drives us to act.

of you
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When faced with a desperate
situation such as extreme thirst or
hunger, consumers will sacrifice
time and be willing to pay higher
prices to satisfy that urgent need.
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:cu't) pursue these objects frequently (e.g., they search for these objects often),
intensely (they search everywhere, including stores, flea markets, and the
Internet), and persistently (they search for years).

Motivation and Human Needs

Whatever the direction of motivation, needs are the root of the motivational
process. Several psychologists and researchers have developed theories and
models related to human needs. Some of the most popular are reviewed in the

following subsections.

Drive Theory and Maslow’s Hierarchy of Needs Drive theory is onc of the ear-
liest theories of motivation.? Drive theory maintains that people have several
basic physiological needs, such as needs for food, water, air, etc. When people
do not get enough food, water, air, or other basic requirements for survival, a
source of energy known as drive compels people to behave in ways that reduce
these drives. For example, eating reduces the drive for food. Drinking reduces
the drive for water, and breathing reduces the drive for air.

Physiological needs are the most basic needs experienced by people.
Building on drive theory, Abraham Maslow suggested that people also have
higher-order needs and desires.* After all physiological needs are met, people
become preoccupied with safety and security needs, including needs for shelter
and protection. Once safety and security needs are met, people move on to the
next level of social needs, i.¢., the need for belongingness and love. At this level,
social relationships, affection, belonging, and choosing the right spouse become
important. After these needs are met, people advance to the ego or esteem level.
At this level, people need to feel competent and important. Finally, the highest
level is self-actualization, which is the state of mind of people who feel that they
have reached their full potential. Theoretically, relatively few people have reached
this ultimate level. It should be noted that while each need is defined separately,
overlap occurs among the categories. No need is ever completely satisfied, but a

erson cannot progress upward along Maslow’s hierarchy until lower level needs

p
isfied. The full hierarchy is shown in Figure 7.1.

are primarily sati
Marketers design clever promotions to appeal to all levels of needs in
Maslow’s hierarchy. For instance, watch any late night television show, and you

will see big, juicy hamburgers and hot, crispy fries floating across the screen
to tempt late night cravings. Companies that market home security systems,
insurance policies, and even clothing, promote safety and security needs. The
Land’s End clothing catalog has featured a story about how one of the brand’s
winter coats kept a person stranded in the wilderness alive. Products consumed
in social groups in social gathering places, such as food and beverages, stress
good friends, good times, and a feeling of belonging. eHarmony, an online
dating service, emphasizes the importance of finding “that true soul mate,”
while in the 1980s AT&T encouraged you to “reach out and touch someone.”
Examples of esteem needs are everywhere from health and beauty ads to auto-
mobile ads. L’Oreal says that you’re “worth it”; Lexus is for when “you’ve
arrived”; Maybelline asks, “Maybe she’s born with it?” Finally, self-actualization
needs, while realized by relatively few, are certainly pursued, and marketers use
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”
FIGURE 7.1 | Maslow's Hierarchy of Needs g e ———————
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LovelBelonging
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these needs to help people reach for more. The U.S. Army and Air Force tap
into this need with their slogans, “Be all that you can be,” and “The sky’s the
limit.” Gatorade asks, “Is it in you?” and Nike says, “Just Do It!”

Self—Determipatio_n Theory This theory builds on Maslow’s hierarchy of
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SWERALT because power increases the likelihood that the consumer

can acquire the things he or she wants. The need for affili-
ation refers to the need for belongingness and friendship
or the desire to be a member of a personally important
social group. People with high affiliation needs are socially
dependent and choose products they feel others will
approve of. The need for achievement refers to the need
to accomplish difficult tasks (e.g., completing a college
degree, getting a high-paying job) and to be successful.
After all, no one wants to be a “loser.” High achievement is
a valuable promotional tool when targeting well-educated

e e ot sy P and affluent consumers.

So far, we have seen that consumers have many dif-
ferent motivations and needs. Some are physical (e.g.,
food, water, air) and some are emotional (e.g., belonging-
ness). Next, let’s switch gears and discuss cognitive needs.
Cognition refers to purposeful thinking or information
processing. Some types of thoughts and ideas “feel right”
and make consumers feel at ease and comfortable. Others
feel bad and make consumers feel awkward or uncom-
fortable. People have a need for cognitive consistency.®
Typically, consistent thoughts feel right, and inconsistent thoughts feel wrong.
Three consistency theories provide explanations for consumers’ need for con-
sistency in their thinking: attitude function theory, balance theory, and cogni-

tive dissonance theory.

Attitude Function Theory This theory describes four major types of attitudes.”
Attitudes that serve the knowledge function summarize large amounts of
information to simplify the world and help consumers make decisions. Attitudes
that serve the value-expressive fumction communicate important beliefs to
others and help consumers interact with each other more efficiently. Attitudes
that serve the ego-defensive function help consumers feel safe and secure and
good about themselves. Finally, attitudes that serve the adjustment function
help consumers approach pleasure and avoid pain more quickly and efficiently.
Persuasive messages that are positive and consistent with the underlying func-
tion of a consumer’s attitude are more likely to feel right and be effective.
On the other hand, persuasive messages that are inconsistent with an attitude
function are more likely to be ignored. Thus, it is critical for marketers to under-
stand which functions consumers draw on when evaluating their products.
Different persuasion techniques are needed for different attitude functions.
Information and facts are useful for changing attitudes that serve the knowledge
function, but not for changing attitudes that serve other functions. Image
appeals are useful for changing attitudes that serve the value-expressive
function. Authority and fear appeals are useful for changing attitudes that
serve the ego-defensive function. Finally, hedonic (or pleasure/pain) appeals
are useful for changing attitudes that serve the adjustment function. Should
anyone doubt the power of attitude functions, observe someone trying to
change another person’s religious attitudes (which serve the ego-defensive
function) with facts (which serve the knowledge function). Similarly, try

Image Courtesy of The Advertising Archives
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: i leasure such as smok;j
changing someone’s attitudes about a favoﬂ_tch g.ml:yg,y such as yellow tc;;gl
(which serves the adjustment function) with 1mag

(which serves the value-expressive function). Iso important. Regulato
Understanding a consumer’s regulatory focusisa

focus theory suggests that consumers regulate o}conu;o;th:;nt:tliﬁ ;:c;.r by
using either a promotion focus or a prevention ocust.comilc’s and with ocqs
is concerned with the presence or absence of poslLyCA el it aspis
rations and accomplishment. A prevention focus is concer Pherid .Eﬂ[‘)r‘es-
ence or absence of negative outcomes and with P"Otccuor;li?n i P tnm d Ites,
Some consumers are usually more promotion-focuscd, while o crih _cnk to be
more prevention-focused. Messages that encourage consumers tK/I ink aboy¢
their aspirations and accomplishments foster a promotion focusf.b.ll c‘ssa%es that
encourage consumers to think about protection and responsibilities foster 5
prevention focus. ;

Combining attitude function theory and regula}tOF y focus theory results in
a 4 X 2 matrix of persuasion techniques.® For maximum cffectiveness, persua-
sive messages must match consumers’ attitude functions an(_i = cgulatory fOC_US-
Figure 7.2 lists major persuasive message types and the conditions under which
each is most effective.

FIGURE 7.2 | Types of Advertisements and the Conditions Under Which Each Will

Be Most Effective

Attitude Function Promotion-Focused Ads Prevention-Focused Ads

Knowledge Factual appeals Mystery ads
Logical arguments Surprise
Comparative advertising Confusion

Value expression Image appeals Nerd alert ads
Celebrity advertising

Ego defense Authority figures Fear appeals
Experts

Adjustment Pleasure Pain

Sounce: Adapted from Kardes & Cronley (2000).

For example, many ads for personal computers and other high-tech prod-
ucts provide information about brand attributes and benefits to inform con-

mation. Rather than try to inform consumers,

prevention-focused knowledge
appeals attempt to confuse consumers i
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Clynt Garnham Lifestyle/Alamy
© iStockphoto.com/Squaredpixels

Promotion-focused value-expressive appeals. Promotion-focused ego-defensive appeal.

Promotion-focused, ego-defensive appeals use authority figures (e.g., polit-
ical leaders, religious leaders, police officers) or experts (e.g., doctors, lawyers,
executives) to convince consumers to change their attitudes about products
and services that offer protection against accidents (e.g., insurance), theft (e.g.,
home and car security systems), and other uncertain, negative events. Such
appeals are particularly useful for influencing political attitudes. Stereotypes, or
negative attitudes toward specific groups, also serve an ego-defensive function
by helping people feel better when they compare themselves to a group they
perceive as inferior.

Adjustment appeals focus on simple hedonism, or the pleasure/pain
principle. Consumers buy some types of products simply because they
taste good (e.g., ice cream, candy, and other unhealthy but tasty foods and
beverages) or feel good (e.g., alcohol, caffeine, cigarettes). In the same vein,
consumers avoid some types of products because they taste bad
(e.g., mouthwash, fiber cereals), or feel bad (e.g., pharmaceuticals
that improve one’s health despite aversive side effects, such as
blood pressure medicines). Promotion-focused adjustment appeals
focus on the benefits of guilty pleasures, such as high-calorie foods
and beverages and entertainment products that no one wants
to admit they like (e.g., movies such as Dumb and Dumber and
gossip magazines). Facts and figures do not promote such produch
effectively (e.g., statistics do not convince consumers to quit
smoking). Neither does image, because many guilty pleasures are
consumed privately rather than publicly. Ego-defensive appeals are
similarly ineffective because people like what they like, no matter
what authorities or experts think.

prevention-focused adjustment appeals are particularly I:ISCﬁJl
for products that hclp'consumers avoid pain, such as pain rchcycrs

(e.g aspirin, acetaminophen, antacids, seltzers, laxatives, oint-
ments). A recent ad for Excedrin, for example, shows an actor
he does not know why or care how the product works,

BB R i | NG TON

Image Courtesy of The Advertising Archives

saying

Pr X
evennor\-focused ego-defensive appeal.

h
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4y

Most of the research published in leading scientific consumer
behavior journals reports the results of experiments conducted
in the United States. Of course, the United States is a western
culture dominated by people with an independent self-view
(Canada and Western Europe are similar in this outlook). This
means that western consumers are primarily interested in
maximizing their own outcomes and are not always concerned
about what happens to other people. By contrast, in eastern

GLobal Perspectives

Culture and Regulatory Focus

Recent research on culture and regulatory focus shows that
consumers with independent self-views often adopt  promo-
tion focus.!’ These consumers are therefore more sensitive
and responsive to promotion-focused ads bet':ause.these ads
match their promotion-focused regulatory orler.1tat|on. By
contrast, consumers with interdependent self-views often' .
adopt a prevention focus. These consumers are more sensitive
and responsive to prevention-focused ads because these ads

match their prevention-focused regu[a'tory orientation. Hence,
cultural backgrounds have a powerful influence on regulatory
focus, and regulatory focus in turn has a powerful influence

on the relative effectiveness of promotion- versus prevention-

focused advertisements.

cultures, such as those of Japan, China, and Eastern Europe,
people have a more interdependent self-view. This means
that these consumers are primarily interested in maximizing
the outcomes of important groups in their lives, such as their
families, friends, and co-workers.

it just works. In other words, no complex arguments, celebrities or experts are
needed. Consumers want a product that eliminates headaches, and they don’t

care how or why the product works.

Self-Regulation Consumers often have admirable goals (such as avoiding
unhealthy foods, exercising more, watching less mindless television, drinking
less alcohol, quitting smoking, and quitting other bad habits) that they fail to
reach due to problems with self-regulation, or self-control or willpower.”
Self-regulation is necessary for making good decisions and avoiding bad ones—
such as overeating, overspending, impulsive buying, compulsive spending, and
making decisions that one will later regret. Self-regulation is controlled by an
inner psychological resource called the ¢go (named after Freud’s ego), and the

Of course, fast food restaurants, such as
McDonald’s, Burger King, and Wendy’s,
are very popular in the United States,
and this popularity very likely contrib-
utes to the obesity problem, Recently,
some morbidly obese U.S. consum-

to preduce and ma
to help reduce th

Approximately
25% of the pop-
ulation of the
United States is
clinically obese.

= Obesity is a huge

(pardon the pun)  ers have brought lawsuits against think? What is tf
social prob- McDonald’s based on the fact that psychological g
lem because much of McDonald's food Is very fat-
of the health tening and unhealthy and Is therefore
Et,hj_cs risks associated a major cause of the plaintiffs' obesity to control the -
with it, Includ- problems. The plaintiffs claim that vational proce

McDonald’s is slowly killing them, Does

e urge to eat?
McDonald's have a moral responsibility

ing increased risk for heart attacks,
diabetes, and other health problems.
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availability of this resource at any particular time depends on several important
psychological variables.

: For example, imagine that you had to choose between a delicious looking
slice of chocolate cake versus a healthy but less appetizing fruit salad. What
would you do in this situation? If you choose with your heart and focus on
your feelings, you will be more likely to choose the chocolate cake. However, if
you Chf)osc with your head and focus on making a healthy choice, you will be
more likely to choose the fruit salad. This experiment was actually conducted
and the results showed that when consumers had unlimited time and encrgy
for thinking about this problem, they were more likely to choose the healthy
fruit salad.'® However, if they were distracted and asked to memorize a string
of numbers while performing this choice task, they were more likely to focus

on feelings and choose the unhealthy chocolate cake.

Depleting or using up cognitive resources during a choice task often results
in poorer choice decisions. However, depleting resources for one task can also
leave fewer resources for subsequent tasks. In a classic demonstration of ego
depletion, participants entered a lab filled with the wonderful aroma of fresh-
baked chocolate chip cookies.! In the control condition, participants got to

taste these cookies and rate them. However, in the experimental condition, par-
rate radishes. Next, all participants were asked

ticipants were asked to taste and

to solve unsolvable anagrams, and the amount of time participants spent on this

task served as the major dependent variable. The results showed that participants

gave up sooner in the radish condition than in the cookie condition. Eating rad-

ishes while smelling chocolate chip cookies uses up self-regulatory resources,
It should be noted that this carry-

Jeaving fewer resources for follow-up tasks.
mental or physical fatigue. Instead,

over effect was not influenced by mood or by
1 one task depletes self-regulatory resources, people perform more poorly

on subsequent tasks that require self-regulation or restraint.

Any task that uses up self-regulatory resources leaves fewer resources for
tasks that come later. Ego depleting tasks come in many forms, and the radish
task is just on¢ example. Similar results were observed when self-regulatory
resources were depleted by a complicated proofreading task. In the control
condition, participants were asked to cross out every “e” in one page of text.
In the experimental condition, participants were asked to cross out every “e”
in one page of text except for those that preceded or followed a vowel. This
type of task takes restraint because the first impulse is to cross out every “e,”
and not crossing out some of them uses up willpower. Similar results were

ts performed a Stroop task, or a color nam-

also observed when participan r
were printed in different colors. For example,

ing task in which color words
the word “green” could be printed in the color red. In the control condition,

participants Were asked to name the color word and to try to ignore the color
that the word is printed in. In the experimental condition, participants were
asked to name the color that the word is printed in and to try to ignore the
color word. The latter task is muf:h more difficult and requires greater will-
power, because the first impulse is to name the color word. Whenever ego
depletion occurs, however, people perform more poorly on subs;qucnt ltasks.
Ego depletion has bcf:l'l shown to lead to poorer consumer choice decisions
in many different settings. In f)icr words, ego depletion leads consumers to
make a wide variety of gut decisions that rely on intuitions and feelings, rather

whe
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making difficult trade-offs amqy
re

' d casy, and they ¢
. re uick an > ]
attributes.'® This occurs because gut d(¥15§;12 ?F dgcisions, however, are slow
. re EIHERCAIRLEA €. latory resources
:quire self-regulatory res f f-regulatory :
::(1):1 ;Li?ﬁcult and tl%cy cannot be made without sel-reg
£ o

. e of consistency among thre,
OBJECTIVE @ Balance Theory This theory focuses on the degre :
clements:

isi 1
than deliberative decisions that requ

i sive message
* P, the person or consumer who receives a persu:;lS et
* o, the other person (e.g., a friend, salesperson, or sp
. .
mends a particular product or service e
* X, a stimulus such as a particular product o

Balance exists when the relationships among _31;11 threc;— i‘;l:\fvngtzslaggng(’::'
tive (e.g., p likes o; o likes x; therefore, p sho:ﬂd like x) Om o) Balance?l
negative and one is positive (e.g., my enemy’s enemy is ybl 2 d' -
relationships are learned more quickly, are Imore memora C,h Tate:
as more pleasant. Consumers like balanced tna'ds. However, the C0nV€r§c is
also true. Consumers do not like imbalanced triads, wl}ere all three {'el-anons
among the elements are negative (e.g., p dislikes o, 0 diShlfCS X, and.p dislikes x)
or two relations are positive and one is negative (e.g., p likes o, o likes x, and P
dislikes x). Imbalanced triads produce unpleasant tension, and consumers are
motivated to reduce this tension by changing one (or more) of the perceived
relations within the p-o-x triad.

Let’s look at an cxample. A recent Capital One Venture Card com-
mercial shows actor Alec Baldwin i

‘ : : life. I  is you, o is Alec Baldwin, and
X 1s C‘apltal One,.lmbalance exists if you like Baldwin (p likes o),
Balc!wm uses Capital One (o likes %), and you dislike Capital One
(¢ dislikes x). There are thre

gk € ways that you can bring about balance
to this triad: y &

1. Change your attitude,
2. Deny the relationship,
3. Differentiate the relationships,

First, you could change your attitud i i
. ¢ toward Capital One ( likes
x) or change your att}tudc toward Baldwin (p djsﬁkes 0) sg’;ond,
3/;;:;1 thm:k}il clc:iny Baldwu]]l’s relationship with Capital One b); suggest-
Ng that he doesn’t rey Y Prefer Capi : hell
to gain huge cndorsements Th;rd v one; g gt cad

through diffe rentiation by htias You could resolye the imbalance

actor, but not Alec Baldwin the ce:l-%)rti};;t You Lo £ dwnte

This type of analysis ¢

© Helga Esteb/Shutterstock com

an be appl;
If you like Alec Baldwin but not necessarily clements, For example, Corlsumif Ry t9 almost 2SO thrce
wifhcgg?gé?:gg.tg%n?apta%ertli:emzriwtt are linked to heart disease, It se, b, ks Cigal‘Ctt‘t’iS, o, which
orsing Capital One's cre iz JoeHy €ms ssum
card may lead you to shift your attitudes the consumer dislikes heart disease Ca§0nable to assume that
toward the company and perhaps become 3 consumer musgt resolve th
New customer for them,

: (p islikeg '
e ). Therefore, the
hul;n fﬁ? r;ce th.r ough attitude change (e.g.
moklng), denial (e.-g., cigarettes

disliking cigarettes and ¢

e——
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do ;
Waync?;af-?:s:s l;f:l:t dfsease), or dfffftrentiation (e.g., the consumer likes the
feature g [ikgp ? hn-n feel but dislikes the long-term side effects). Many ads
ikes o, and if l?kce ebrity, o, endorsing a new product, x. If the consumer, p,
e for;n a favo } lfls 4t SPbﬂC pressure toward consistency induces the consumer
b QBscaal Orable attitude towa.rd % 80 that the triad is in balance, It’s easy

¢ oW balance theor y explains why celebrity advertising can be highly
effective (see Figure 7.3),

FIGURE 7.3 | Balance Theory

P (you)

o (Alec Baldwin) X (Capital One Venture Card)

Cognitive Dissonance Theory Most people assume that attitudes influence
behavior, but cognitive dissonance theory suggests the reverse: behavior can
also influence attitudes. According to cognitive dissonance theory, consumers
strive for consonance, or consistency between a specific behavior and an attitude
related to that behavior. Dissonance, or bel.)avior-attitudc inconsiste‘ncy, pro-
duces an unpleasant tension, referred tF’ as dissonance arogsal. Wl}en 1; occurs,
people are motivated to reduce the dissonance by ghangnpg their at.tlrudc to
match the behavior that was performed. Th‘.: shift in attitude that increases
behavior-attitude consistency is knpr as t'he dlSSgl]:}f}CC effect. I_t often mvo{vcs
effort justification, or attempts to ratlona.hze the initially undesmilblc behavior.
Sometimes people are persuaded to do things that they really don’t want to do.
For example, parents talk children into cleaning their rooms, profcgsors tal.k
dents into doing their homework, and bosses talk cmplpyccs into dgmg their
P the amount of effort involved in performing a disliked activity increases,
Jo i ccople change their attitudes to convince themselves that the effort
L morchE:/hilc. This attitude change then leads to future behavior change.
oy wort[ sic experiment, college students were asked to perform a senseless
Ia 3 asmsk: to turn a series of pegs on a pegboard one quarter ofa lturl"l.”

i Rk ach peg, they were asked to return the peg to its beginning
Achr T cr the task. This continued for about a half hour. In the high-
polpt anc rcpc;:;lition cach subject was asked to tell the next participant that
Sx;ssonin;zsc‘?;(dﬁng’and fun.” These students received $1 for performing the
e tas
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task and describing it as “fun” to the next p.art1c1p;8t%01rn ti’r? Olfgqvmdlsiﬁgance
condition, a separate group of students reccwed”$ SO g t:rlSk
; ket ; “fun.” Which group do you thinj
and telling the next participant that it was AT
rated the task more favorably, the group who received group who
received $20? At first glance, one might think the lowvdlssotr]llance grohlllp (those
who received $20) rated the task more favorabl)./ because they were happy to
receive $20. But the opposite was true. Students in the high-dissonance cond;-
tion (those who received only $1) rated the task more fa_worably. e,

Why? Describing the task as “fun” when they knew it was boring is incop-
sistent, and 1 is insufficient justification for lying. Thus, they had to reduce
their dissonance arousal by changing their attitudes toward the boring t‘ask,
Maybe it wasn’t so bad after all. On the other hand, the. students who received
$20 had sufficient justification for completing the boring task and musrepre-
senting it to the next participant. There was no reason to change their attitude
about the boring task. They were paid to do it!

In another classic experiment, consumers were asked to choose between
two products and were allowed to keep the chosen alternative as a gift.'* Before
consumers made a choice, both products were perceived as equally attractive.
After making a choice, however, the chosen product was perceived as highly
attractive, and the rejected product was perceived as less attractive. This
“spreading of the alternatives” occurs because making a decision is difficult,
and people need to readjust their attitudes to justify their decisions. The more
difficult a decision, the more people convince themselves that the chosen prod-
uct is desirable and the rejected product is undesirable.

Almost any type of decision can set the stage for dissonance effects. For
example, suppose a consumer makes a bad decision and buys a product that
performs poorly. This behavior is likely to produce dissonance arousal because
the behavior is inconsistht with the belief or desire to make good purchase
decisions. Post-purchase dissonance is especially likely when the decision

® is important.

* involves giving up positive features of a rejected alternative or accepting
negative features of a chosen alternative.

* involves alternatives that are similar in terms of overall desirability.

Making 'pt_lrchasc decis.ions is not the only difficult activity that people
perform. Joining a fraternity or sorority, getting into college, getting a jobs

landing a sale, and losing weight are also difficult activities. Research has shown
that the more difficult the activity is (e.g., hazing,

the more people value their fraternities, sororities
and health clubs. Consequently, people are more
bers of these establishments for longer periods of

interviewing, negotiating),
, universities, jobs, clients,
likely to remain loyal mem-
tme.

Emotion

The previous sections in this chapter have described how motivations focus

atcention and influence a wide variety of consumer bChav'mO \{; oL S

show how feelings and emotions also focus attention ang rigrs. ¢3cw1(ml.ls|'u‘ncr
uence

behavior. Even very simple feelings, such as Positive affect or positive moods
posi
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can have surprisingly powerful and complex effects on behavior. Little th_mgS——
like nice weather, finding a dollar on the sidewalk, receiving a small gift or a
compliment, remembering a positive event, and so on—can induce positive
affect. When people are in a good mood, they are more helpful, more creative,
and more willing to try new products.'” Positive affect also helps consumers

make better and more satisfying purchase decisions.

Feelings-as-Information Theory
eelings are often treated

This theory suggests that mood and other types of fe

like any other piece of information, and this information is integrated along
with other information when consumers form an overall evaluation of a Pf_Od'
uct.?? Consequently, a good mood often results in a more favorable evaluation,

while a bad mood is likely to result in a less favorable evaluation, even when
mood has nothing to do with the product. For example, nice weather, find-
ing a dollar, receiving a compliment, remembering a positive event, and other
extrancous sources of mood can enhance product evaluations. This effect can
backfire, however, when consumers recognize that their mood may have influ-
enced their evaluation. In this case, consumers attempt to subtract the mood
effects. The mood-as-information effect is also qualified by the type of product

consumers evaluate. The effect is more pronounced for hedonic products, or

products consumers use to enjoy positive experiences, than for instrumental

products, or products consumers use to solve a problem.?!

Consumers often pay attention to their feelings and regard them as relevant
to the task at hand, even when these feelings stem from irrelevant sources, like the
weather or other incidental mood-altering sources.?” When consumers realize that
their feelings were influenced by irrelevant sources, however, they discount the
informational value of their feelings and try to ignore them. Usually, however,
feelings are perceived as relevant and the influence of feelings on judgment and
choice increases with perceived relevance. Inferences about feelings depend
on consumers’ naive theories about the meaning of these feclings. For example,
consumers often assume that thinking about favorable products puts them in
a good mood, so if they are in a good mood, the product they are thinking
about is likely to be a good product. Other types of feelings are also important
For example, consumers often assume that feelings of fluency or ease imply tha;
the information they are reading is valid and informative, and that judgments
that spring to mind quickly and easily are also likely to be valid and informative
Consequently, consumers tend to be overconfident when information sccms‘
familiar or easy to read or when judgments are formed quickly and easily.

When it is easy to think of reasons for liking a product consumc;‘s often
infer that there mustll(ac ;nany reasons for liking the product.’Convcrscly, when
it is difficult to think of reasons for liking a prody ;
that there must be few reasons for liking tghc grodulstt.’ 1(::8? Sel;c?ri;sleoizr;smfcr
ers often form more favorable overall evaluations of a BMW after ,encl_au.m_
one reason for liking the BMW than after generating ten reasonsgfor lil:;nng
the BMW!?¥ Generating one reason secems easy and this suggests that th :
are many reasons for liking the BMW. Generating ten reasons seems lik ‘;rc
of work, and this suggests that there are few reasons for liking the BMV\? s
though ten reasons Were just generated. SYEh
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Other types of feclings are also important. Feelings such as bOd"lY S€nsationg
have also been shown to influence consumer judgment an.d choice. Readip
information or forming judgments while smiling or nodding often Icgds to
greater perceptions of validity and more favorable judgments. The OPPOsIte hyg
also been observed: reading information or forming Judsme“ts W}P],e frownin
or shaking one’s head “no” often leads to lower perceptions of validity and Jeg

favorable judgments. Using cleansing products can alsq change people’_s feel-
ings. For example, after telling a lie, people often feel guilty. However, using 4,

appropriate cleansing product can make people feel less guilty. When people ie
with their hands by sending a lie via e-mail, they feel less guilty after W‘_‘Sh‘flg their
hands with hand sanitizer. When people lie with their mouths by delivering 3 lie
via voicemail, they feel less guilty after washing their mouths.wnh mouthwash
Feelings can also influence how other types of information z_ire processed.
When people feel nervous, irritable, or sad, they sometimes infer that thejr
judgments are incorrect, and this leads them to search for more information
and think about this information more carefully to avoid forming incorrect
judgments. When people feel content, happy, or confident, they sometimes
infer that their judgments are correct, and this can lead to reduced information

search and a greater reliance on categorical knowledge.

Affect Confirmation Theory

This theory suggests that affect or mood can also influence how consumers
use product attribute information.? Instead of a direct input for judgment,
as the mood-as-information model suggests, mood can alter the weighting of
product attribute information. When consumers are in a good mood, posi-
tive attributes tend to be weighted more heavily. When consumers are in a
bad mood, negative attributes tend to be weighted more heavily. For example,
a consumer who is in a good mood may consider a positive feature of Polo
Ralph Lauren clothing (e.g., prestige) more important than when he is in a bad
mood. Alternatively, a consumer who is in a bad mood may think more about
a negative feature of Polo (e.g., expensive). Hence, mood can have many dif-
ferent effects on consumer judgment,

Affective experiences or feelings are intensified when they are accompanied
by physiological arousal or excitation of the sympathetic nervous system. As
stated previously, emotion is defined as intense affect or affect plus physiological
arousal. Emotion is more specific than affect because it reflects an apprais
process (e.g., happiness, sadness, anger, fear),?” Exciting events like action
movies, major sporting events, and intense interpersonal interactions produce
emotion, Exercise also increases physiological arousal levels and can produce
emotion. Chemicals, such as caffeine, adrenalin, norepinephrine (synthetic
adrenalin), and other stimulants also produce emotion, Figure 7.4 illustrates
the vast array of emotions,

Although people are good at detecting changes in their arousal levels, they
are often surprisingly bad at interpreting their Oown emotions. For example,
in a classic study, people were injected with Norepinephrine (which produces
arousal) and were asked to stay in a waiting room for the next phase of the
experiment.”® Another person was also waiting there, Although this person
seemed like another participant in the experiment, he was actually an accom-
plice of the experimenter. In “happy” conditions, the accomplice seemed to be

SRR
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FIGURE 7.4 | Types of Affect and Emotion

Positive
Happy
Satisfied
{
Excited Relaxed
Enthusiastic Calm
High Aroused ~_ Quiet Low
engagement Surprised Still  engagement
Drowsy Fearful
Sleepy Nervous
Y
Sad
Sorry
Lonely
Grouchy
Negative

Source: Watson, D, and Tellegen, A. (1985). Toward a Consensual Structure of Mood.
Psychological Bulletin, 93:219-235.

overjoyed: he smiled a lot and threw paper airplanes. In “angry” conditions, the
accomplice seemed to be annoyed and mad: he frowned a lot and complained
about having to wait for so long. During the next phase of the experiment,
participants were asked to fill out a questionnaire asking them about their cur-
rent emotional states. Participants who received norepinephrine and saw the
happy accomplice perceived themselves to be happy. Participants who received
norepinephrine and saw the angry accomplice perceived themselves to be
angry, just like him. In other words, people used the accomplice’s behavior as
a contextual cue to help them interpret their own emotions. In general, stud-
ies like this have found that people are bad at interpreting their own emotions

without the help of such contextual cues.

Discrepancy—Interruption Theory

rises and interruptions or unexpected events that prevent
oal that we are currently trying to achieve also increase
2 Discrepancies increase arousal or alertness and wake
often require our immediate attention. Interruptions
also increase arousal and require immediate attention. Small discrepancies
or small surprises produce posit‘ivc emotions because they are usually milc_ily
interesting and thought-provoking. On the thel- hand, large discrepancies
or big surprises usually produce negative emotions because they suggest that
our current expectations are cOFlecFely wrong. No one likes to be comple'tely
wrong. Similarly, no one likes to l_)e 1ntcrruptc‘d while working on somctbmg.
So, the more important the task is, the more intense our negative emotional

S etionis when we are interrupted.

Discrepancies or surp
us from pursuing a g
arousal and emotion.
us up because they
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Because small surprises are good, new products _tbat aLe Sl_lghtly difTCrent
from other, more familiar products produce a positive chotional response,
leading to positive evaluations of the products. Because big SUIpLisesare bad,
new products that are completely different from other, more famlhgr Produyctg
produce a negative emotional response, leading to negative evaluations of the
products, at least initially. Hence, designers of new P‘I‘OdUCtS_ should adq fea-
tures (bells and whistles) that are mildly surprising and interesting because thege
make new products more interesting. Developing a completely NEW product j
risky because consumers will not know how to react to it or use It, leading
negative emotions, at least initially. Time and money are often required to edy-
cate consumers about completely new products to help them fully appreciate
the benefits of an innovation, Televisions, computers, smartphones, and other
high-tech products were not overnight sensations.

Consistent with discrepancy-interruption theory, research lshows that
brands that are moderately different from other brands in a particular prog-
LCt category produce positive arousal and are evaluated more favorably tha
brands that are typical of a product category.*” For example, most soft drinks
are high in preservatives and artificial ingredients. However, new fortified soft
drinks that are marked as “healthy” (e.g., Vitaminwater) taste different and
interesting and are evaluated positively in blind taste tests. Conversely, most
fruit juices are all natural, and consequently, a fruit juice that is high in artifi-
cial ingredients tastes different and interesting. This results in more favorable
evaluations in blind taste tests as well (see Figure 7.5).

FIGURE 7.5 | Discrepancy-Interruption Theory

50 +
5
g 40 -
a
oy Soft Drink : Fruit Ju
Product Category
|;0 = Natural -—n-—Artlficm

Recent research shows that, relative to male consumers, female consumers

have better visuospatial skills and are better at detecting and Azing
incongruent products.’® As a result, female ¢ g

Onsumers evaluai
products more favorably than male consumers

- Furthermore, w CO
5 ,ﬁ!

Tos
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wi 0 Marketers gained from consumers confusing their sporting excitement
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focus on utilitarian attributes, moderately incongruent products are Prcfgrred
over congruent products.? However, when consumers focus on expcrlcr}tlal or
hedonic attributes, congruent products are preferred over moderatcly./ incon-
gruent products. This pattern of results suggests that utilitarian functions are
primary to hedonic functions: consumers must first figure out how to use a
product before they can fully appreciate its hedonic benefits.

Excitation Transfer Theory

Because consumers are bad at interpreting their emotional states, the excita-
tion or arousal produced by one stimulus (e.g., exciting media events, exer-
cise, stimulants, discrepancies, interruptions) can transfer or spillover to ther
stimuli.? Excitation transfer theory rests on four key principles of emotion:

1. Arousal is nonspecific with respect to emotion (i.e., arousal intensifies both

positive and negative emotions).
2. People are insensitive to small changes in arousal.
3. People often look for a single cause for their arousal, even when there are

multiple causes.
4. Physiological arousal dissipates at a slower rate than perceived arousal.

These principles suggest that a narrow window exists in which arousal can
transfer from one stimulus to the next, thereby intensifying the emotional expe-
rience attributed to the second stimulus. Initially, little transfer occurs because
a single, salient stimulus is perceived to be the cause of the arousal (e.g., an
exciting movie). After a long period of time, arousal goes away, and nothing
is left to be transferred. After a moderate period of time, however, excitation
transfer is possible.

At this intermediate point in time, an individual is still aroused from the
original stimulus, but because the stimulus event has passed (e.g., the movie
is over), the person doesn’t perceive that he is still aroused. For example,
an exciting sporting event or action movie
is likely to produce arousal that could—
potentially—transfer to an advertisement
embedded in the program. Ads aired
during the Super Bowl and other exciting
events may benefit from this excitation
transfer process: the advertised product
may seem more exciting if its ad is aired
during an exciting program. But timing is
crucial. If consumers attempt to interpret
their emotions while watching an exciting
n‘.lovie or TV program, they would recog-
nize that the source of their arousal is the
program, not the products advertised dur-
ing commercial breaks. However, if people
attempt to interpret their emotions shortly
after an exciting event, they are more likely
to confuse their arousal from the event with

Tetra Images/Jupiter Images

though the potential
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- heater can pro

I’s no surprise that watching a scary movie a:)tu;l dtatc! In fact, Eran(i;‘l;:
arousal, and this arousal can later be transferred to'y han the original aroygy)
ence produces a more intense emotional -rcSPOnSC. * their emotional stata'
Furthermore, because people are bad at mtcg‘p'rctmg T ——— attres,
the fear produced by a horror movie can be misinterprete . thac--
tion to the date. Again, timing is crucial. If people attemp e thafth eir
emotions while watching a horror movie, they shoul.d rcC(l-)lgﬂﬂ o he yidee
feeling fear. If people attempt to interpret their emotions shor Z, ; af orror
movie, however, they are more likely to confuse romantic attrac 1 on c;lr ear, Of
course, the mass media can produce all kinds of cmopons (&g OVCt,h atc,. fcar3
anger, sadness), and if the timing is right, arousal will transfer 1:0 other S.tlmuh
(e.g., other people, advertised products, products consumed while watching ap
exciting event)—see Figure 7.6.

FIGURE 7.6 | Misattribution of Arousal
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Emotional Appeals in Advertising
Advertisements often use feelin

disruptive it is when
1 TV, and the movie is interrupted
OWs that mixed appeal ads are mor€

you watch a scary or suspenseful movie of
by a funny beer commercial. Research sh
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difficult to comprehend and to remember.? Furthermore, fear appeals in ads
can be so aversive that consumers try not to think about the ads or about
the problems mentioned in the ads. As discussed earlier in this chapter, fear
appca.ls are effective only when consumers’ attitudes serve an ego-defensive
function. Furthermore, consumers need to believe that they can cope with the
fearful event and that the advertised product is effective for eliminating the
problem completely.

Advertisements sometimes use feelings of guilt and sorrow to encourage
consumers to donate to nonprofit organizations that help feed hungry children
or prevent animal abuse. For example, in “Save the Children” ads, starving
African children are shown living in squalid conditions while a narrative
voiceover says that you can help. When these ads included statistics about how
the donations would help, however, consumers inferred that they were just
one person and one person cannot do anything to alleviate such a huge prob-
lem.¥ Again, mixing emotional appeals with rational information like statistics
appears to backfire.

Humor in advertising can be persuasive, provided that consumers are
already familiar with and like the brand and need little additional information.
In addition, the humor should be related to the product and also be simple,
appropriate, and not offensive.* Extreme humor can be offensive, as the
writers of South Park know full well. Furthermore, experiments using several
different versions of mock ads for fictitious brands showed that humor works
better for simple messages than for complex messages, and that subtle but
product-relevant humor improves memory for product information.*

Marketing in Action

Sex in Advertising

tléfaothe’ types of emotional appeals, sexual appeals can

5 OUC: attention to an ad but distract consumers from thuniflng
iS rele the advertised brand.* Hence, sex works best whe_q it
meSS:anF to the advertised brand, and when the advertising
Commge Is simple. When sex is not product relevant, television
P peercnals? have lower scores on comprehension, memory,
ombirzsuas'on-“ A meta-analysis, or a study thaj: statistically

disseed the results of 53 academic journal aancIes and
increaser(;at'ons' revealed that physically attractive models
persuasion for messages related to social compe-

tey

nce i H . .
Sio) and impression management, slightly increased persua-

N fi .
No OF Messages related to intellectual competence, and had

eff : . . i
or e CLON Messages pertaining to integrity or compassion
OthErsl‘ﬁ

\

Research has also investigated the effects of the types of
television programs in which commercials were embedded.
In one study, consumers saw nine commercials for common
grocery store products embedded in a television show that
had sex, violence, or neutral content. Memory performance—
immediately after watching the program and 24 hours later—
was higher in the neutral program condition than in the sex
or violence conditions® In a follow-up study, consumers saw
1I2-ads for inexpensive, unfamiliar products embedded in tele-
vision programs with sex, violence, or neither, Again, memory
performance was better in the neutral program condition than
in the sex or violence conditions* Hence, advertisers nee'd
to focus on the content of the television programs tha_t'fhey -
sponsor as well as on the content of thelr own ads, =~
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