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Mood States and Consumer Behavior:
A Critical Review
:..’

MERYL PAULA GARDNER*
A conceptual framework IS presented that dqxcts both the rnedatmg roke of mood
states and their pmential imponance m consumer behavior. Reviewing frndhgs from
the psyc+mtogasl Itterature indbtes that rnocxl states have tied and tndwect effects
on txmawor. evaluat a, and recAl The scope and Iikrutattcsns of these eff acts are
addressed. and the Impkat Ions for msurner ~ha~ m three areas—~ ~.
counters, pomtd-purchase st,mull, and mrnmunimbons (mntext and content+
are examr@. FIMlly, the pot ant~l Ieaslbl!ry and viablrty of rrmd-ralatd appmeda
to merkemg research and prachce are discussed.

I

ndividuals often t~ to anticipate each others’ moods
prior to interactions and to read ea~’h others’ moods
during encounters. In these ways, mood information is
acquired and used informally to facilitate social and
professional interactions. For example, knowledge of
the boss’s mood on a particular day may help an employee anticipate the boss’s reactions to a request for a
raise. Analogously, knowledge of consumers’ mood
states in marketing situations may provide marketers
with a more complete understanding of consumers and
their reactions to marketing strategies and tactics. This
mood-state knowledge may be particularly relevant for
understanding consumer behavior as it is affected by
service encounters, poinl-of-purchase stimuli, the content of marketing communications, and the contcxl in
which these communications appear.
More generally, insights into consumer behavior may
be gleaned by examining consumers’ thoughts and feelings. Considerable research using a traditional information processing paradigm has enriched our understanding of the cognitive mediators of consumer behavior. Significant insights into consumer behavior have
also come from research that has examined noncognitive (nonbelief) factors such as subjective familiarity
(Park, Gardner, and Thukral 1984), fun and fantasy
(Hirschtnan and Holbrook 1982; Holbrook and
Hirschman 1982), motor and somatic representation
of affect (Zajonc and Markus 1982), emotion (Fennel]
1981; Weinberg and Gottwald 1982), and attitude tow a r d the adve~i~ment (Gardner 1985, Lutz. )vfacKenzie,;mtd
Belch 1983; Mitchell and Olson 198 l;
-.

Moore and Hutchinson 1983; Rossiter and Percy 1980;
Shimp 198 I ). Findings indica:e that these feelings-oriented factors may play a major role in consumer-attitude formation and brand selection.
Since mood states are a particularly impotint set of
aflcctive factors (Gardner and Vandersteel 1984; Westbrook 1980), they form a pan of all marketing situations
(Belk 1975; Lutz and Kakkar 1975) and may influence
consumer behavior in many contexts, e.g., advefiiscment exposure and brand selection. Mood states may
be quite transient and easily influenced by little things
(Isen et al. 1982). Small changes in physical surroundings may influence consumers* moods at the point of
purchase, and slight deviations in communications
strategies may significantly affect moods upon exposure
to advertising. In fact, although consumers’ moods are
often affected by factors beyond a marketer’s control,
moods can be greatly influenced by seemingly small
aspects of marketer behavior, e.g., a saJesperson*s smile
or a long wait for a doctor’s appointment.
Because mood states are omnipresent and readily influenced by marketer action, they may have important
effects on consumer behavior. This atlicle provides a
preliminaq expiration of this potentially important,
but inadequately charted ternto~. Specifically, we propose to examine the effects of consumers” moods on
behavior, evaluation, and recall in marketing contexts.
informal analysis has suggested three areas where mood
effects appear to be significant and where mood states
can be influenced by marketing tactics: service encounters, point-of-purchase stimuli, and communications
(context and content). The presentjarticle will focus on
these domains, although they are--not the only areas
where mood states may have impoRant effects on con>..
sumer behavior.
First, I will defsne terms to help clarify the distinctions
between moods and other feeling states. Second. 1 will
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present a conceptual framework and discuss findings
about the nature and limitations of the direct and indirect effects of mood on behavior, evaluation, and recall. Third, 1 will examine the potential implications of
these findings for consumer behavior with respect to
service encounters, point-of-purchase slimuli, and
communications. In each of these areas I will address
thret5;, questions:
~.- What inferences can bc drawn for consumer behavior
from

our knowledge

of the effects of mood states on

behavior, evaluation, and rccal]?
2. Can marketers take advantage of the opportunities
suggcs:cd by the etTects of mood states on consumer
behavior, or do logistical limitations prohibit implementation of mood-oncntcd marketing approaches?
3. what is the current status and future potential of research to assess the impact of mood on consumer behavior?

Fourth, 1 will discuss the implications of mood effects
on consumer behavior as they relate to the design of
marketing-research studies and the development of
marketing actions. Finally, I will make suggestions for
future research.
Definition of Terms
The word “mood” has a wide range of usages and
meaning. One might use the term to describe a phenomenological property of an individual’s subjectively
perceived affcctivc state; e.g., someone may be in a
cheerful mood or a hostile mood. Onc might also use
mood to describe a property of an inanimate object;
- e.g., a point-of-purchase display may have a “sophisticated mood”’ or a “fun mood.” For the purposes of
this anicle, we will adopt the former, phenomenological,
approach and view moods as feeling states that are subjectively perceived by individuals. As such, moods are
a subcatego~ of feeling states.
The phrase “feeling state’* will be used to” refer to an
affective state that is general and pervasive. Such states
“’suffuse all one’s experiences, even though directed at
none in particular” (Fiske 1981, p 231). These states
can be contrasted with feelings directed toward specific
objects, e.g., the affective componcm of brand attitude.
,Mood will refer to feeling states that arc transient;
such states are particularized to spccitic times and situations (Peterson and Sauber 1983) and may bc contrasted with those that arc relatively stable and permaneqf (Westbrook 198C)). Examples of invariant feeling st~tcs include personality dispositions such as
optim]~”m/pessimism (Gold man-Eislcr 1960; Tiger
1979) .’jind enduring global attitude structures such as
s:ttisfaciiori (~\ndrcws and W’ithc} 1976).
hlouds may bc distinguished from emolions, which,
in contrust. arc usually more intense. altcntion-getting.
and tied to a spccifiahlc behavior (Clark and Iscn 1982).

OF CONSUMER
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One is almost always aware ofone’s emotions and their
effects, which may redirect attention to the source of
the emotion and interrupt ongoing behavior (Simon
1967). One may or may not be aware of one’s mood
and its effects, which may color attentional processes
and influence, but rarely intetntpt ongoing behavior
(Clark and Isen 1982).
Different types of positive nioods (e.g., cheeriness,
peacefulness, and sexuaI warmth) and negative moods
(e.g., anxiety, guilt, and depression) can be readily
identified. Although categorizing moods as positive or
negative may be an oversimplification (Belk 1984), existing research does not provide much insight into the
eflects of specific moods. In fact, most studies have involved broad manipulations designed to induce positive
and/or negative moods and have not attempted to affect
or assess specific moods. It is often difficult to infer the
induced mood or its strength; e.g., subjects told that
they have failed a test of perceptual motor skills may
not respond emotionally or they may feel depressed,
frustrated, or anxious. In addition, many common manipulations may fail to induce discrete moods, and naturally occurring feeling states may appear in clusters
(Polivy 1981). Only two studies have investigated the
effects of more than one positive or negative mood
(Fried and Berkowitz 1979; Laird et al. 1982). To enable
readers to form their own inferences about specific positive and negative mood states induced in the relevant
studies. Table I provides information about the induction procedures used.
Although it is difficult to compare findings for specific
positive and negative moods across studies since the
induction procedures and dependent variables are confounded, the eflccls of different negative mood states
seem to bc more heterogeneous than the effects of positive mood states (Isen 1984). For example, Baumann,
Cialdini, and Kenrick ( 1981 ) note that helping may be
enhanced by some negative mood states (e.g., sadness)
but not by others (e.g., frustration). Research is needed
to investigate the effects of specific positive and negative
moods on behavior, evaluation, and recall.

CONCEPTUAL FRAMEWORK
Common models of consumer behavior do not explicitly recognize the role of mood states. At best, Ihc
term “antccedcnt state”’ is used to encompass all of the
momentary financial, psychological, and physiological
baggage with which a consumer arrives at a marketing
interaction (Bclk 1975). In order to examine the role
of mood states in consumer behavior and suggest their
marketing implications, a frame~rk is needed that interconnects strategic areas, mark~ing tactics. and consumcr-hchavior proccsscs. The fmmcwork adopted for
this arliclc attempts to meet thi~:nccd and appears in
the Figure. It is not all-inclusive, but facilitates the cxaminution o~
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Eficcts of induced mood staIcs on some impor[anl
psychological proccsscs underlying consumer behavi o r (indicaicd hy ;riunglcs).

Thdtepiclcd relationships arc discussed in the next two
scctifins.

Strategic Areas and Mood Induction Tactics
Although il m~y seem obvious that some marketing
actions aticct consumers” mood states, (he relationship
bctwccn stralcgic a r e a s and moocj-re]a~ed tactics requires systcnl~tic investigation. Examining three strategic arem.— service encounters, point-of-purchase
stimuli, and communications (context and content)—
serves two purposes. First, it facilitates the discussion
of tactics that are useful in more than one area. Second,
it facilitates the evaluation of the importance and feasibility of mood-related approaches in each area.
In the service sector, mood induction can be contiguous to an encounter, thus increasing the likelihood
that its cflccts will have an impact on a transaction.
Mood induction may be affected by aspects of the
transaction procedure, interactions with setwice providers. and physical settings (see Figure). At the point
of purchase, a mood may bc induced by aspects of the
retail environment and by interactions with sales personnel. Bccausc these mood inducers are contiguous
with much in-s{orc information acquisition and deci.
sion making. they may have a substantial impact on
such proccssus. Communications eflects on consumers’
mood states include those effects duc to media context
and adveniscmcnt content (see Figure). Media-context

ctfccts relate to material that precedes or surrounds the
advertiser’s message in a communications vehicle. Advertisement content may affect consumers’ mood states
through the use of emotional music, graphics, or copy.

EFFECXS OF MOOD STATES ON
PSYCHOLOGICAL PROCESSES
Research in psychology indicates that mood states
cxcn an important influcncc on behavior, judgment,
and recall (stc Figure). As a result of this, several conclusions about the effects of mood states emerge. Many
of th~ findings are based upon laboratory studies and
rcqutie replication under more realistic conditions.
~ .-

EfTe& of Mood States on Behavior
Positive moods appear to enhance the likelihood that
a host of behaviors may be performed (see Table 1). It
appears that iI posi; ivc mood nlskcs one kincicr both to
oncselfand to others (Undcmood, Moore, and Rosen-

han 1973). Some positive mends appear to increase the
likelihood of performance of behaviors with expected
positive associations and to deercase the likelihood of
performance of behaviors that lead to negative outcomes (perhaps by enhancing one’s sense of personal
power and self-perccivcd frcedoffl to do as one wishes—
Forest et al. 1979; Isen and Siminonds 1978). Research
is nccdcd to predict a priori which activities are believed
to have positive outcomes and which are thought to
have negative outcomes.
Studies reviewed in Table 1 suggest that the behavioral e[~ccts of negative moods may be more complex
than the effects of positive moods. Two factors may
contribute to the diversity of effects of negative mood
states. First, there are some indications that negative
mood states are themselves more heterogeneous than
positive mood states (Isen 1984). Second, controlled
processes that terminate unpleasant negative mood
states may compete with automatic tendencies to engage
in mood-congruent behavior (Clark and ken 1982).
The link between mood states and behavior may be
seen as both direct and indirect (see Figure). A direct
linkage may involve associations in memory between
mood states and behaviors. In this context, a behavior
may be viewed as a conditioned response. (For a review
of theoretical issues in conditioning, see Bugelski 1982;
for a discussion of the consumer-behavior implications
of conditioning, see McSweeney and Bierley 1984; Peter
and Nerd 1982). In some cases, automatic behavioral
responses may be largely inborn or instinctive. Zajonc
(1980) discusses the universality of aflective responses
among animal species, citing the example of the frightened rabbit running from a snake. Plutchik (1980) has
postulated that feelings mediate situation perceptions
and instinctive responses. Although Plutchik ( 1980) and
Zajonc (1980) provide phyllogenetic and ontogenic
support for an innate link between emotions and behavior, research is needed to investigate the possibility
of such a link between mood states and behavior.
It maybe more likely that associations between mood
states and behaviors may be learned from repeated experience, socialization, or acculturation. For example,
Cialdini and Kennck (1 976) found that an experimentally induced depressed condition increased helpfulness
among older children, but not among younger ones.
The dsta were taken as suppon for the notion that socialization forms the basis for the effects of negative
mood on altruistic behavior.
One may also view the link between mood states and
behavior as indirect, in the sense that the behavioral
effects of mood states may be ~mewhat mediated by
their effects on expectations, evaluations, and judgments. This view suggests that positive moods may increase the likelihood that a behivior will be performed
by increasing the accessibility y 6f positive associations
to the behavior, thus leading to more positive evaluations of the behavior (Clark and Isen 1982).
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TABLE 1
STUDIES INVESTIGATING THE EFFECTS OF MOOD STATES ON PSYCHOLOGICAL PROCESSES INDUCTIONS AND FINDINGS
mductlon

study

Fxtdmg

bhew Effects
and
Connorf3%6)
~..
‘,

(a) Success

Mschel. bates. and
Raskoff (1968)

(a) %cc.ess
(b) Failure

Relative to children in andttion (b). those in ~tion (a)
were more ncocontingently generous to themselves mder
some CcmdWns.

teen (1 970)

Receiving feedbati that is
(a) Above the ~~ss
(b) Below the norrn-fahre

““ (a)waremoregenarws
subjects in me success ~
and helpful than those in the failure conthtkm (b).

Adennan (1972)

ReacfIw Veften statements desgti to induce:
(a) Elauon
(b) hpCeSSIWI

Subjects who read the elation statements (a)
wtmormed those who read the clepession swtternents
(b) on a helping task. In additicm, subjects in conctitii (a)
were more kkely than those in ~ticm (b) to volunteer
for a future tmp!easant experiment, perlmps because the
latter groups resented their induced depression. mis
finding can be contrasted with those of other
investigations of the effects of positive mood on the
Iikehhood of pedormance of unpteasarrt tasks. Research
inchcates that performance is kass likely for subjects in
posmve mood condiucms than for those in control
ccmdmons (Forest et al. 1979; ken and Slmrnonds 1978).

Isen and Lewn
(1 972)

study 1:
(a) ReceIvIng mok!es whale studying m a library
(b) No manpulatm

In each study, subfects in mnditxm (a) were more willing
to help others than those in condition (b).

Berkodtz

(b) Failure
(c) No expanenw on a prehmmsry irrelevant task

S-sssubjects wremore wifingtowork fora
dapmdent peer than control subjects. Failure subjects
expressed stronger dislike for their peer the greater ti
-“s ~ on ~-

Stuay 2
(a) Fmdmg a drne planted m a phone booth
(b) No manipulation
Regan. W!lliams, and
SParfIq (1 972)

Camera wwkt not work. Experimenter implies:
(a) The subject boke the camera
(b) The misfunctm was not the subject’s fault

Sublects m condkd? (a-e more Iikefy than those in
ccmcfmon (b) to perfrxrn an unrelated hatpmg task.

Moore, Underwocd,
and Rosenham
(1973)

Self-generated thoughts:
(a) Happy
(b) Sad
(c) Neutral

Chdcken m condition (a) ccmtributed the most and those
ccmditm (b) contributed the feast to a charity kI the
expenmentef’a absence.

ken. Horn, and
Rosenham (1973)

(a) Success

in

~mw ~
success was as-ted wim ~
tilldren subjects. The effect of failure depended on the
Grcumstances of the failura.

(b) Failure
(c) Comrd

Underwood et al
(1973)

Self ~enerated thoughts
(a) Happv
(b) Sad
(c) Neu!ra.

Relative to children in condition (b). those h condition (a)
reward themselves more gamerwsty in the exparimentem’
absence

Seeman and
*wars (1974)

(a) success
(t)) Fa!lure

Relatwe to children m the failure mrutmon, those m the
success COndlttrm chose ● ttwge cldayed reward rafher
than a small tmmedate reward

B&ns’+nd fvtllrphy
(1974) ;

(a) Fmdmg a dme plan!M m a @one booth
(b) No mempdaton

Fry (1975)

Seft-generateci though!s
(a) Happy
[b) Unhappy
(c) Neutral

Chddren u? cancfmon (a) resisted temptatmn longer then
those m condmon (c). who kI run resisted fonger than
those m mncfmon (b)

.
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Inducllon

study

Fmdxut

.
Beheviorsl IEtfocts

Don&stein,

(Continued)
(a) Wewmg shales showing flowers, arwmals. and
sunsets
(b) V18wIng sktes showing old people and mgrant
workers
(c) Wntmg ~o/con arguments

Condtmrr (a) d!d not appear to Whance helping, but
condtlorr (b) was as~ated with enhanced wifhngness to
help. The authors explain this finding in terms of expation
of guilt

Moore, CIybum, and
Underwood (1976)

%lfqeWrateO thOugh!S
(a] Happy
(b) sad
(c) Neutral

Retetwe to children in condition (c) those in mnditiorr (a)
were more likely to choose a large delayed reward than a
small ~mmed!ate reward and those in condticm {b) were
more hkely to choose a small smmedt$te rew8rd than a
large delayed reward.

Claldm, and Kennck
(1976)

%lf~rated thoughts.
(a) sad
(b) Neutral

O&r children, but not younger mea, wefe more
generous vdwn in cordtion (a) than when in cxmctthon

Donrktrsiem.

and
Mun@sr (1975)

(b)

ken and
(1 978)

‘.%mmonds

(a) F“timg a dme planted in a phone boom
(b) No mampulatmn

Relatwe to sub@cts in condtion (b), those h amdition (a)
were more willing to read statements allegedly designed
to Inducz good moods and leas vdllii to read statements
designed to induw bad rnmcfs.

Weyant

(1978)

Feedback on test.
(a) Posmve
(b) Negatwe

Helping was enhanwct in cmr’xltion (a) and &pendant
upon the costs and benefits aascciated * the hetpmg
task m arndMrn (b).

No Test taken
(c) control
Batson et at. (1979)

(a) F,nding a dme planted m a phone boom
(b) N O mampulat,on

Sub&cts who found the dime wafe more Iikefy to f’@P
another person and to acquire information than those who
ti$d not.

Fores! et al (1 979)

False meter feedback regarding feelings:
(a) Posltwe
(b) Negatwe
(c) Neutral

Condttion (a) was associated wfth enfmncdhetpingonm
agreeable task, but not a disagreeable one.

Cunningham (1 979 j

No mducbon, but sunshine, temperature, humujity.
wind veiody, and lunar phase assessed

Sunsfme Waled 10 enhanceU aelf+em of mood,
greater willingness to assist an rntarviewu. Sr@ tafgW tips
for restaurant waitresses

Fried and Berkowttz
[1979)

Subfects heard muse
(a) MendrSssohn”s “Songs W,thout Words’
(b) Duke Ellmgton’s ‘“One O“Clock Jump”’
(c) John CkStrane’s ““Medttalions’”

Con#On (a) was assodated with peaasfuf feel@s.
condition (b) with joyfuf fedings, and ~ ( c ) *

No musw heard
(d) CarWol @ltlon
Effects on Affactive Reactions

●

irritated feefings on aeff+aport msaauea. h addition,
subfects in condition (a) were -t apt to be helpfuf
anmedatety aflawwards. aignifkaMy more so than those
in Condit@na (C) W (d).

nd Judgments
Mood states bas evaluations of novel sttmult m mood+xngruent dm?ctions

Gntf,tt (1970)

bird (1974

Effectwe temperature
Instructions to

(a) Smika

moreangry inoondition (b). haddidon. cautcrutsviawadrn

expresworrs

condon (a) were rated funiar * Umea viawad m
: ..
~tion (b).
y.,
,..

Heard broadcasts COnveyng
(a) Good news
(b] Bad news

Subpcls ~ condmm (a) repmsdJJmatar positwe ● ffect
and evaluated anonymous others more favoratiy then
those m condmon (b).

(b) Frown

without awareness of the nature of their
Vertcn and Grtfttf
(1976)

High effectwe temperature asaooated with negative mood
and negative evaluations of anonymous ottms.
Sub@s appeared to f- fna’a happy h cmdtion (a) ti
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study

Inauchorl

%dittg

Effacts orr Afiactivo Rosctions snd Judgments (Conthuod)
Iaen ti Shalker
(1982)..

(a) Finding a dune planted in a phone booth
(b) Recewmg success test fesdback
(c) Receiving failure test feedback
(d) No mampula!!cm

Relative to au-m ~ti& (d), fhoee m ~fiotl (a)
rakscf slides more favorabty and those in arnditiort (c)
rated SMM le~ favorabfy~ The ratiis Of subjects ‘b’
-Km (b) did not differ from those of subjects in
Concf!tion (d).

Mood slates txas evalua!!ons of famhar shmuh m moodqruent directions

(1978)

ban et al.

(a) Recewng e tree gdt
(b) No mampulahon

Subjects in condition (a) rated prooucts they owrsed more
favorably than those h rendition (b).

Cerson snd Adams
(1980)

Reading Velten statements designed to induce.
(a) Elation
(b) Depression
(c) Neutral mood

Expecfed eojoyabbness of activities was enhanced in
Condition (a) and diiirtkhed in condmon (c).

Schwam and Clore
(1983)

study 1
(a) self~ratsd happy life events
(b) Self~eneraled sad hve events

In both studies, rekstwe to subjects in ccWMion (b), those
in wndition (a) indicated more satisfaction with thdr lives.

Study 2
(a) Sunny weather
(b) Rainy weamer
Mood states bias Iudgmenls of the I,kehhood of mood-congruent events
Masters arut Furman
(1976)

Self-generated
(a) Happy thoughts
(b) Neutral thoughts

Relatwe to children in condition (b) those in cwidition (a)
had a greater expectancy for positive unrelated
sererrdipttous outcomes.

Johnson and
Tversky (1983)

(a) Fleadmg an account of a trag,c even!
(b) Control

Condition (a) was associated with increased estimates of
the frequency of many risks and unrelated. undesirable
events.

Etfocts on recall
Exposure mood enhances recall of mood-ccmgruent items

-

Bower (1981)

Post hypnot,c suggestbn—i.e., frypnolizmg su~~ts
and asking them to relwe (a) happy or (b) sad
experiences from their own lives

Subjects reed storbs with happy and sad characters
Sub@s in cmchtion (b) attended more to aed materiel,
identified with the sad character from the story, and
rec#ed more about that character.

Bower, Gdhgan. and
Montero Expemnent
5 (1981)

Post hypnot !c suggestlw—i.e.. h ypnotlzmg subj~s
asking them to recall (a) happy or (b) sad
experiences from theu own lives.

Sub@s reed smries with haPPy and sad characters
associated with both happy and aed events. Subjects in
co@tion (a) remembered happy events better than SS6
events and those in canditicm (b) remembered aed events.
regardless of the chwacter with wkh the events were
as~taxl

end

Re!r,eval mood enhances recall of mood-congruent items
Isen et al (1976)

Teaxtala

and

Fogarty{1979)

.-: .

Condmon (a) was esaociated with the atihty 10 recall
posm.e material m memory ● bout products subjects own

(a] Recewmg a small g,ft
(b) No man,pula!,on
Ream ,g Vellen s!alemen!s oes,cr M5
(a) Elalon
(b) Depression

IO

Time to retrieve pleasant memwies of Iife expefiemes
relafwe to time to retrieve unpleasant memories was
slgmfcantty longer in canditiort (b) than n cor@tton (a).

reduce

Natale ~ Hamas
(1982) .:,
,i,

Post-hypnotc Sq)estw
(a) Elaton
(b) Depreswof,

La!rcf et al (19821

Instruehnns 10 ITIdnlpUliI!t? facial expressions wllfKY.J!
awarerwss of the nature of lhe emoresslons Mooo

Condmon (a) was esaociated with decreased recall for
negatwe I}fe events and increea@ recaft for positive
events Conmion (b) was asseqieted with decreased
recall of posmve life expeneti and weaker memory
strength for posmve Information about omeself.
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TABLE 1

—(COIScInUd)

InductIon

study

Fhding

.
EfS~jon rocoll (Cudhssod)

---.. .

response 10 mampulamci expressions was hrsl
assessed m a separaIe procedure SubIects whose
moods were affec!~ were des,gnaww the selfproduti we group

2’

Clark and Wactdell
(1983)

Slutty 1
(a) Frowning
(b) Smihng

study 1 —In the self-prod- cue group, recall for angeradmrials was signifiintly batter in condtion (a)
and for humorous selections in condmon (b). In the ncsnself cue group, expressions did not affect r~ll

study 2
(a) Angry expression
(b) Sad expression
(c) Fearful expression

Study Z—In the self-pmdti cue group. recall w a s
better for sentences consistent with esrpression. In the
non-self cue grwp, recall was not affected

Racervmg feedback about test performance
(a) Positive
(b) Negatwe
(c) No feedback

Subtacts were askad to respond to descnptons of 3
situations wtth whatever thoughts came to mmd firsl.
%bjactS ~ cnnd!t- (a) had signif~ntly more postt,ve
first aft ectwe reactions to 2 WI of 3 situatons. Subjects in
txmdmon (b) had rrwe nagatwe first affective reactions to
all 3 situations, but these differences were not sfafisfica//y

Provoking

sigrr(fjcanf
Srull (1 983a)

self-generated thoughts
(a) Happy expenances
(b) Sad expanences from own Me

Subjects recalied more attribute mformaticzn that was

irzcongruenf with thaw retrieval conditions than material
that was mngruant, perhaps due to cue Oveffoad.

Match Detween exposure and retnevat mood enhances recall
Bower et

al. (1978)

Bartlett and
Sanlrock (1 979)

Posl-hypnohc suggestmn-hyPno! !zed and ask@ to
recall thoughts
(a) Pos,ttve
(0) Negatwe

Match tx?twaen learning and retrieval condmons facMated
recall only where confusion and Interference may have
other’w&s occurred.

Teilmg children stones w,!h appropr!a!e pictures and
experimenter behavior
(a) Happy
(b) Sad

Same condtlion upon exposure and retrieval fadlitated the
generation of cuss needed to pedorm free rail task. but
dtct not affect recognition or wad rail

Effects of Mood States on Affective
Reactions and Judgments
j
.,

.‘
.,.
.

In genetal, mood states seem to bias evaluations and
judgments in mood congruent directions. 1 Folk wisdom
and experimental evidence agree: a good mood may bc
associated with looking at one’s world through rosccolored glasses, while a bad mood may analogously
color .~valuations (Clark and lsen 1982). And mood
statcs~pear
to bias several types ofjudgments in mood.-.,
congment directions (see Table 1). These directions include evaluations of novel stimuli (Grifitt 1970; lscn
and Sh%lker ]982; Laird 1974; Veitch and Griff]tt 1976),
evaluations of familiar stimuli (Carson and Adums
1980: Isen et a!. 1978; Schwatz and Clorc 19N3), and
‘This general conclusion may not hold in all cases; produms stn}n~l!
w!th reducing negative mood sfaics may (w cvizluaImJ more
favorably b} con$umers when in such ncgatlve states

● ss&vtiwd

of the likelihood of mood congruent events
(Johnson and Tversky 1983; Masters and Furman
1976). 2
The link between mod states and affective responses
and judgments may be viewed as both direct and indirect (see Figure). A direct Iinkagc may involve associations in memory between mood states and affcctivc
reactions; in this context, an affective reaction may be
viewed as a conditioned response. Griffitt and Guay
have postulated ( 1969, pp. 1-2):
evaluations

given stimul~ objcet is a positive linear
the propoflion o(~tiimuli with positive reinforccmcnf properties awoci$ed with it. Stimuli with
l!!.

evaluation of any
(unction of

‘Positive mood ma} bc associated with incrcascd yielding so pcrsuuwt e messages (Dabbs and Jan is 1965; Dribtrcn and Brabcndcr
t979:Galizw and Hendrick 1972: J~nis. Koyc, and Kirschncr 1965)
Addltinnal rcsarch is needed to invcsligatc the limitations of Ibis
Iindlng and !hc pyschological processes involved.
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FIGURE
A CONCEPTUAL MODEL OF THE ROLE
OF MOOD STATES IN CONSUMER BEHAVIOR
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positive and negative reinforcement propertiesare hypothesized to act as unconditioned stimuli which evoke
implici~ affective responses. Any discnminable stimulus,
including a person, associated with such unconditioned
stimuli bccomcs a conditioned stimulus capable of eliciting the implicit afkctivc responses. The affective responses, in turn, medialc oven evaluative responws such
as

verbal assessments. prc(crcnccs. and approach-avoid-

ance hchaviors.

Note that stimuli with positive reinforcement propenies
mar he viewed as inducers of positive mood states.
Conditioning may involve a wide range of mood indu~rs—including music (e.g.. Gorn 1982: Milliman
1982)—and ma? some!imcs involve cxtcnsivc acculturation and socialization (Zajonc and hlarkus 1982).
one may also view the association bctwccn positive
mood inducers and fisvor:ihlc cvnluiitions as indirect,
and influenced by information proccssirtg. This approach posits that the cf~ccts of positiw! mood may bc
mcdislcd by such cognitive activity as information retricvtil: i.e., mm~d msy atrcct cvaluatirms hy making

mood congruent items more accessible in memory, and
thus, more likely to affect evaluations (ken et al. 1978).

The information-processing approach is compatible
with a situational perspective that views attitudes as a
function of readily accessible information.

Effects of Mood States on Recall
One way to understand the cflccts of mood on recall
involves the use of network models of memory (Collins
and Loftus 1975). In such models, constructs may be
conceptualized as nodes, and relationships hctwcen
constructs as links. From this-perspective, mood may
be viewed as stored with. or li~d to. a set of constructs
or experiences in memory. As@dicatcd in Table 1, recall may bc aflccted by the ~nsumcr’s mood at the
time of exposure or retrieval:’or by a match hctwccn
exposurt and retrieval moods. (For an cxtcnsivc review
of the efTects of mood on cognition, set! Iscn 19S4. )
blood at the time of exposure may afTcct what information is rccallcd by fiscilitating the retrieval l~fmotd.
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congruent items. This cllcct may hc duc to grcutcr cn coding-cktbom[ion of mood-congrucnl malcri~] iIl the
time ofcxposurc. The facilitating c[luct seems to appear
only when retrieval cues are needed (Bower 198 1;
Bowc.r. Gilligan, and Montciro 1981).
Reticval mood may facilita(c overall retrieval of
mood-congruent material from memory (Clark and
Wad@l 1983; lsen et al. 1978: Na[alc and IIontas 1982;
Temdalc and Fogarty 1979) and may enhance rccull of
spcciftc mood-congruent information, ifsutrlcicnt cucs
are available for the identification of such items (Laird
cl al. ]982). Retrieval mood may not cnhtincc recall for
spccitlc mood-congruent mutcrial if cucs 10 idcntif!
such items arc inadequate. In the abscncc of sutlicicnt
CUCS, recall for mood-congruent ilems may suflcr, and
recall of mood-incongruent items may be enhanced
(Srull 1983a).
Several researchers (e.g., Bafilett and Santrock 1979;
Bower, Monteiro, and Gilligan 1978) have found indications that unaided recall is enhanced when mood
at the time of retrieval matches mood at the time of
encoding and when the encoding mood can serve as a
retrieval cue. If such a cue is unnecessa~ because of
the properties of the task or of the stimulus, recall does
not appear to be enhanced by a match between encoding
and retrieval moods. Analogous findings have been reponed for other variables that affect an individual’s
psychological or physical state such as alcohol, drugs,
or underwater submersion. (For a review of state dependcn: effects on recall, see Eich 1980; c. f.. Isen 1984. )

Scope of the Effects of Mood States
The preceding discussion examined the effects of
mood states on behavior, evaluation, and recall and
noted the specific limitations ofthcsc effects. I now turn
to more general issues, including the prevalence of the
impact of mood slates and the factors that may attenuate mood-related effects.
It is difficult to assess the prevalence of mood-related
effects because published studies may be biased toward
research that repons statistically significant findings.
(N. B., research that failed to produce significant results
may have been performed, but not published. ) Some
of the difficulties involved in cmpincal mood studies
may have encouraged those investigators who failed to
produce significant results to continually modify their
procedures until they obtained significant findings. For
exampk, given the difhculties involved in evaluating
expcri&ental mood-induction procedures, failure to
obsct% postulated effects may be viewed as a failure of
the induction manipulation, not of the hypothesis under
scrutiny. Such studies may he rejected b} journals as
inadequately supponed by manipulation checks. or
discarded by cxpcnmenters as pretest results. Given
enough attempts, statistical]> significant resuhs may bc
obutincd—if only by chance. I do not mcitn to imply
that all observed rcsuhs arc due to chance. hut the rcp-
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Iication of existing studies should be encouraged and
careful attention paid to nonsignificant results. Findings
that indicate somewhat limited. or atypical effects of
mood states arc in italics in Tatdc 1.
In addition, it is di~lcult to assess the scope of mood
elrccts because induction procedures arc almost completely confounded with the types ofetTccts investigated.
The studies rcvicwcd in TaMc 1 suggest that, in general,
memory ctl~cts have been investigated with relatively
strong or direct induction proccdurcs, while behavioral
ct~ects have involved milder, less direct manipulations.
Additional research is nccdcd to replicate the tindings
of prior studies using new and varied procedures.
Mood states arc not expected to significantly affect
behavior, evaluation, or recall under all conditions.
Nlood-state effects may bc diminished or enhanced by
circumstances related to situational ambiguity, dcgrcc
of arousal, time between mood induction and assessment of effects, situational factors that encourage precision, and the specific moods involved.
The effects of mood states may be greater for situations that are somewhat ambiguous than for clear-cut
situations. Mood states may have the greatest impact
w h e n ciifferenccs are marginal and no alternative d o m inates the choice set (Clark and Iscn 1982). This view
is supported by Isen and Shalkcr’s (1982) study that
found that:
1. Subjects in experimentally induced positive/negative
mood conditions rated slides more/less favorably than
Ihose in a control mood condition, but that the rank
order of slide ty~s (pleasant, neu[ral, and unpleasant)
remained constant across mood conditions.
2. Mood conditions appeared to influence evaluations
of neutral slides more than assessments of pleasant
or unpleasant slides.

These findings suggest that mood effects do not dominate the mood-incongruent aspects of stimuli and that
mood effects have a greater impact when evaluations
are ambiguous than when they arc clear-cut.
In addition, a moderate level ofarot.d may facilitate
mood effects, perhaps because naturally Occurnng feeling states are often associated with arousal. Bartictt,
Burlcson, and Santrock ( 1982) found that the state dependent effects of mood on recall were absent when
relaxation cxerciscs preceded an experimental task.
Clark, Milburg, and Ross (1983) found that arousal in
combination with positive mood enhanced the effect of
the positive mood on subsequent judgments.
It should be noted that the effect of any given mood
is not long-lasting (Schellcnbcrg and Blcvins 1973). The
effect ofa positive mood inductit$n on the performance
of a helping task has been found.to last approximately
twenty minutes (Iscn, Clark, and Schwartz 1976).
In addition, mood effects may be minimized by

factors that cncouragc objectivity or precision. Under such
circumstances, controlled processes may bc used to rctricvc all relevant information from memory, and the
ctTect of mood on accessibility may bc unimportant.
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For e~amplc, when assessment encourages subjects to
respond with stored evaluations, responses do not appear to be biased by mood (Srull 1983b, 1984; Wcstbrook i 980). Factors that encourage the use of controlled processes may involve experimental settings and
the perceived consequences of responses.
Re~rch is needed to investigate the limitations of
the e@ts associated with specific mood states. In general, the effects ofncgative moods may be more limited
than (hose of positive moods. Suppoti is provided by
Schwasz and Clore ( 1983). Findings indicate that:

TABLE 2
SUMMARY OF MOOD-STATE EFFECTS FOR THREE
CONSUMER BEHAVIOR SITUATIONS

siuation
%rvice

Pmf purc#use

Comrntmications

Effwts Of mood
states

encounters

stimuli

Context Content

x

x

x

x

x

x

may enhance recall
of mood-congruent
items

x

x

x

Retrieval mood may
enhance recall of
mood-congruent
Items

x

x

Positive moods may
enhance the lrkel!hood of perfor-

Subjects in posltlvc mood conditions indlca:ed mort
satisfaction with their lives than those in negative
mood conditions

mance of behawors
with posmve expeaea Outmrnes
and decrease the

2. The negative impact of l-ml mood on assessmcn~s of
life satisfaction diuppcarcd when subjects were direcwd to attribute negative feelings 10 ~ransicn~ external circumsmnms

kkehhooci of pedor-

1.

3. The positive impacl of good mcod was not similarly
a!lkcted.

These findings suggest that people in some negative
mood states may try to resist negative thinking and do
so whenever possible.
The preceding discussion suggests that the eflcc~s of
mood states may be greatest in those consumer-behavior
situations where stimuli are ambiguous, consumers arc
somewhat aroused, induction and action are temporall}
contiguous, perceived benefits of being precise are low.
and moods are positive. Oppoflunities for consumerbehavior situations which meet these criteria arise during service encounters, at the poinl-of-purchase, and
with respect to advcflising, i.e., communications content and context. The potential for mood eflccts to have
a significant impact in each of these areas is explored
in the next ~hree sections.

SERVICE ENCOUNTERS
The literature reviewed for this article suggests that
mood states may at leasl marginally influence behavior,
affective responses, and recall. In order to evaluale the
impoflance of these influences on consumer behavior,
marketing-related settings and potential mood inducers
under the control ofa manager must be examined. Key
findings from the preceding seclion arc summarized in
Table 2, and areus in which each !inding may be inlpofiant for service encounters, point-of-purchase stimuli, and communicittions arc indicated. The present
section gxamines the possible consumer-hchavior implicatio~ of the effects of consumers’ mood states during ser+ encounters.
in the””service Wclor. both consumers’ ~nd scrvicc
p r o v i d e r s ’ mood stutcs m~y bc important. The study of
service-provider or seller kh:lvior has been ncglcctcd
hy marketing rcscurch (1.utz 1979), hu! this hchavirrr is
particularly important to the scrvicc sector. given the

mance of behaviors

with negative expected outcomes.

x

M- may bias
evaluatms and like
Ikhood assessments
in rnotxf

congruent

direc!tons.
Exposure

mood

Match between exposure and retrieval
moods may enhance r~ll,

x

x

x

dyadic nature of many service encounters. Service providers’ mood states may affect their job performance,
whereas consumers* moods may affect consumer behavior during a service encounter, the evaluation of the
encounter and its result, and the subsequent recall of
the service encounter.

Nlood EffccIs in Service Encounters
Mood may alicct hchavior during .scrvice encounters;
consumers in good moods may bc more likely to be
helpful and easy to please than consumers in neutral
moods. For example, consumem ~~ good moods may
be willing to postpone gratification, follow doctors” orders, or bag their own groceries. ~~n the other hand,
service rccipitmts in good moods ~ay he less likely to
perform acts with expected negatlvc conscqucnccs such
as painful rchahilitation excrciscs or undergo medical

tests th:]l rmsy indicate illness. But when the need for
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thcbchavior is unambiguous. mood eflectson pcrfor-

rwncc may bc minimal or noncxklcnt. Iiowcver, the
c!kcts of negative mood on behavior in the service sector may depend on the nature of the negative mood
(c.g..~ilt versus anger), the reasons consumers give for
the ~d, and the costs/benefits of the behavior to be
pcrfm”mcd.
Mo6d may aflcct consumer evaluation of service encounters or the encounters’ results by biasing the evaluations in mood-congruent directions. If consumers
form global impressions of a service encounter, they
may Ialer recall the impressions rather than the specific
facts on which the impressions were based. Consumers
in good/bad moods may evaluate novel and familiar
encounters more positively/negatively than consumers
in neutral moods.
Exposure mood may affect a consumer’s subsequent
recall of a service encounter or its results by enhancing
the consumer’s recall of mood-congruent items. For
example, customers who arc in a good mood when they
open bank accounts may be more Iikcly to recall positive
information about their accounts Iatcr. Mood may affect
the recall/rctneval of past setwicc encounters by enhancing recall of mood-congment items, which, in turn,
may be associated with biased assessments of the likelihood of mood-congruent events. For example, patients
admitted to hospitals in bad moods may rctncve more
negative information about past hospital experiences
than those in good moods and may be more Iikcly to
presume the worst about an impending hospital stay.

Mood Induction in Service Encounters
Service encounters oflcr marketers many opportunities for mood inductions that are temporally contiguous to a transaction and so are of potential strategi~
importance. The service setting, the procedure, and the
interaction with the service provider present opportunities for marketers to influence or respond to mood
states.
Physical Surroundings. Aspects of ambient environments have been found to cxmelate with assessments
of mood and postulated mood cfiects. For example, nkc
weather has been found to correlate positively with selfasscssments of mood and with tips left in restaurants
(Cunt@gham 1979). EKective temperature has been
fount? -to correlate negatively with several measures of
rnoo@nd with evaluations of anonymous others (Griffitt 1$- ). Kotler ( 1974) has postulated that the c5ects
of amP
~ent environments should be more impottant in
situations where products are purchased or where the
seller has design options. Such conditions are frequently
met in the semice sector.
The many aspects of an environment’s physical surroundings that are under marketer control cncouragc
optimism about the potential for inducing moods that
will serve spccitic marketing ends. There is evidcncc to
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indicutc (hut design-rclutcd factors can have powerful
ellccts on human behavior. For example, in order to

rcducc the number of suicides attempted from Blackfriar Bridge in England. the black bridge was repainted
bright green (Hatwick 1950, p. 1$8). In addition, Wener
(1984) has noted that confusing & disorienting scmicc
settings may induce feelings of frustration and anxiety
in scrvicc providers and recipients. These negative effects may bc ameliorated by using simple linear layouts
with orientation aids and maximum visibility. Aids may
bc overt (such as signs and guides) or covert (such as
artwork or plants that serve as landmarks).
Designing a mood-inducing scrvicc setting involves
a consideration of the interaction of the setting with
consumers” perceptions of other facets of the setting’s
sponsor. Kotlcr and Rath (1983) have de-emphasized
the role of individual components and have stressed the
impotlance of the overall design of a sponsor’s settings,
image, and products. Recent efforts in environments!
psychology have developed research techniques to facilitate the investigation of environments as contextual
settings rather than as sets of components (Stokols
1982). Research is needed to explore both the effects of
various marketing settings on consumer behavior and
the mediating role of mood states. Studies are also
needed that compare the impact of marketer+ontrollcd
factors to the impact of factors that marketers do not
control.

Proccdurcs and lnfcrac[iom. For monadic interactions (e.g., customer/machine transactions), procedures
may bc designed to move customers from an entry
mood toward a desired mood. Frequently, these procedures may involve such positive mood inducers as
clear instructions, user-friendly systems, and positive
feedback. throughout a task.
For dyadic interactions (e.g., customer/scm’ice-providcr transactions), the moods of both parties may affkct
interactions. Semite companies must develop interaction strategies and tactic$ appropriate to customers with
different moods. If consumers vary widely in mood, it
may sometimes be efficient to segment on the mood
variable and train service providers to specialize in
sewing consumers in specific mood states.
Because both monadic and dyadic interactions inVOIVC the usc of limited mechanid or human resources,
consumers must often wait to engage in a transaction.
Waiting is generally considered to be a disagreeable experience, and it maybe so distasteful to some consumers
that they will hire others to wait in tlaeir place (Geist
1984). The negative moods indq by waiting for aervicc may persist through contiguous service encounters.
Suggested tactics for improvi~ waiting consume=’
mood states have hccn propostx?by Maister ( 1984). in
addition. consumers may look for ways to pull themSCIVCS out of the bad moods associated with waiting for
scrvicc. Marketers may find it advantageous to investigate and encourage such consumer-originated mechanisms.
-..
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Scrvicc companies may also benefit by examining the
employees and understanding the role
of these feelings during interactions with consumers.
Hochschild ( 1983) provides evidence to show that at
least some service providers (stewardesses and bill colIectors)do a great deal of emotional work, e.g., mood
mana@rnent. Companies may find it profitable to institute-programs to help service providers handle their
own fdings and the interaction of their moods with
the cu~mer’s mood.
moods of their

Current Status and Future Potential
Many service encounters involve at least minima!
Ievels of ambiguity and arousal and they do not encourage semice recipients to be particularly objective
or precise. Mood induction can be contiguous to the
service encounter, increasing the likelihood that its effects will have an impact on transactions. However, the
magnitude of the induced effects is an empirical question that requires further research.
Additionally, because seMee providers have personal
contact with consumers, they can adjust their tactics to
suit consumem’ mood states. Training procedures might
be used to help service providers interpret consumers’
moods, perhaps by interpreting facial cues. (For a discussion of one interpretation technique, see Weinberg
and Gottwald 1982. )

POINT-OF-PURCHASE STIMULI
Store atmospherics and interactions with salespeople
may affect the consumer’s mood at the point-of-purchase in a retail setting. In turn, mood states may influence purchase behavior, brand evaluation, and information acquisition.

Mood Effects at Point-of-Purchase
Positive mood states at the point-of-purchase may
both increase shoppers’ willingness to perform tasks
with positive expected outcomes, and decrease their
willingness to perform behaviors with negative expected
outcomes. In order to anticipate the eflects of positive
moods on target activities, we must be able to categorize
consumers’ own assessments of whether their behavior
will Icad to positive or negative outcomes and we must
be able to understand the effects of consumers’ mood

states ~zheir assessments. For some activities, valences
of exp@ed oulcomes may va~ widely across consumcrs.-For example, trying on clothing may be associated &th positive outcomes for some shoppers and
with negative outcomes for others. Expected outcomes
may bc related to media exposure (e.g., reading fashion
magazines) or rcsponsivcncss to marketing-mix vari ahlcs (r.g., being greutl! influenced by advcfiising).
in-store mood may also alfcct ~he evaluation of familiarund no~cl stimuli. Rcscfirch is needed tocomparc

the eflects of mood on the evaluation of new and

fa-

miliar brands. Also, the potential implications for un-

derstanding trial and repeat purchasing should be investigated.
Information acquisition at the &int-of-purchase may
have impcnlant effects on subsequent brand evaluation.
The consumer’s mood at the tinie of initial exposure
to a product may affeet the valence of product features
readily accessible to subsequent recall. This effect may
be particularly important in family buying: i.e., exposure effects may influence the valence of stored information brought home by information gatherers and
used to make purchase decisions.
in-store mood may affect the retrieval of information
from memory related to brands, personal usage experience, or adveflisements. Compared to shoppers in
neutral moods, shoppers in good moods may be more
likely to retrieve positive stored information.
If the mood created by a brand’s advertising matches
the mood induced at the point-of-purchase, message
recall may be enhartced as the result of state-dependent
memory effects. To induce such effects, manufacturers
may select appropriate retail outlets or influence instore settings near their merchandise by using special
personnel, events, colors, and lighting.

..

.;

Mood Induction at Point-of-Purchase
Consumers’ mood states at the point-of-purchase
may be influenced by physical settings and interactions
with sales personnel. Belk’s work on situational effects
in buyer behavior emphasized the importance of consumer subjective reactions to environmental stimuli and
called for a taxonomy of environmental variables (Belk
1974, 1975). Kotler (1974) has suggested that store atmospherics may be especially important when stores
carry similar product lines and are equally convenient
(which is often the case ir retailing today).
There are indications that environmental factors can
significantly influence evaluations. MasIow and Mintz
(1956) found that evaluations made in a “beautiful”
room were significantly higher than those made in either
an “average” room or an ‘“ugly” room. Gnffitt (1970)
found that high ambient temperature was associated
with negative assessments of mood and with less favorable ratings of anonymous others. lf these findings
can be generalized to product evaluations, they might
suggest that comfortable settings may enhance merchandise evaluation. Obermiller and Bitner (1984),
however, found that under some conditions favorable
environments may be associated with unfavorable
product evaluations; i.e., the envirtyiments can distract
consumers and detract from mer~andise. Obermiller
and Bitncr found indications that atmosphere had a
marginally greater (p = O. 14) etkcton evaluations when
subjects were ins~ructcd to browse “in a simulated shopping environment than when they were instructed to
evaluate producls. This suggests that in-store environments may tw even more impoflant for understanding
.
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shopping

hchuvior Ihan for investigating choice bc-

huvior.
Donovan and Rossilcr ( 1982) provide indications
thal mood SMICS induced by retail environments may
atkct purchase intentions. In a study. measures of mood
(aro@al and plcasantrwss) and purchase intentions were
asscs3cd by students who were randomly assigned to
visil “66 stores and fill OUI questionnaires in each. The
rclatigmship of mood measures to assessments of behavioral in{cn~ions in each environment were explored.
Findings indicated that ( 1 ) for stores rated as pleasant,
shopping intentions incrcascd with incrcascd ICVCIS of
arousal. and (2) for stores r~tcd neutral or unpleasant,
intentions were unrelated to arousal. Note that biases
may cxis[ duc to students assessing their own in-store
moods and purchuc intentions. In addition, whenever
possible consumers may subjectively self-select stores
that induce positive moods and avoid those which induce negative moods. Thus, some settings may induce
negative moods in some individuals, but stores which
induce negative moods in all consumers may not bc

abic to survive. This suggests that it is inappropriate to
label slorcs as pleasant or unpleasant without specifying
the group for which such subjective assessments apply.
A conservative interpretation of the reported findings
appears to be wat-ranted; the links among atmospherics,
mood, and purchase intentions require fuflhcr research.
A second way in which in-store mood maybe induced
involves interactions with sales personnel. On an aggregate Icvel, the tone set hy salespeople may induce
appropriate moods, e.g.. an upbeat mood in a disco
boutique. On a more personal Icvcl, salcspcoplc may
develop relationships with specific customcm and adjust
their selling tactics to an individual’s moods. Research
is needed to explore the relationship between moodrclated roles techniques and succcss on the selling floor.

Current Status and Future Potential
The effects of mood states on consumer behavior at
the point-of-purchase may be substantial and potentially important for marketing. Physical settings and
interactions with store personnel may be powerful mood
inducers, contiguous with much decision making.
Findings from empirical studies of mood effects conducted in shopping malls (e.g., Iscn et al. 1978) indicate
that the Icvel of arousal associated with walking around
a mall~$ great enough to make mood eflccts observable.
Point-@f-purchase environments are often ambiguous
and ra~cly encourage prccisc processing. However, research & needed to investigate the magnitude of mood
cffccts tid the fcasibilit y of evoking desired moods from
different consumers.
In many cases, designing point-of-purchase displays
and retailing environments to induce particular moods
involves the selection of sets of mood-related symbols
(SCC Kotler and Rath 1983). To select appropriate symbols, marketers must be aware ofthc current trends and
fads of their target market. This suggests that marketers
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who attempt to usc rnood-related strategies—especially
at the point-of-purchase-rnust maintain intense, informal contact with their consumers.
In addition, research is nccdcd to examine the effects
of mood states on such basic decisions as whether or
not to shop, what to shop for, and”whcthcr to shop alone
or with others. Note that the behavioral cKccts of mood

states at the point-of-purchase may be mediated by
whether the consumer anticipates that the shopping trip
will bc a positive or negative expcricncc. TO fully understand the effects of point-of-purchase moods, marketers must gain insight into the role of shopping in the
consumer’s life.

COMMUNICATIONS STIMULI:
CONTEXT ~
Scrwice encounters and point-of-purchase stimuli
may induce moods that affect on-site consumer behavior, Analogously, marketing communications, e.g., advertising, may affect at-home consumer responses by
inducing mood states from the context in which the
communication appears. The moods created by the
context in which ads appear may bc quite strong—c.g.,
the negative moods induced by “The Day After’’—and
may affect the mood states induced by exposure 10 advertising messages (Gardner and Raj 1979). In turn,
these mood states may affect behavior, evaluation, and
recall with respect to advertised brands.

Effects of Conlext-Induced Moods
Positive moods induced by media contexts may affect
behavioral responses to advertising strategies. Insights
into this thesis may be gleaned from two studies reported by Cunningham, Steinberg, ar.d Grev (1980).
The findings of Study 1 indicated that either a positive
mood induction (in this case, finding a dime in a phone
booth) or a negative mood induction such as guilt (in
this case, making subjects feel that they had broken the
cxpcnmentcr’s camera) increased helping (in this case,
picking up dropped papers). The findings of Study 2
indicated that the ~sitivc mood manipulation increased helping (in this case, donating money to a charity) only when a request stressing the desirability of
helping was made, while the guilt manipulation produced incrcascs only when a request stressing an obligation to help was made. The Cunningham et al. 6ndings for the positive mood condition arc consistent with
findings (Forest et al. 1979; Isen and Simrnonds 1978)
that suggest that subjects in a go$d mood may readily
generate positive associations totird donating money
when presented with a request &t stresses the desirability of helping, but feel that they have enough personal power to resist the coercive appeal of a request
stressing an obligation to help. Cunningham et al.
(1980) discuss a vancty of mechanisms that arc consistent with the performance ofsubjccts in the guilty mood
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condition and suggest the need for research to explore
the proposed mechanisms. Research is also needed to
extend these findings to moods of different types and
to the product marketing domain.
Media exposure may also induce mood states that
may, in turn, affect beliefs about products. Axelrod
( 15?$3) found that the mood states induced by viewing
e~tional films appeared to enhance subjects’ assessm~ts thal use of a product would lead to the induced
mood state.
Finally, moods induced by exposure to commercials
may enhance the Icarning of mood-congment message
arguments. Yuspeh ( 1979) found that the individual’s
recall of commercials was greatly affected by the programs in which they were viewed, but she did not investigate the specific mood states induced. Research is
needed to explore qualitative media effects in general
and the mediating role of mood states in panicular.

Mood Induction Via Communications
Context
The material preceding an advertisement may include such cognilive mood inducers as posilive or negative statements and such noncognitive mood inducers
as scary or happy music. Although a full discussion of
the techniques involved in the induction of feelings in
media conlexts is beyond the scope of this article, it
should be noted that laboratory studies involving simple
verbal messages have found that statements in radio or
newspaper reports can influence mood under forced
exposure conditions. Veitch and Gnfitt ( 1976) have
manipulated the affective contenl of presented information and found that hearing good/bad news was associated with measures of positive/negative moods.
Johnson and Tversky ( 1983), using newspaper reports
of negative events, found that self-report mood scales
yielded significant differences. The eflects of such induction procedures should be investigated to gain insight into the impoflance of mood states relative to that
of other mediators of context effects (Hornstein et al.
1975).

Current Status and Future Potential
for the mediating role of context-induced
mood on consumer response to advenising is extremely
limited. Research is needed to explore the range of
moods induced under normal exposure conditions. If
consumers self-select programs. newspapers, and magazinq that make them feel good. the range may be narrow, q~d the impact of conlexl-induced moods may be
small.
In some cases, target-market consumers may have
extremely selective medio habits. leaving marketers little
Iati\ude in which to select ~ehiclcs with specific moodinducing properties, In such cases. understanding the
Evidcncc

cf~ccts of the moods commonly induced by the media

selected by members ofa target audience may help ad-

vertisers develop appropriate strategies and tactics.
For some products, contexts which induce negative
moods may be more effective Man those which induce
positive moods. Although c&sumers may avoid contexts which are extremely unpleasant or threatening,
those contexts that induce ml~ly negative moods may
increase consumers’ assessments that a negatively vaIenced event is likely to occur. This, in turn, may increase the consumer’s self-perceived need for the products (e.g., insurance) associated with such an event, in
spite of the limited effects associated with negative
moods.
At times, marketers may have little control over the
story line or advertisement immediately preceding their
messages, so they may have little control over the moods
induced by media context. In such cases, media managers cannot effectively implement mood-oriented ap
preaches, but the effects ofcontext-induced mood may
be important for copytesting. Since advefiisements are
frequently tested in a single context, the mood induced
by that context may bias the results of the test. Research
is needed to assess the magnitude of such biases and to

determine the types of adveflisements whose ratings
are most strongly affected.
Some insights are provided by lsen and Shalker’s
( 1982) work with slides of landscapes. As discussed ear-

lier, results indicate that the assessments of stimuli that
were neutrally rated were more strongly influenced by
induced moods than the assessments of stimuli that
w e r e rated

favorably or unfavorably. Research is needed

these effects for exposure to advefiisements
under natural viewing conditions and to investigate the
possibility that the resulting attitude toward the advertisement is strong enough, and sufficiently associated
with a brand, to affect brand attitude. If the mood attitude toward advertising - attitude toward brand
chain is supported by future evidence, this suggests that
there may be a general advantage to placing advertisements in contexts which induce positive moods. Additionally, the cfiect maybe more critical for neutrallyrated advertisements than for those advertisements that
to explore

produce more extreme evaluations. The relationship
between neutral advertisement ratings and aspects of
copy execution—e.g., pictures versus words—is unclear.

Research is now underway that examines the effects of
mood-inducing media contexts on the effectiveness of
emotional and informational copy strategies. Finafly,
media contexts may sometimes encourage very low
arousal Icvcls: research is needed to investigate the me-

diating role of arousal on mood. cKects associated with

media contexts.

:.-.*..

CONINIUNICATIONS STIMULI:
CONTENT
hlcdlii contexts may provide background moods for
dvcrtising exposures, but for many prnduct classes,
moods induced by brand advcfliscmcnts play a critical

T“
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role in brand iticnti(tcation and evaluation. Such moods
muy :IIICCI purchase hchuvior. brand evaluation, and

stalcmcnts. and such noncognitivc mood inducers as
scary or happy music. Some advertisers (e.g., Ralph

information acquisition.

Lauren) huy blocks ofconsccutivc pages in a periodical,
in part to accentuate the mood-~ ducing properties of
[heir ads. In addition, Moore ( 1982) has presented ev.

EfTccM of Conwnt-Induced Mood States
Fcc&ngs induced by direct-marketing commercials
may ~~cct consumer hchavior with respect to advertised
brand! when mood induction is contiguous to required

ac\ion—moil-in or phorw-in orders. The positive feelings induced h) commercials may enhance the likelihood that consumers will engage in purchase ac[ivilics

associated wilt) positive outcomes. If so, commercials
that induce positive moods may bc ef’fcclive for the direct markeling of products associated with improving
one’s home or one’s life.

The effects ofadvefiisement-induced negative moods
may be more complex. Extremely depressing commercials may attract attention because of their relative rarity, or they may be ignored due to a perceptual defense
(as documented by the fear-appeal literature, see SternIhal and Craig 1974). However, the negative moods induced by commercials may increase consumers” perceptions thst a negative outcome is likely. If this is so,
then commercials that induce mildly ncgati~’e moods
may be effective direct marketing tools for disaster-re-

lated products, e.g., life insurance and burglar alarms.
in spite of the somewhat limited impact of negative
moods. Research is needed to investigable these possibilities.
Advertisements that induce positive exposure m o o d s
may facilitate the learning, integration, and acquisition
of favorable material and may enhance the evaluation
ofadvenised brands. Such ads are also likely to be favorably evaluated; at times, a positive relationship between attiIude toward the advertisement and attitude
toward the brand may IX observed (see Gardner 1985;
Mitchell and Olson 198 1; Shimp and Yokum 1982).
Adveniscments may be designed to elicit the mood
states associated with particular life situations or experiences. When such experiences occur, the elicited
moods may key the retrieval of advertisements associated with these moods, because of state-dependent
memo~ effects. For example, thinking about Iovcd ones
in distant places may elicit warm, sentimental feelings.
These feelings may, in turn. elicit the retrieval of similarly toned advertisements for Hallmark cards. However. such tactics are not expected to be equally effective
for all brands and product classes. A Hallmark campaign may be able to take advantage ofstate-depcndenl
memo~ effects, because the company has a favorable
image,’~std product use is associated with feeling states
that, in~urn. are linked to particular life experiences.

Mood Induction Via Communications
Content
Adveflisements, like media
such cognitive mood inducers

contexls, may include
as positive or negative

idcncc that subliminal stimuli may influence mood
st~[cs without conscious awarenkss.

The importance of advertising-induced feelings is
u nderscorcd by efforts to assess noncognitivc reactions
to advcnisemcnts. Schlinger (1979) and Wells et al.
( 197 I ) have developed measurement instruments to asscss individuals’ emotional reactions to advertisements.

Batra and Ray ( 1984) have proposed a coding scheme
to classify consumer afl’ctivc responses to advertisements.

Current Status and Future Potential
Research is needed to evaluaw the eticcts of moodrelated advcflising strategies on consumer behavior.
Wells (1983 ) has suggested that mood should play a
more central role in the advertising for products associated with pleasurable usage cxpcricnccs, i.e., approach
products. This guideline requires a priori knowledge of
consumers’ feelings toward product use and is consistent
with previously cited findings indicating that positive
moods may be associated with the performance of behaviors that have positive expected outcomes.
Researchers in consumer behavior are currently exploring the role of affect-inducing commercials from
many perspectives. Shimp (198 1 ) has noted that moods
induced by advertisement content arc not contiguous
to in-store decision making and that research is nccdcd
to investigate possible reinduction at the point-of-purchase. Shimp has also postulated that an attitude toward
an advertisement has an emotional aspect which may
be related to feeling states, and Allen and Madden

(1983) have empirically cxasnined this component. In
addition, researchers have investigated the relationship
of emotional stimuli in advertising to advcniscr goals
(e.g., Mizcrski and White 1985), low involvement exposure situations (e.g.. Batra and Ray 1983; Ray and
Batra 1983), the assessment of advefiising effects (e.g.,
Leckenby and Stout 1985), physiological measures (e.g.,
Kroebcr-Riel 1979, 1984), and advertisement sequence
(e.g., Asker, Stayman, and Hagerty 1985). Although
much research is being done to gain insight into the

Meets of mood-inducing advertisements, their prevalence and importance encourages even greater efforts.

DISCUSSION
Implications for hlarketingz~esearch
The preceding sections of this kicle have examined
areas where it may be wise to consider the effects of
mood on consumer behavior. Such mood effects may
also have impoflant implications for developing mar.
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keting research Icchniqucs to assess consumers’ attitudes and predict behavior.
In some contexts, the ef~ects of respondents’ moods
on their evaluations may be viewed as a biasing nuisance
factor. Peterson and Saubcr ( 1983) present evidence for
such..biases and provide a measurement instrument to
tak~”~hcm into account. If respondents’ moods upon
completion of a questionnaire are distributed in the
same way as ~heir moods during relevant activities (e.g.,
shopping). the biases would not be critical for aggrcgateIevel analysis, Hmvcver, if moods are systematically related to filling out qucs[ionnaires or going shopping,
biases due to the eKec~s of mood stales may be problematical. If participation in a survey is viewed as an
experience that has a favorable expected outcome, consumers in positive moods may be more inclined to
complete questionnaires than those in neutral or negative moods. This would suggest that mood states in
the respondent sample may be skewed in a positive direction.
Mood in the population of shoppers may be bimodally distributed. People in good moods may choose to
perform or avoid consumption-related behavior, depending on their assessments of the likelihood of the
activities being associa~ed with positive or negative
outcomes. Consumers in bad moods may also choose
10 shop, perhaps to cheer themselves up. Langer ( 1983)
has suggested that difflcul~ economic conditions may
increase consumers’ needs for products to serve as
treats and emotional charges.
To gain insight into the magnitude of biases resulting
from the effects of mood states, the distribution of
moods of individuals engaged in activities of interest
must be examined. Activities related to participation
in research should be investigated as WC]] as shopping,
buying, and consuming activities. If the distribution of
moods during the completion ofa questionnaire differs
from the distribution during an activity of interest,
biases resulting from this ditTerencc may require closer
examination.

Implications for Marketing Action
1 have used the phrase “mood smles”’ to refer to the
general. Pervasive. aficctive sl:ltcs that are transient and
particularized to specific times and situations. A conceptual framework has been presented to depict the effects Of consumers’ mood states and their po!ential relevan~ to marketing stratcg> and tisclics. Findings from
the ~chological literature were reviewed. and they in.
dicatfd that mood stirtcs afTecI behavior, evaluation.
and r&all. I have examined the implications of these
effects for consumer behavior in three arc~s: scrvicc encounters. point-o f-purchast stimuli, and communicaticms(cont~x~ and conlcntl. In addition. 1 have assessed
the feasibility of mood induction in each area. Several
conclusions and un~nswcrc(i qucsti(~ns emerge for each
area:

1. Mood states may have important effects on consumer
behavior with respect to services, but research is
needed to assess the magnitude of such cfftits. There
appear 10 be many opportunities for mood induction
in the service sector, e.g.,-settings, procedures, and
interactions with service providers. Mood induction
can be contiguous to the scmice encounter, incrzing
the likelihood that its effects will have an impact on
transactions. In addition, because service providers
have pemcmal contact with consumers, they can adjust
their tactics to suit consumers” mood states.
2. The effects of mood states at the point-of-purchase
may be substantial and potentially impofint for
marketing action, but research is needed to investigate
the strength of mood effects. Although physical settings and interactions with store personnel may be
powerful mood inducers contiguous with much decision making, research is needed that examines the
effects of mood states on such basic decisions as
whether or not to shop. what to shop for, and whether
to shop alone or with others. In addition, the behavioral effects of mood states at a point-of-purchase may
be mediated by whether the consumer anticipates that
the shopping trip will be a positive or negative experience. To fully understand the effects of point-ofpurchase moods, marketers must gain insight into the
role of shopping in the consumer’s life.
3. Although context-induced moods may significantly
affect consumer response to advertising, there is a
dcaflh ofcvidence supporting this claim. Research is
needed 10 explore the range and impact of moods induced under normal exposure conditions. Additionally, the following questions must be addressed: (1)
for which types of adveniscments are the effects of
context-induced mood states most significant, and (2)
when should contexts be sought that induce specific
positive or negative moods? Note that the role of context-induced moods may be more important for copytesting procedures than it is for media selection ifinstitutional factors limit the control media managers
have over the immediate context in which advertising
is placed.
4. The role of mood states induced by ● dvertising has
recently received some well-deserved attention, but
many important issues remain unresolved. It is clear
that advertisements can affect consumer moods. but
the impact of these eflects may depend on the advertiser’s purpose. product, and target audience. Although much research is being done to address these
issues. the prevalence and importance of mood-inducing advertising cncouriiges even greater efTorts.

Directions for Future Research
The nature of the preceding dikussion has necessarily
ken very tentative. but it shou~ help guide thinking
and should serve as a basis for nisearch in this mea. in

addition to the specific issues discussed above, more
general questions must bc addressed:
1. Does social responsibility suggest limitations for the
apprrrpri~lc usc 01 m o o d - i n d u c t i o n strutcgics and
- .
r
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1 l{~>ucun nl~rhclcrsdcsign slratcgicsund irnplcmcn~
t~c~ics 10 inllucncc consumers” moods’! Psychometric
mmsurcmcnt inslrumcnis Ihat assess the cffcc[s of
mood induction procedures musl be developed and
evaluative Criteria established. Also, the implications
for interdepartmental rela[ions must bc considered.
For example, lawyers must be consulted before individual-specific mood induction procedures that may
appear discriminatory are implcmen(ed. Personnel
departments and labor unions must bc involved in
the development ofmood-management training progr~ms for employees.
In spite ofthc need for further empirical work, there
arc indications Ihat consumer-mood states may influence behavior. evaluation, and recall. Allhough many
unanswered qucslions must be addressed, the effects of
mood states on consumer behavior with respect to service encounters. point-of-purchase stimuli, and communications sccrn to merit funhcr exploration.
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