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This research examines, across 2 studies, the interplay between the valence and arousal compo-
nentsof affectivestatesand theaffectivetoneof atarget ad. Inthefirst study, musicwasusedtoin-
duce apleasant or unpleasant mood, while controlling for arousal. Participantswere subsequently
exposed to an ad that either had apositive-affectivetone or wasambiguousinitsaffectivetone. As
predicted, the valence of the affective state colored the evaluation of the ad in amood-congruent
direction, but this coloring effect occurred only when the ad had an ambiguous-affective tone. In
the second study, thetarget ad had a clear positive or negative affective tone, and the valence and
arousa dimensions of the mood state were manipul ated independently. As predicted, the arousal
dimension, but not the valence dimension, influenced ad evaluation. Ad evaluations were more
polarizedinthedirection of the ad’ saffectivetoneunder high arousal than under low arousal. This
effect wasmore pronounced for self-referent evaluations (e.g., “1 likethead”) than for object-ref-
erent evaluations (e.g., “The ad is good”), favoring an attributional explanation—the excitation
transfer hypothesis—over an attention-narrowing explanati on—the dynamic compl exity hypoth-
esis. Taken together, the results of the 2 studies stress the important contingency of the affective
tone of the ad, when examining the effects of the valence and arousal dimensions of aperson’saf-
fective state on ad eval uation. The results also provide additional insightsinto how and when af-
fect serves asinformation in judgment processes.

The sources of affect can be diverse. In ad exposure settings,
one source of affect isthe consumer’ s preexisting mood state
at the time of exposure. A second source liesin the affective
tone of the ad itself (e.g., humorous or fear-inducing).! The
interplay between the consumer’s affective state and the af-
fective content of the ad can have intricate effects on judg-
ments. The purpose of thisresearch isto document the nature
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1By affective tone (e.g., humorous), we mean that the ad has the potentia to
evokespecificfedingsrelated tothetone (e.g., fedingsof amusement =laughter).

of this interplay, formalize its main contingencies, and ex-
plore underlying processes.

Wesuggest that to examinethisinterplay, itisuseful to de-
compose consumers’ affective statesalong their two primary
dimensions (Havlena & Holbrook, 1986; Mehrabian & Rus-
sell, 1974): valence (pleasant or unpleasant) and arousal
(high or low). We propose that each of these two components
of consumers affective states interacts differently with the
affectivetone of atarget ad. Prior research has suggested that
the valence component has the effect of “coloring” people's
judgmentsinamood-congruent direction (e.g., Forgas, 1995;
Mayer, Gashke, Braverman, & Evans, 1992). Ceterisparibus,
thetarget ad should be eval uated morefavorably whenthe af-
fective state is pleasant than when it is unpleasant (e.g.,
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Goldberg & Gorn, 1987). However, we argue that this color-
ing effect ismorelikely to occur when the ad isambiguousin
itsaffective tone than when the ad itself hasaclearly positive
or negative affective tone. When the ad does have a clear af-
fective tone—and mood valence has less of an influence—it
isthe arousal component that has an effect on ad evaluation.
Thiseffect isto polarizejudgments by accentuating the affec-
tive tone of the target ad. Ads that have a positive-affective
tone are likely to be evaluated more favorably under high
arousal than under low arousal, whereas adsthat have anega-
tiveaffectivetonearelikely to beevaluated lessfavorably un-
der high arousal than under low arousal. In other words,
depending onthe affectivetoneof thead, theval ence of affec-
tive states has an effect when arousal doesnot, and viceversa.
These predictions are tested in two studies: one focusing on
coloring and the other focusing on polarization. The pro-
cesses underlying coloring and polarization are discussed,
with two different explanations of polarization examined in
Study 2.

VALENCE, AROUSAL, AND
AD EVALUATION

Valence and Coloring

A considerable amount of research has suggested that the va-
lence of people’s affective states influences their judgments
in a mood-congruent direction (e.g., Clore, Schwarz, &
Conway, 1994; Forgas, 1995; Goldberg & Gorn, 1987; Gorn,
Goldberg, & Basu, 1993; Mayer et a., 1992). Two explana
tions have been offered for this coloring effect. One explana-
tion is that mood states—pleasant or unpleasant—cue simi-
larly valenced materialsin memory, thereby biasing people’s
perceptions of the target at the time of evaluation (Isen et al.,
1978). Another explanation, known as affect-as-information,
is that people often inspect their feelings when making
evaluative judgments (Schwarz & Clore, 1988; see also
Pham, 1998). During this process, pleasant or unpleasant
feelings emanating from the mood state at the time of judg-
ment may be misattributed to the target (Schwarz & Clore,
1983). Forgas (1995) suggested that these two explanations
are in fact complementary and apply to different processing
strategies. When the person uses a systematic processing
strategy, mood will primarily influence judgments through
the cuing of mood-congruent thoughts. When the person uses
a heuristic processing strategy, mood will influence judg-
ments through affect-as-information mechanisms. Still, both
explanations suggest that the valence of people's affective
stateat thetime of exposureto anad will color itsevaluation.
Research has suggested that this coloring effect may be
contingent on anumber of factors(Cloreet al., 1994; Martin,
Abend, Sekides, & Green, 1997; Pham, 1998). Of particular
interest i sresearch showing that mood-congruent evaluations
may be more pronounced when thetargetsare affectively am-

biguous. For instance, Isen and Shalker (1982) observed that
the effect of being in a pleasant mood when assessing the
pleasantness of slides of local scenes was stronger when the
dides were affectively neutral than when the slides were
clearly pleasant or unpleasant. Similarly, Miniard, Bhatla,
and Sirdeshmukh (1992) observed that the effect of beingina
pleasant or unpleasant mood on participants' rating of the
taste of a brand of peanut butter was stronger when the
brand’s actual taste was ambiguous than when it clearly
tasted good or bad. Several mechanisms, which are not neces-
sarily mutualy exclusive, can explain why moods have less
of an effect when thetarget isaffectively unambiguous. First,
thetarget’ s affective content may actually erase the preexist-
ing mood state, precluding any mood influence on judgment
(Miniard et a., 1992). Second, when the target is affectively
unambiguous, the mood state will loseits heuristic (informa-
tion) value in evaluative judgments (Clore et al., 1994).
Third, judgments of affectively unambiguoustargets areless
likely to require asearch for additional information. Asare-
sult, mood-congruent associations will have less of an influ-
ence on these judgments (Isen & Shalker, 1982).
Therolethat affective ambiguity of thetarget playsin mod-
erating the coloring effect of mood valence can also be inter-
preted in light of Forgas's (1995) Affect Infuson Model
(AIM). According to this model, mood is most likely to “in-
fuse” (i.e., color) judgmentswhen peopl e use agenerative pro-
cessing strategy—that is, a heuristic or systematic search for
additional inputs—to construct their judgments. When thetar-
get is affectively unambiguous, a generative processing strat-
egy—hence, infusion or coloring—is less likely because the
target’ s affective tone provides potent cues for the judgments.
Consistent with thisreasoning, wehypothesizethefollowing:

H1: The coloring effect of the valence of people's
affective state will be more pronounced for ads
that have an ambiguous-affective tone than for
ads that have a clear affective tone.

Arousal and Polarization

A substantial amount of research (see Reisenzein, 1983) has
suggested that arousal experienced at a given point in time
may accentuate subsequent affective and evaluative re-
sponses. Consumers' responses to a given object—for in-
stance, an ad—may be more extreme or polarized if the con-
sumers have been recently aroused. Two explanations have
been offered for this effect. One invokes attributional pro-
cesses, and the other invokes processing interferences.

Polarization as misattribution.  Building on Schachter
and Singer’s (1962) work, Zillmann (1971) offered the excita-
tion transfer hypothesis. It is well established that arousal, as a
generalized dtate of activation, tends to be nonspecific (e.g.,
Schachter & Singer, 1962). Moreover, arousa doesnot dissipate
immediately after the removal of the arousing condition:



Arousa decays relatively dowly (eg., Cantor, Zillmann, &
Bryant, 1975). Asaresult, the residua arousal experienced fol-
lowing an event may polarizetheresponseto asubsequent target
by intensifying the affect elicited by this target. For instance,
White, Fishbein, and Rutstein (1981) observed that arousd, in-
duced through either physical exercise or emotional material,
subsequently increased (decreased) male participants' liking of
an éttractive (unattractive) female target. Apparently, partici-
pants misattributed the residual arousdl |eft by the prior event as
part of their genuine affective response to the femal e target and
therefore expressed more polarized judgments. This intensify-
ing effect of residua arousa hasbeen replicated in many studies
(for areview, see Reisenzein, 1983).

Polarization as reduced cognitive complexity. The
dynamic complexity hypothesis (Paulhus & Lim, 1994)
states that arousal polarizes evaluative judgments by reduc-
ing the compl exity of perceptionsabout atarget. Thishypoth-
esiselaborateson thetheory that because arousal reducespro-
cessing capacity, aroused individuals tend to selectively
process important cues at the expense of |essimportant ones
(Easterbrook, 1959). Because the primary dimension of so-
cia perception isevauative (Osgood, Suci, & Tannenbaum,
1957), selective processing focusing on this dimension at the
expense of nonevaluative dimensions will polarize judg-
ments (Paulhus & Lim, 1994). In astudy of people’ sevalua
tion of famous figures and social acquaintances, Paulhus and
Lim found that arousal did result in simpler perceptions and
that these simpler perceptions seemed to lead to more polar-
ized judgments. Consistent with this hypothesis, it was ob-
served in an advertising context that arousal could polarize
brand evaluation by increasing peopl€e's reliance on which-
ever cues—good or bad—were perceived to be more diag-
nostic (Pham, 1996).

Therefore, there is a strong theoretical reason to believe
that the arousal component of consumers’ affective states at
the time of exposure to an advertisement should polarize its
evaluation. This effect should depend on the ad's affective
tone. If thead’ sprimary affectivetoneispositive, evaluations
should be more favorable as arousal increases. If the ad’ s &f -
fective toneis negative, evaluations should be lessfavorable
as arousal increases. In principle, this polarization effect of
arousal should be independent of any coloring effect of the
valence component of the affective state.

H2: Whenadshaveaclearly positiveor negative af-
fective tone, high arousal will polarize ad eval-
uationsin the direction of thistone.

In summary, the two main components of consumers’ af-
fective statesat the time of exposureto an ad should havedis-
tinct effectsonitsevaluation. The valence component should
color the evaluation of the ad in a mood-congruent direction,
whereasthearousal component should polarizeitsevaluation
in the direction of the ad’s primary affective tone. Although
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many ads have a positive affective tone (e.g., humorous,
warm commercials), the positivity of thistoneislikely tovary
(e.g., some commercials are warmer than others). Study 1
tests the hypothesisthat the coloring effect of valence will be
more pronounced when the affective tone of the target ad is
ambiguous than when it is clearly positive. The polarization
effect should manifestitself in the reverse conditionin which
the affectivetone of thetarget ad i sunambiguous (as opposed
to ambiguous). In Study 2, wetest the hypothesisthat arousal
will have apolarization effect when the ad’ s effective toneis
clearly positive or negative. Under such conditions, valence
will have little influence.

STUDY 1

The purpose of this study was to test the proposition that the
coloring effect of consumers' mood states on their evalua-
tions of advertisements would depend on the affective ambi-
guity of the ad. Because the experiment focused on the color-
ing effect of affect states, participants mood was
manipulated to be either pleasant or unpleasant, controlling
for variation in arousal. Following the mood induction, par-
ticipants were subsequently exposed to thetarget ad in asup-
posedly unrelated task. In one condition, the ad’s affective
tone was clearly positive. In the other condition, the ad’s af-
fect tone was more ambiguous. It was predicted that the va-
lence of participants mood would color their evaluation of
the target ad in the ambiguous-ad condition but not in the
clearly positive-ad condition.

Method

Participants and design. Participants consisted of
80 business undergraduates who participated in the study
to fulfill a course requirement. They were randomly as-
signedto oneof four conditionsin a2 x 2 between-subjects
design. Thefirst factor manipulated two levelsof affective
state: pleasant versus unpleasant. The second factor ma-
nipulated two levels of the affective tone of the ad: positive
versus ambiguous.

Procedure. Theexperiment wasintroduced astwo un-
related studies, conducted in two separate small rooms. The
“first” study was purportedly about musical appreciation. To
enhance experimental control, the study was conducted one
participant at a time. Participants were seated in a comfort-
able chair while one of the two selected musical pieces (see
Pretest 1 next) was played through ahigh-quality cassette re-
corder. Participants were instructed to listen carefully and
formimpressionsof, and opinionsabout, themusic. After lis-
tening to the music for 5 min, participants were asked to as-
sess the music on a number of dimensions (e.g., fast—slow,
quiet—-oud, and interesting—uninteresting). Participants were
then directed to the “ second” study, which was purportedly a
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pilot advertising test conducted by the marketing department
for a private company. Participants were exposed to one of
the two target ads (see Pretest 2 next) for 40 sec. They then
evaluated the ad on four 7-point items: “I like (dislike) the
ad,” “Theadisgood (bad),” “The ad looks (does not) profes-
sionally made,” and “I feel positive (negative) towards the
ad.” Theseitems (a = .84) were averaged into asingle mea-
sure of ad evaluation.

Pretest 1: Music selection. Becauseit isimportant to
separatetheva enceand arousal dimensionsof affective states,
we investigated manipulations of valence that would control
for theleve of induced arousal. We elected to rely onmusic for
severa reasons. First, music has been repeatedly shown to be
an effective manipulation of valence of affective states, bothin
marketing studies (e.g., Alpert & Alpert, 1990; Kellaris &
Kent, 1993; Miniard et a., 1992) and in psychological studies
(e.g., Eich & Metcalfe, 1989). Second, compared to most so-
cia manipulations of affective states—such as performance
feedback, gift giving, and interaction with aconfederate—mu-
sicisreatively content free. Finally, thereisan enormousvari-
ability of music available in the marketplace. This facilitated
the search for pieces that would induce different levels of va
lence without inducing different levels of arousal.

Our goal in pretesting was to find 2 pieces of music that
wereequally arousing but onethat wasmore pleasing than the
other. In a preliminary pretest (n = 86), 44 pieces of music
wereevaluated on pleasureand arousal. Participantswererun
in small groups of 4 to 6 people, with each group evaluating 6
piecesof music. Based on thispreliminary pretest, 2 piecesof
music were selected to be tested in a more formal pretest in
which 23 participants were run individually and listened to
only 1 piece of music. After listening to each piecefor 5 min,
participants rated how pleasing and arousing the music was
on 7-point scales. As expected, the first piece (“Eine Kleine
Nachtmusik: Allegro” by Mozart) wasrated aspleasing (M =
5.70) and highinarousal (M =5.70). The second piece (an In-
dian classical piece by Pandit Dhimsen Joshi) was rated as
much less pleasing (M = 2.23) but still high in arousal (M =
5.61). It was confirmed by t-tests that the 2 pieces of music
were different in how pleasing they were, t(21) = 11.71, p <
.001, but not in arousal, t(21) = .21, p > .10.

Pretest 2: Affective tone of the ad. A second pretest
was conducted to identify two advertisements in which the
content would vary in terms of their affective tone. One ad
should have a clear positive affective tone, whereas the other
should have a more ambiguous affective tone. A wide range
of adswereinitially screened before settling on thefollowing
approach for theformal pretest. Adsfor afictitiousinsurance
company were professionally produced. A central feature of
the ad was a picture, which varied across conditions. In the
positive-affective-tone condition, the picture depicted a
happy family: a smiling father with a smiling mother and a

smiling child. In the ambiguous-affective-tone condition, the
picture was amore distant shot of aman and woman taking a
walk. Asidefromthepicture, thetwo adswereidentical inev-
ery respect. Both versions of the ad had a headline reading
“YOU CAN ENJOY MORE FROM LIFE!” and ashort copy
about the benefits of insurance with the company.

Thetwo versions of the ad were shown to separate groups
of participants (N = 71). These participants were asked to ex-
aminethe ad and assess how it made them feel. The affective
tone of the ad was assessed by four 7-point semantic differen-
tia items (o = .92) anchored at “happy—sad,” “pleased—dis-
pleased,” “delighted—distressed,” and *“joyful—-depressed.”
The arousal content of the ad was assessed by three 7-point
semantic differential items anchored at “stimulated—re-
laxed,” “excited—calm,” and “aroused—unaroused.” As in-
tended, the ad with the happy family was judged to be more
positiveintoneand elicited more positivefeelings (M =5.09)
than did the ad with the couple walking (M = 4.40), t(69) =
3.65, p<.01. Thetwo adswere not different in the feelings of
arousal they elicited (positive tone ad: M = 3.45 and ambigu-
oustonead: M = 3.26), t < 1.

Results

Manipulation checks. To check the perceived affec-
tive tone of the ad in the main experiment, participants’ rat-
ings of the pleasantness of the ad (asthey again looked at it)
were submitted to a2 (ad tone) x 2 (valence) analysisof vari-
ance (ANOVA). As expected, the ANOVA revealed only a
main effect of ad tone, F(1, 79) = 9.23, p < .01, showing that
the perceived pleasantness of the ad was significantly higher
in the positive-ad condition (M = 4.88) than in the ambigu-
ous-ad condition (M = 4.30). Although the positive ad’s
pleasantness was clearly above the midpoint of the scale,
t(39) = 8.54, p < .001, the ambiguous ad’ s pleasantness was
only marginally above the midpoint of thescale, t(39) =1.91,
p = .06. The main effect of valence and the Ad Tone x Va-
lence interaction did not approach significance, F's< 1.

The affective-state manipul ation was checked with an in-
dependent sample of participants (N = 20) who wererunindi-
vidually. Each participant listened for 5 min (the same
amount of time as in the main experiment) to one of the two
pieces of music used in the main experiment. After listening
to the piece, participants were asked to report on their affec-
tive state using the Affect Grid (Russell, Weiss, &
Mendelsohn, 1989), which is a graphical scale that assesses
both feelings of pleasure and arousal on a 9-point scale rang-
ing from 1 (low) to 9 (high). As expected, the pleasant music
induced higher pleasure (M = 7.10) than did the unpleasant
music (M = 3.0), t(18) = 10.83, p < .001. However, the two
pieces induced similar levels of arousal (Mpieasant = 7.60 and
Munplessant = 7.10), t(18) = 1.41, p >.10. Therefore, the two
pieces induced different feelings of pleasantness but not dif-
ferent levels of arousal.



Ad evaluation. Ad evaluations across conditions were
analyzed in a series of planned contrasts (Rosenthal &
Rosnow, 1985). A first contrast showed that in the ambigu-
ous-ad condition, participantsin a pleasant affective statein-
deed reported morefavorable evaluations (M = 3.66) than did
participantsin an unpleasant affective state (M = 3.16), t(76)
=1.65, p=.05, onetailed (w?=.02). Thiseffect replicatesthe
standard mood-congruency effect. In contrast, in the posi-
tive-ad condition, the valence of participants' affective states
had no effectson ad evaluations, t < 1. Participantsin thiscon-
dition reported comparable eval uationsregardless of whether
they wereinapleasant (M = 3.64) or unpleasant (M = 3.84) af -
fective state. Consistent with the planned contrasts, which
were the focus of the analyses, a 2 (valence) x 2 (ad tone)
ANOVA revedled a marginally significant Ad Tone x Va
lence interaction, F(1, 76) = 2.66, p = .10 (w? = .02). More-
over, as expected, both the main effect of valence and the
main effect of ad tonewere not significant, F <1 and F(1, 76)
=2.29, p > .13, respectively, suggesting that valence did not
color ad evaluationsindependently of the ad’' s affective tone.
Overall, the results are consistent with our hypothesis (H1)
that the coloring effect of valence dependson whether thetar-
get ad has a clear affective tone.2

Discussion

Theresultsare consistent with H1 and with the general notion
that ad evaluations may be influenced by an interplay be-
tween the ad’ saffectivetone and consumers’ affective states.
When thetarget ad’ s affective tone was ambiguous, ad evalu-
ation was more favorable among participantsin apleasant af -
fective state than among participants in an unpleasant affec-
tive states. This coloring effect of valence on ad evaluation
replicates the well-established mood congruency effect. This
coloring effect did not occur, however, when the ad' s affec-
tive tone was clearly positive. Although mood-congruency
effects on evaluation have been considered to be pervasive
and robust (e.g., Mayer et a., 1992; Schwarz, 1990), they ap-
pear to be sensitive to the affective ambiguity of the target
(e.g., Isen& Shalker, 1982; Miniard etal., 1992). Thiscontin-
gency is noteworthy given that many advertisements are not
affectively ambiguous. In this study, affective ambigu-
ity—and thereby the col oring effect of valence—wasreduced
by the mere modification of an execution cue.

2Alternatively, one could interpret the data as showing that the affective
toneof thead had astronger effect on ad eval uationsamong participantsinan
unpleasant mood than among participantsin apleasant mood. Thisinterpre-
tation would be consistent with previous arguments that negative mood in-
creases analytical processing and message scrutiny, whereas positive mood
decreasesit (e.g., Schwarz, Bless, & Bohner, 1991). Thisinterpretation does
not seem to be applicableto thisstudy. Theadsdiffered only on asingle exe-
cution characteristic that was simpleto process. Therefore, depth of message
scrutiny should have made little difference.
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It is possible that mood-congruency effects would have
been observed in the unambiguous-ad condition had we used a
stronger mood manipulation. However, our manipulation (a
4.1 difference on a 7-point scale; w? = .85) was quite strong
compared to the mood manipulations used in other studies
where mood congruency was indeed observed (e.g., Gorn et
al., 1993; Schwarz & Clore, 1983).3 This suggeststhat, in real
consumer settings, mood-congruency effectson ad eval uations
may be less pervasive and pronounced than implied by previ-
ous research (e.g., Goldberg & Gorn, 1987).

Given that valence appearsto color ad evauation only when
thead isaffectively ambiguous, the question ariseswhether con-
sumers affective states have any influence at al on ad evalua-
tions when the ad is not affectively ambiguous (i.e., clearly
positiveor clearly negative). Thisissueisexaminedin Study 2.

STUDY 2

The main objective of this study was to test the proposition
that when ad targets have a clear affective tone, it is the
arousal component of consumers’ affective states, and not the
valence component, that will affect how the ad will be evalu-
ated. Participants whose affective state was manipulated in
termsof both valence and arousal were subsequently exposed
to atarget ad that was either clearly positive in its affective
tone or clearly negative. It was predicted that high arousa
would polarize ad evaluationsin the direction of the ad’s af-
fective tone. In contrast, as suggested by the results of Study
1, valence would have little influence on how the unambigu-
ously positive or negative ad would be evaluated.

Should a polarization effect of arousal be uncovered, a
second objective of this study was to explore alternative ex-
planations of this effect. According to the excitation transfer
hypothesis (e.g., Cantor et a., 1975; Zillmann, 1971), high
arousal should polarize subsequent ad evaluationsif consum-
ersbelievethat the context-induced arousal reflectstheir gen-
uineaffectivereactionsto thead itself. Consumersinspecting
“how they feel” about an ad (e.g., Pham, 1998; Schwarz &
Clore, 1988) may infer from their arousal that they “feel
strongly” about the ad and hence evaluate it more extremely.
We examined this explanation by comparing responses to
ad-evaluation items phrased in self-referential manner (e.g.,
“Ilikethead” and*“| react favorably tothead”) to responsesto
items phrased in object-referent manner (e.g., “The ad is
good” and “The ad is enjoyable’). It was reasoned that
self-referential items should be particularly sensitive to a
transfer of excitation because these items emphasize partici-

3In Gorn, Goldberg, and Basu (1993), the mood manipulation induced
differences of 2.38 (w? = .29) and 3.16 (w? = .22) on the 10-point scales that
were used to assess mood. In Schwarz and Clore (1983; Study 1), the mood
manipulation induced a difference of 1.8 on a 7-point scale (w? = .22) and a
difference of 2.6 on an 11-point scale («? = .25).
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pants' reactions to the ad. In contrast, object-referent items
should be less sensitive to a transfer of excitation because
they emphasize the ad itself (for a related discussion, see
Wyer, Clore, & Isbell, 1999). In other words, if the polariza-
tion effect of arousal isindeed mediated by atransfer of exci-
tation, this effect should be more pronounced on self-referent
items (e.g., “I like—dislike the ad") than on object-referent
items(e.g., “The ad isgood—bad”). The dynamic complexity
hypothesiswould not predict that polarization would depend
on the phrasing of the items.

According to the dynamic complexity hypothesis
(Paulhus & Lim, 1994), high arousal may polarize subse-
quent ad eval uationsif consumersprocessasimpler represen-
tation of thead andif the primary component of thesimplified
representation is evaluative. Participants’ representations of
thetarget ad were assessed through cognitive responses. The
dynamic complexity hypothesis would predict that aroused
consumersshould report (@) fewer thoughtsin responseto the
ad and (b) ahigher proportion of evaluative to noneval uative
thoughts. The excitation transfer explanation does not hy-
pothesize any specific changein cognitive responding under
high arousal.

Method

Participants and design. Participants in this study
consisted of 128 busi ness undergraduates who participated to
earn course credit. They were randomly assigned to one of
eight conditionsof a2 (arousal) x 2 (valence) x 2 (ad affective
tone) between-subjects design. Unlike in Study 1, the affec-
tivetone of the ad was either clearly positive or clearly nega-
tive. Furthermore, valence of affective state (pleasant vs. un-
pleasant) was crossed with two levels of arousa (high vs.
low). Crossing these two factors presents three advantages.
First, it reducesthelikelihood that either manipulationiscon-
founded with the other. One could argue, for instance, that
states of high arousal are less pleasant than states of lower
arousal. Second, it allowsustotest thenull prediction that va-
lence of the affective statewill not have an effect when the af -
fective tone of the ad is unambiguously positive or negative,
and to test it across both higher and lower levels of arousal.
Third, previousresearch on arousal effects on persuasion has
ignored potential interactions between arousal and valence
(Pham, 1996; Sanbonmatsu & Kardes, 1988). Crossing the
two factors allows us to examine such interactions. In addi-
tion to these between-subjects factors, a within-subjects fac-
tor wasformed by theinclusion of two types of ad-evaluation
items (self-referential vs. object referential).

Procedure. The procedure closely followed that used
in Study 1. The sessions were again run one participant at a
time. The study wasintroduced astwo unrel ated studies, con-
ducted in different rooms. The “first” study was purportedly
about musical appreciation. Participants were seated in a
comfortable lounge chair while one of four selected musical

pieces was played (see Pretest 3 next). Participants were in-
structed tolisten carefully and formimpressionsof themusic.
Asin Study 1, 5 min following the music onset, participants
completed a questionnaire. The questionnaire included (a) a
22-item scale assessing perceptions of the music (eg.,
fast—slow, quiet-oud, and simple-complex); (b) a 3-item
scale measuring evaluations of the music (e.g., like—dislike);
and (c) the Affect Grid, which served asamanipulation check
of participant’s states of pleasure and arousal. Participants
were then directed to the “second” study.

The*“second” study was again introduced asapilot advertis-
ing test conducted by the marketing department for a private
company. Each participant was exposed for 40 sec to one of two
ads. Onead had aclear positive affectivetoneand theother had a
clear negative affective tone (see Pretest 4 next). Participants
then completed a questionnaire, which assessed their evalua-
tionsof thead and their cognitiveresponseswhilereading thead.
Attheend of the session, participantswere orally asked what the
purpose of the study was and to write down their answerson a
separate sheet of paper. They were then debriefed.

Measures. The main dependent measure, ad evalua
tion, was assessed on seven 7-point semantically differential
items (o = .88): “The ad is pleasant—unpleasant,” “The ad is
good-bad,” “The ad isenjoyable,” “I like—didlikethe ad,” “I
react favorably—unfavorably tothead,” “| feel negative—posi-
tive toward the ad,” “ The ad is fun—not fun to read.” Partici-
pantswere also asked to list all the thoughts and feelings that
came to mind while reading the ad. Two judges, working in-
dependently, classified each thought or feeling aseither posi-
tive, negative, or neutral (agreement = 95%). Disagreements
were resolved by athird judge.

Pretests 1 and 2: Valence and arousal of affective
States. Weagain used music to manipulate both valenceand
arousal of affective states. Although music has often been used
to manipulate affect valence, the use of music to manipulate
arousal orthogonally to valenceisauniquefeatureof thisstudy.

Inafirst, within-subject pretest, 22 participants, in groups
of 4t0 6, wereasked tolistento 16 piecesof music (asubset of
the 48 pieces pretested in Study 1), one piece at atime for 2
min. After listening to each piece, participants reported their
mood states using the Affect Grid. Based on this pretest, 4
musical pieces were selected. They were: (a) “Eine Kleine
Nachtmusik: Allegro” by Mozart, which induced high plea-
sure (M = 7.23) and high arousal (M = 7.36); (b)
“Saraseeruhasana’ by Naada Loludai, which induced low
pleasure (M = 3.14) and high arousal (M = 6.73); (c) “What-
ever We Image’ by David Foster, which induced high plea-
sure (M = 6.91) and low arousal (M = 4.14); and (d) “Raga
Bhopali” by Mohanam, which induced low pleasure (M =
3.73) and low arousal (M = 3.50).

In asecond, between-subjects pretest (N = 31), each of the
four selected pieceswas played to aseparate group of partici-



pantsin a soundproof room. After listening to the piecefor 5
min, participants reported their moods using the Affect Grid.
Theseself-reportsof pleasureand arousal weresubmittedto 2
x 2 ANOVAs in which the two factors were the level of
arousal (highor low) and valence (pleasant or unpleasant) ex-
pected to beinduced by each piece. Asexpected, both factors
had strong main effects on the corresponding self-reports.
Self-reports of pleasure were greater when the musical pieces
were pleasant (M = 6.43) than when they were unpleasant (M
= 3.60), F(1, 27) = 28. 83, p < .0001 (w? = .44). Similarly,
self-reports of arousal were greater when the musical pieces
were highly arousing (M = 6.70) than when they were less
arousing (M = 4.39), F(1, 27) = 6.92, p < .02 (w? = .16).
Self-reports of pleasure also exhibited asmall but significant
Arousal x Vaenceinteraction, F(1,27) =7.33, p< .02 (w? =
.06), showing that the valence manipulation was slightly
stronger for the more arousing pieces. No other effects were
significant, all ps> .20, suggesting that thefour pieces manip-
ulated pleasure and arousal largely independently. This ma-
nipulation was further assessed in the main experiment.

Pretests 3 and 4: Affective tone. The purpose of
these pretests was to identify two advertisements with a clearly
positive or negetive affective tone. In Pretest 3, 64 participants
were shown one of eight print advertisements. Asin Study 1, the
adswerefor afictitiousinsurance company and were profession-
aly produced toinduce different levelsof affectivetone. Thepos-
itive-affective tone ad was the same asthe one used in Study 1. It
featured the picture of ahappy family, the copy stressed the bene-
fitsof theinsurance company, and the headlineread *Y OU CAN
ENJOY MORE FROM LIFE!" Thegod in congtructing anega:
tive ad was to differentiate its affective tone as much as possible
from that of the pogtive ad. The negdtive affective tone ad fea-
tured the picture of a distressed-looking girl described as a
5-year-old orphan whose parent had died in a car accident. The
heedlineof thead read “ SHE COULD HAVE LIVED BETTER!
PROTECT YOUR CHILDREN AND THEIR FUTURE.” The
affective tone of the ads was assessed by four 7-point semantic
differentid items (o = .95): “This ad made me fed happy—un-
happy,” “This ad made me fed pleased—displeased,” “This ad
made me fed delighted—distressed,” “ This ad made me fed joy-
ful—depressed.” Asdesred, the two ads differed in affective tone
(M =269vs. M =5.27),1(16) = 5.58, p < .01. To ensure that the
two ads were equal in terms of overall quality, 20 participants
(Pretest 4) evaluated the ads after listening for 5 min to a piece of
music (selected on the basis of the preliminary pretest reported in
Experiment 1) designed to induce a neutral mood. As expected,
the two versions of the ad were evaluated similarly (Mpositive =
5.02 and Mpegaive = 4.88), t < 1.

Results

Demand and manipulation checks. Three partici-
pants expressed at least some understanding of the study’s
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genera purpose. Their datawere discarded fromtheanalysis,
performed on 125 observations. To assess the manipulations
of affective states, participants’ self-ratings of arousal and
pleasure after listening to the piece of music were each sub-
mitted to a 2 (affect dimension) x 2 (valence manipulation) x
2 (arousal manipulation) mixed ANOVA. As expected, the
analysisuncovered astrong Affect Dimension x Arousal Ma-
nipulation interaction, F(1, 119) = 153.07, p < .0001 («? =
.55), aswell asastrong Affect Dimension x \Valence Manipu-
lation interaction, F(119) = 99.37, p < .0001 (w? = .44). Fol-
low-up analyses show that the arousal ratings were strongly
influenced by the arousal manipulation (M = 3.76 vs. 6.97),
F(1, 119) = 182.06, p < .0001 (w? = .58), and they were much
lessinfluenced, although significantly so, by the valence ma-
nipulation, F(1, 119) =5.51, p<.03 (w? =.01). Similarly, the
pleasure ratingswere mostly affected by the valence manipu-
lation (M =3.61vs.7.01), F(1,119) =358.65, p<.0001, (w?=
.67). They were also affected by a small Valence x Arousal
State Manipulationinteraction, F(1,119) =5.31, p<.05 (w?=
.01). In summary, the four musical pieces succeeded in ma-
nipulating pleasure and arousal states largely independently,
although not perfectly orthogonally.

Effects on ad evaluation. Ad evauations were sub-
mittedtoa?2 (arousd) x 2 (pleasure-valence) x 2 (affectivetone)
between-subjectsANOV A. Themeansacrossconditionsarere-
ported in Table 1. The analysis revealed a main effect of affec-
tive tone, F(1, 117) = 79.90, p < .0001 («? = .39). Evaluations
were more favorable for the positive-affective tone version of
thead (M = 4.17) than for the negative affective toneversion (M
=2.89). Asexpected, given theaffective unambiguity of theads,
the valence of participants affective states did not have any
main or interaction effect on their ad evaluations, F < 1. Partici-
pantswhowerein apleasant affective statewere not morefavor-
able in their ad evaluations (M = 3.49) than were participants
who werein an unpleasant affective state (M = 3.58). Thisresult
is consistent with the results of Study 1.

More important, there was a significant Arousal x Affec-
tive Toneinteraction, F(1, 117) =4.22, p< .05 (w? = .03). As
predicted, the simple effect of the ad's affective tone was
greater under high arousal (Mpestive = 4.41 VS. Mpegative =
2.85), F(1,117) =58.63, p < .0001 (w? = .32) than under low
arousa (Mpositive = 3.94 VS. Mpegaive = 3.02), F(1, 117) =
24.29, p < .0001 (w? = .16). This pattern of results indicates
that high arousal polarized ad evaluations in the direction of
the ad’ s affective tone, which supports H2.4 No other effects

4We dso tested the simple effects of arousal within each level of affective
tone of the ad. Consistent with the polarization hypothesis, in the positive-af-
fectivetone condition, ad eval uations were significantly more favorable under
higharousal thanlow arousal, F(1, 117) =5.24, p <.05. In the negative ad tone
condition, ad evaluations were somewhat less favorable under high arousal
than under low arousal. However, the difference was not significant, F < 1.
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TABLE 1
Ad Evaluation as a Function of Valence, Arousal,
and Affective Tone

Positive Affective Tone Negative Affective Tone

Pleasant Unpleasant Pleasant Unpleasant
Affective Affective Affective Affective
Arousal Sate Sate Sate Sate
Low 3.892 4,022 2.952 2.982
High 4,232 4.56° 2.85b 2.78b
an = 16. bn = 15.

weresignificant. Thetwo different explanationsof thispolar-
ization effect are examined next.

Recall that, according to the excitation transfer explanation,
preexisting arousal polarizes evaluations because this arousal
ismisattributed asbeing part of agenuine affectiveresponseto
the target. Should this explanation be correct, the polarization
effect of arousal should be more pronounced onitemsstressing
the participants' reactions to the ad (e.g., “| like—didike the
ad”) than onitemsstressing theaditsdlf (e.g., “ Thead isenjoy-
able—not enjoyable”). We tested this reasoning by examining
the Arousal x Toneinteraction for each evaluation item, sepa-
rately. As can be seen in Table 2, the polarization effect ap-
peared to be consistently more pronounced for the items
phrasedinaself-referential format thanfor theitemsphrasedin
a object-referent manner. A post hoc contrast of the pooled
self-referential items and the pooled object-referent items
shows that the simple two-way interaction between Arousal x
Tone was significantly greater for the self-referential items,
F(1,117) =5.71, p< .02 («? = .04) than for the object-referent
items, F(1,117) =1.90, p=.17 («?=.01). Thiscontrast wasre-
flected in asignificant three-way Arousa x Affective Tone x
Type of Referenceinteraction, F(1, 117) =4.47,p< .04 (w? =
.03), which isdepicted in Figure 1. This pattern of findingsis
consistent with an excitation transfer explanation. To test the
other process explanation, weal so examined participants’ cog-
nitive responses.

Effects on cognitive responses. Table 3 summa
rizesthe effects of arousal and affective tone on participants
cognitive responses. The means are collapsed across the va-
lence factor, which did not have any significant influence on
these responses. As discussed earlier, the dynamic complex-
ity hypothesis postulates that high arousal narrows percep-
tionsto aprimary dimension that isevaluative. A simplifica-
tion would imply fewer ad-related thoughts, whereas
narrowing to an evaluative dimension would imply a greater
proportion of valenced to nonval enced thoughts. Thesecorre-
lated predictions were tested as follows. Participants' total
number of thoughts were submitted to a 2 (arousal) x (va
lence) x 2 (ad tone) ANOVA. Theanalysisdid not reveal any
significant effect of these factors on the total number of cog-
nitive responses (smallest p = .19). In particular, participants
in the high- and low-arousal conditions reported an almost

identical total number of thoughts (Mhigh arousal = 3.21 VS. Miow
arousal = 3.16), F < 1. A similar analysis was then done on the
proportion of valenced thoughts (i.e., [positive + negative] /
total). It revealed amain effect of affective tone, F(1, 115) =
13.39, p<.001 (w?=.09). Thenegatively toned version of the
ad polarized participants’ thoughts more strongly (M = 86%)
than did the positively toned version (M = 66%). This was
mostly by increasing the number of negative thoughts, F(1,
115) =5.76, p < .02 (w? = .04), and decreasing the number of
neutral thoughts, F(1, 115) = 17.70, p < .001 (w? = .12).
Arousal itself did not increase the proportion of valenced
thoughts as would be predicted by the dynamic complexity
hypothesis, F < 1.

Further analysis showed that arousal did influence partici-
pants' cognitive responses—albeit not inthe manner predicted
by the dynamic complexity hypothesis. We computed the net
valence of participants’ thoughts by subtracting the number of
negative thoughts from the number of positive thoughts. A
three-way ANOV A on this net valenceindex revealed amain
effect of the affective tone of the ad, F(1, 117) =4.97, p<.03
(w? = .03). Expectedly, the net valence of participants
thoughts was more negative in the negative-ad condition (M =
—1.45) than in the positive-ad condition (M =—.70). Moreim-
portant, therewasasignificant Arousal x Affective Toneinter-
action, F(1, 117) = 4.58; p < .04 (w? = .03). Although, under
low arousal, the affective tone of thead had no influence onthe
net valence of participants thoughts (Mpositive = —1.31 vs.
Mhnegative = —1.34), F < 1, under high arousal, the net valence of
the thoughts was significantly more negative among partici-
pants exposed to the negative tone ad (M = —1.57) than among
participants exposed to the positive tone ad (M = —06), F(1,
117) = 9.32, p < .01 (w? = .06). Therefore, the influence of
arousal onthenet valence of participants' thoughtslargely par-
alleled its effect on ad evaluation.>

Discussion

Theresults of thisstudy clearly support the hypothesis (H2)
that when an ad has an unambiguous affective tone, the
arousal component of consumers’ affective states may po-
larize ad evaluations in the direction of the ad’'s affective
tone. It wasfound that participants eval uated thead morefa-
vorably when it had a positive-affective tone than when it
had a negative-affective tone. However, this tendency was
significantly stronger in the high-arousal condition than in
the low-arousal condition.

Although exploratory, the results also shed some light on
the process underlying this polarization effect. There seemed
to belittle evidence that this effect was caused by the type of
evaluative attention narrowing postulated by the dynamic
complexity hypothesis. Although null effects should, of

SA mediation anaysis confirmed that the valence of participants
thoughts mediated the polarization effect of arousal on ad evaluation.



TABLE 2

Arousal x Ad Tone Interaction on Each Ad Evaluation Item
Items (In the Order They Were Assessed) F Value p Value
The ad is pleasant—unpleasant2 0.21 .65
The ad is bad—good2 2.78 .10
| like—didlike the adP 3.80 .05
The ad is enjoyable—not enjoyable2 0.79 .38
| react favorably—unfavorably to the adP 4.97 .03
| feel negative—positiveP 4.45 .04
The ad is fun—not fun to read? 0.29 .59

aObject-referential items (beginning with “Thead ... ). bSelf-referential
items (beginning with “1 ... ").

Object-referent items Self-referential items
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FIGURE 1 Study 2: Arousal x Tone x Reference interaction.

TABLE 3
Cognitive Responses as a Function of Arousal
and Affective Tone

Positive Affective Negative Affective
Tone Tone

Low High Low High

Arousal Arousal Arousal Arousal

Positive thoughts 0.44 1.10 0.53 0.63
Negative thoughts 1.75 1.16 1.88 2.20
Neutral thoughts 1.25 1.00 0.47 0.33
Total 3.44 3.26 2.88 317
Polarized thoughts (%) .63 .68 .85 .87
Net valence? -1.31 -0.06 -1.34 -1.57

a(positive + negative)/total. b(positive — negative).

course, be interpreted with caution, high arousal did not ap-
pear to reduce the number of thoughts participantshad in re-
sponsetothead, andit did not increasethe proportion of these
thoughtsthat were valenced. Along with thefinding that high
arousal increased (rather than decreased) the effects of the
target ad’ stone, the absence of amain effect of arousal onthe
number of ad-related thoughts rules out the argument that
highly aroused participants were more distracted during ad
evaluation than less aroused participants were.
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The evidence was more congenia with the excitation trans-
fer hypothesis. It was found that the polarization effect of
arousal was stronger when the ad eval uation items emphasized
participants' reactionstothead (“1 ___ thead”) than when the
itemsfocused ontheaditself (“Theadis___"). Thispattern of
resultsis consistent with the misattribution mechanism postu-
lated by excitation transfer. Consumers whose state of arousal
has been heightened by a contextual cause (e.g., the program-
ming context) and who are then exposed to an affectively
valenced ad may experience intensified affective responsesto
the ad. They may infer from these intensified affective re-
sponsesthat they “feel strongly” about thead (either positively
or negatively) and therefore evauate it more extremely. The
differential influence of arousal and ad tone on self-referential
versusobject-referent itemsrulesout the possibility that highly
aroused participants were ssmply more dert during ad evalua-
tion. It was aso found that aroused participants had polarized
thoughts and feelings in response to the ad and that these
thoughts and feelings mediated the extremity of their evalua
tions. This finding suggests that the polarization effect of
arousal was not a mere response scaling effect, but a genuine
change in participants’ subjective responding to the ad.

Although the results appear to favor excitation transfer
over dynamic complexity, it is neverthel ess possible that our
analysesmay not have been equally sensitiveto thetwo types
of processes. For instance, theevidencefor excitation transfer
comes primarily from ad-eval uation scale responses. In con-
trast, the evidence (or lack of it) for dynamic complexity co-
mes from open-ended thought listings, which are likely to be
less sensitive than close-ended ratings. It therefore remains
possible that the polarization effect of arousal was caused by
both misattribution and attention-narrowing processes (e.g.,
Easterbrook, 1959) of the type postulated by the dynamic
complexity hypothesis. As elaborate in the General Discus-
sion section, itisalso possiblethat thetwo explanationsapply
to different ranges of the arousal continuum.

Finally, theresultsconverged with those of Study 1insug-
gesting that when the target ad has a clear affective tone, the
coloring effect of valence isless likely to be observed. This
lack of avalence effect cannot be attributed to aweak manip-
ulation. The manipulation check indicatesthat, asin Study 1,
themanipul ation of valencewasstrong—a3.4 differenceona
9-point scale (w? = .67). ltsstrength was, in fact, comparable
to that of the arousal manipulation (w? = .58).

GENERAL DISCUSSION
Summary

Ad exposures do not occur in avacuum. For avariety of rea-
sons, consumersexposed to advertisementsmay beinvarious
affective states (e.g., they have been relaxing on the beach vs.
riding acrowded subway after abusy day of work). Itisthere-
fore important to understand how these affective states may
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influence advertising responses, including ad eval uations. Of
course, this issue is not new. Severa studies have, for in-
stance, examined how high arousal may influence persuasion
(e.g., Pham, 1996; Sanbonmatsu & Kardes, 1988). An even
greater number of studies have examined how the valence of
affective states (i.e., good vs. bad moods) influence advertis-
ing responses (e.g., Batra& Stayman, 1990; Gardner & Wil-
helm, 1987; Goldberg & Gorn, 1987; Schwarz, Bless, &
Bohner, 1991; Yi, 1990). Y et compared to previous studies,
this research is unique in two important respects.

First, by manipulating arousal and valence independently,
Study 2 offersthe distinct advantage of separating the effects
of these two dimensions of affective states. Previous studies
have generally focused on one dimension and ignored the
other. Itistherefore possiblethat part of the results attributed
to valence may reflect arousal, and vice versa.®

The second distinguishing feature of thisresearch liesinits
investigation of an important contingency of the effects of &f-
fective states on ad evauations. The results indicate that,
whereasvalence of affective statesmay color ad evaluationsin
amood-congruent direction when the ad is ambiguous (Study
1), thiscoloring effect islesslikely whenthead hasaclearer &f -
fectivetone (Studies 1 and 2). Our findings echo the results of
researchin other settingsin which mood congruency effectson
evaluation are mitigated whenever the target hasaclear intrin-
sicvalence (Isen & Shalker, 1982; Miniard et al., 1992). They
suggest that mood congruency effects may not be as pervasive
and robust as previously thought (Mayer et a., 1992).

Interestingly, it is precisely when the coloring effect of va
lence is less likely that the polarization effect of arousal be-
comesmorelikely. It wasfound in Study 2 that, whenthead's
affectivetonewasclearly positiveor negative, high arousal po-
larized ad eval uationsin thedirection of thead’ saffectivetone.
This suggests that preexisting arousal states while exposed to
an ad may interact with the affective tone of the ad itsalf. Al-
though both dynami c complexity and excitation transfer mech-
anisms could have been at work, our results appear to support
the latter explanation. Consumers may misattribute their pre-
existing arousal as being part of their affective responseto the
aditself. Aroused consumersmay report more extremeevalua-
tions because they “feel strongly” about the ad.

6A potential limitation of our studiesisthat we used different types of mu-
sic (Indian vs. Western) to manipulate mood valence. One could argue that
the two types of music primed different types of associations, which then
tainted subsequent ad evaluations. This explanation would not account for
our results. First, our cognitiveresponsesin Study 2 gavenoindication of any
imagery that could be traced back to the music that participants heard in the
previoustask. Second, adifference between Western and Indian music could
at best explain main effects and not interactions. Finally, the main result of
Study 2 pertainsthe Arousal x Ad Toneinteraction. Both Indian and Western
music were used for each level of arousal. We acknowledge, however, that
keeping the type of music constant across conditions would be desirable de-
sign property. An interesting possibility would be to manipulate mood va-
lenceand arousal by varying thetonality and tempo of asingle piece of music
that remains constant in all other respects (Kellaris & Kent, 1993).

It is noteworthy that the arousal manipulation used in
Study 2 (a5-min exposureto amusic piece) wasrelatively in-
nocuous—significantly milder than those used in earlier re-
search on arousal effects. That such a mild manipulation of
arousal had a significant influence on advertising responses
suggeststhat such effects may be pervasivein real world set-
tings. The mildness of our arousal manipulation has theoreti-
cal significance as well. In retrospect, it may be precisely
because this manipulation was relatively mild that we found
greater support for the excitation transfer hypothesis than for
the dynamic complexity hypothesis. Our manipulation may
have been too mild to induce the kind of processing interfer-
ence posited by the dynamic complexity hypothesis. In com-
parison, studiesthat have shown such interferenceshave used
stronger manipulations, such as caffeine (e.g., Humphreys &
Revelle, 1984), physical exercise (e.g., Pham, 1996;
Sanbonmatsu & Kardes, 1988), and loud white noise (e.g.,
Paulhus & Kim, 1994).

Whereas dynamic complexity may require fairly high
arousal, interestingly, excitation transfer may be more likely
under moremoderatearousal . Thisisbecausewhen arousal is
very intense (e.g., immediately after a dramatic emotional
event), itsactual sourceislikely tobevery salient. Asaresult,
intense arousal is less likely to be misattributed to a subse-
quent target (e.g., Cantor et a., 1975). Therefore, itispossible
that both moderate and very high levels of arousal produce
polarization—theformer viaexcitation transfer mechanisms,
and the latter via dynamic complexity mechanisms. Thisis-
sue isworthy of further investigation, using a broader range
of arousal levels.

Assimilation—Contrast, Elaboration
Likelihood, or Affect Infusion?

Itisingtructiveto relate our findingsto other potential explana-
tions of affectiveinfluenceson evaluation. The coloring effect
of valence can be related to several theoretical frameworks.
Within an assimilation—contrast framework, one would posit
that, during ad exposure, the valence of the preexisting mood,
along with mood-congruent cognition, becomes integrated
with the consumer’ s representation of the target ad—thereby
resulting in the evaluation of the ad being assimilated toward
the valence of the preexisting mood (e.g., Schwarz & Bless,
1992; Strack, Schwarz, & Gschneidinger, 1985). Within the
Elaboration Likelihood Model (ELM) framework (Petty &
Cacioppo, 1986), onewould posit that the val ence of the preex-
isting mood servesasaperipheral cueinevauatingthead (e.g.,
Batra & Stayman, 1990; Petty, Schumann, Richman, &
Strathman, 1993). Within the AIM (Forgas, 1995), one would
posit that the valence of the preexisting mood and mood-con-
gruent cognitionsthat it primes are used as additional inputsin
constructive processes of ad evaluation.

Note that these three explanation are not mutually exclu-
sive. They do differ, however, in their ability to handle the
finding that the coloring effect of valence—whether called



assimilation, peripheral evaluation, or infusion—is more
likely when the ad’ s affective toneis ambiguous than when it
isclearly positive or negative. Thisfindingismost difficult to
explain within an assimilation—contrast framework and easi-
est to explain within the AIM; the consistency with the ELM
issomewherein between. According to assimilation—contrast
principles (e.g., Herr, 1986; Martin, Seta, & Crelia, 1990),
onewould expect assimilation when the affective tone of the
target ad issimilar to the valence of the preexisting mood and
expect contrast when the affective tone of the ad isincongru-
ent with thevalence of themood. If affectivetoneand valence
aremanipulated orthogonally, aswasthe casein Study 2, one
would expect an interaction between these two factors on ad
evaluation.” No such pattern was uncovered in Study 2. The
finding that coloring occurs when the target has an ambigu-
ous-affectivetone, but not whenit hasan clear affective tone,
is more congenia with the ELM. One could argue that the
clarity or ambiguity of the affective tone of the ad somehow
shapeswhether ad evaluations are formed through i ssue-rele-
vant elaboration or through peripheral processes. However,
the contingent col oring effectsof valence appear most consis-
tent with the AIM.

According to the AIM model, the main determinant of
whether valencewill infuse on judgment isthe processing strat-
egy used to make the judgment. Generative strategies—that is,
strategies that involve a constructive search for additiond in-
puts—are more likely to result in affect infusion than
nongenerative strategies (Forgas, 1995). According to the AIM,
amagjor type of nongenerative strategy is direct accessto aprior
evaluation of the target stored in memory. Direct retrieval of a
prior evaluation, also known as*“ affect referrd” (Wright, 1975),
reduces the likelihood of infusion (coloring). Our research ex-
tends the AIM by suggesting that even when the target has not
been previoudy evaluated, asimilar mechanism can take place.
Coloring or infusion may decrease not only when people have
access to prior interna evaluations (Forgas, 1995), but also
whenthey have accessto affective cues provided by the external
target (in our studies, the affective tone of the ad).

Assimilation—contrast and the AIM do not speak to the po-
larization effect of arousal. Within the ELM framework, one
could argue that because arousal interfered with their pro-
cessing capacity, highly aroused participants engaged in pe-
ripheral processing of the ad and relied more heavily on the
affective tone of the ad (cf. Sanbonmatsu & Kardes, 1988).
Unlikein the ELM explanation of the valence effect, the pe-
ripheral cuewould thus be the affective tone of the ad and not
the valence of the affective state. Three arguments challenge

“Negative tone ads should be evaluated more favorably under a positive
mood (contrast) than under a negative mood (assimilation). On the other
hand, positivetoneadsneed not be evaluated morefavorably under apositive
mood (assimilation) than under anegative mood (contrast). If the contrast ef-
fect is strong compared to the assimilation effect, positive tone ads may be
evaluated lessfavorably under apositivemood than under anegative mood.
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thisinterpretation. First, asdiscussed previously, the premise
that high arousal interfered with participants processing ca
pacity was apparently not supported in Study 2. Second, re-
cent research (Pham, 1996) showed that even when arousal
does interfere with their processing capacity, consumers do
not processinformation more peripherally. Instead, they pro-
cessthemost diagnostic piecesof information inthe message.
Finally, an ELM explanation of the polarization effect would
not explain why the effects of arousal were more pronounced
on self-referential itemsthan on object-referent items. There-
fore, the polarization effects of arousal are probably best ex-
plained in terms of the excitation transfer and dynamic
complexity mechanisms discussed previously.

Another Look at the Affect-as-Information
Hypothesis

Readers will recognize that our results are generally consis-
tent with the affect-as-information hypothesis (Schwarz,
1990; Schwarz & Clore, 1983). Thefinding in Experiment 1,
that thevalence of participants’ mood colored their ad evalua-
tionswhen the ad had an ambiguous-affectivetone, isconsis-
tent with the “how-do-I-feel-about-it?" (HDIF) heuristic
(Pham, 1998; Schwarz & Clore 1988)—that is, consistent
with the idea that participants inspected their momentary
feelings to make these evaluations and failed to realize that
these feelings were al so influenced by the musical mood in-
duction. That valence did not have a similar effect when the
ad had a clear affective tone highlights an important contin-
gency of the HDIF heuristic. This heuristic is more likely to
be relied on when the target is affectively ambiguous (e.g.,
Clore et a., 1994). Wyer et a. (1999) recently proposed a
“race” model of judgment that is consistent with this contin-
gency. In this model, multiple judgment procedures (e.g.,
bottom-up information integration, retrieval of a prior atti-
tude, and HDIF heuristic) are invoked simultaneously.
Whichever procedure produces a satisfactory output fastest,
or more easily, “winsthe race.” It is therefore possible that
when the target contains clear affective cues, judgments can
be reached faster and more easily based on these cues than
based on areflectiveinspection of one’smomentary feelings.
As aresult, contextual influences on these momentary feel-
ings would have little influence on the judgments.

The findings in Experiment 2, that arousal polarized
evaluations when the ad was affectively unambiguous, is
also consistent with an affect-as-information process. To
eval uate the ad, participants again may have inspected how
they felt toward it. When the contextually induced arousal
intensified their feelings, they concluded that they “felt
strongly” about the ad and reported more extreme evalua-
tions. Affect may therefore provide information not just in
terms of the direction of preferences (liking vs. disliking),
but also in terms of the intensity of these preferences. This
proposition echoes research showing that affect conveysin-
formation beyond valence. For instance, affective states of
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the same valence (e.g., anxiety, anger, and sadness) may
have distinct implications for judgment (e.g., Gallagher &
Clore, 1985; Keltner, Ellsworth, & Edwards, 1993) and de-
cision making (Lerner & Keltner, 2000; Raghunathan &
Pham, 1999).

It is aso instructive, from an affect-as-information per-
spective, that the polarization effect of arousal was signifi-
cantly more pronounced for self-referential evaluations than
for object-referent evaluations. This result substantiates the
argument that certain types of evaluative judgmentsinvolve
greater reliance on affective responses than other types of
judgments (e.g., Schwarz, 1990; Wyer et a., 1999; Zanna &
Rempel, 1988). Specifically, evaluations that implicate the
self are more likely to involve the inspection of one's affec-
tive responses than evaluations that do not implicate the self
(Wyer et a., 1999; for related findings, see Raghunathan &
Pham, 1999). The result a so supportsthe argument that peo-
plearevery flexiblein choosing to use or not use feelings de-
pending on the relevance of these feelingsto the judgment or
decision to be made (Pham, 1998).

Where Do We Go From Here?

Our approach for testing the excitation transfer hypothesis
capitalized on the contrast between self-referential items
and object-referent items. The former may facilitate
misattribution by directing attention to internal feelings,
whereasthe latter may attenuate misattribution by directing
attention to the target itself and away from one's feelings.
Thiscontrast may have broad applicability in misattribution
research. In the classic misattribution paradigm (e.g.,
Manucia, Baumann, & Cialdini, 1984; Schachter & Singer,
1962; Zanna& Cooper, 1974), the effectsaretested through
the (often clever) manipulation of independent variables.
Our strategy offersapossibletwist: Rather than capitalizing
on costly manipulations of independent variables, one could
also infer misattribution through a careful selection of the
dependent measures.

Asmentioned previously, we suspect that the principles of
contingent coloring and polarization effects of valence and
arousal transcend advertising settings. There is no reason to
believe that they would not apply to a broader range of tar-
gets. After al, mood states are pervasive, and many targets
provide affective cues (e.g., an attractive person or amoving
pieceof art). Atthevery least, we hopethat, within the adver-
tising domain, our research will prompt a greater interest in
the arousal component of mood effects. How arousal influ-
ences ad evaluation is not a trivial issue. Ads with humor,
happy people, pleasant scenes of nature, andthelikecan all be
seen, inthewords of thisstudy, asadshaving apositive affec-
tive tone. They characterize much of the advertising we see,
and it is this advertising that we believe is affected by peo-
ple’'sfeelings of arousal at the time of exposure.
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