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ABSTRACT The emotions that people experience in one situation can influence their judgments and behavioral de-

cisions in other situations that are objectively unrelated to the conditions that gave rise to them. These effects are evident

in a variety of emotions, including embarrassment, guilt and shame, jealousy and envy, anger and fear, sadness, disgust,

hopelessness, hope, pride, romantic crushes, and nostalgia. In this article, we review the results of research that exemplify

the impact of specific emotions on consumer behavior. Specifically, negative emotions motivate individuals to eliminate

the unpleasant feelings they elicit and activate concepts concerning the means of attaining this general goal. Once acti-

vated, these concepts influence behavior in unrelated situations independently of the conditions that gave rise to the

feelings. Positive emotions do not induce such compensatory motivation. Nevertheless, they can sometimes trigger de-

sires, and the behavioral disposition activated by these desires can also influence behavior in unrelated situations.
T
he influence of people’s affect and emotions on
their behavior and decisions has been a focus of psy-
chological research and theory for decades. Concep-

tualizations of this influence have changed over the years,
however. Research in the 1980s focused mainly on the in-
fluence of affect on information processing (e.g., compre-
hension, recall, and judgment; see Bower 1981; Schwarz
and Clore 1983, 1996; Wyer, Clore, and Isbell 1999). Recent
research has begun to consider the impact of specific emo-
tions on information processing. Of particular interest has
been the possibility that the emotions elicited in one situ-
ation can influence judgments and behavior in a later, un-
related situation. This possibility might have important im-
plications for consumer behavior (e.g., the way that an
emotion-eliciting television movie might influence viewers’
reactions to the products displayed in the commercials that
accompany it).

However, not all negative emotions elicit compensatory
behavior. Moreover, incidental positive emotions can also
influence behavior in unrelated situations. In this article,
we provide a more general conceptualization of the effects
of incidental emotions on behavior in unrelated domains.
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We then review representative research that is consistent
with this conceptualization, touching on the impact of pos-
itive emotions as well as negative ones.

GENERAL CONSIDERATIONS

Affect is a physiological reaction that is subjectively experi-
enced as either pleasant or unpleasant (Wyer et al. 1999).
A specific cluster of reactions might be conceptualized met-
aphorically as an array of the form [a, b, c . . .]. One of these
reactions might be “pure affect,” and others might distin-
guish one affect-related experience from another. Each clus-
ter of reactions gives rise to a different subjective experience
and might be assigned a different verbal label. Each of these
subjective experiences constitutes an emotion.

The subjective reactions that give rise to an emotion can
be elicited by proprioceptive stimulation (e.g., facial expres-
sions or posture; see Strack,Martin, and Stepper 1988; Step-
per and Strack 1993). However, they are more often stimu-
lated by a configuration of concepts or cognitions that is
brought to bear on the interpretation of a stimulus event.
This configuration constitutes an appraisal of the event (Laz-
arus 1991). The cognitive appraisals that give rise to differ-
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ent emotions have been conceptualized by some researchers
(Smith and Ellsworth 1985; Ortony, Clore, and Collins 1988;
Roseman,Wiest, and Swartz 1994; see also Han, Lerner, and
Keltner 2007). The physiological reactions to an appraisal
and the subjective experience that they elicit may become
associated with the configuration through learning and
may often constitute a conditioned or unconditioned re-
sponse. This response is experienced as an emotion.

Appraisals and Goal-Directed Processing
The emotion that is elicited by a cognitive appraisal can be
positively or negatively valenced. Positive emotions are
pleasant and elicit attempts to maintain them, whereas neg-
ative emotions are aversive and stimulate attempts to re-
duce or eliminate them (Isen 1984; see also Cohen and
Andrade 2004; Andrade 2005). Although this possibility is
self-evident, it does not account for the effect of an emotion
that is elicited in one situation on behavior and judgments in
a later, unrelated situation.

Effects of Negative Emotions. Incidental emotions are par-
ticularly likely to influence behavior when they are unpleas-
ant. Our conceptualization of the processes that underlie
this influence, which is an extension of an earlier formula-
tion by Raghunathan, Pham, and Corfman (2006; see also
Raghunathan and Pham 1999; Pham 2004, 2009). They pro-
posed that distinct negative emotional states are associated
with distinct patterns of emotional appraisal (Lerner and
Keltner 2001; Han et al. 2007) and that these appraisals trig-
ger distinct goals. These goals, in turn, govern subsequent
behavior. Raghunathan et al. (2006) describe this behavior
as “displaced coping,” that is, a pseudo-resolution of the
original emotion-inducing problem in an objectively unre-
lated domain.

Our conceptualization is based in part on Kruglanski
et al.’s (2002) analysis of goal-basedmental representations.
They assume that goals (or more precisely, goal concepts),
which exist in memory at different levels of abstractness,
are associated with a number of procedures that can be used
to attain them, or plan-goal schemas. If a situation-specific
goal has been induced in one situation, it may activate a
more general goal with which a number of situation-specific
plan-goal schemas are associated. Then, if features of the
new situation match those of one of these schemas, the plan
may be executed. Note, however, that the behavior involved
in this planmay be inapplicable for attaining the specific goal
that was induced in the first situation or the emotion that
elicited it. Thus, a man who feels jealous because his girl-
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friend is paying undue attention to a rival might be moti-
vated to recapture her attention. However, this specific goal
could activate a more general goal of “getting attention” that
increases the disposition to purchase flashy clothes or to be-
have in attention-getting behavior in other situations in
which his girlfriend is not involved (Huang, Dong, andWyer
2017).

The Effect of Positive Emotions. The preceding conceptu-
alization is particularly applicable to conditions in which
people are motivated to eliminate the feelings elicited by a
negative emotion. However, some positive emotions can also
motivate goal-directed activity. Pride, for example, might in-
duce a desire to convey the source of these feelings to others.
Nostalgia might motivate people to prolong their reminis-
cence of the event that gave rise to it. Concepts activated by
these goals, induced in one situation, could also influence be-
havior in an unrelated situation through processes similar to
those we propose.

Alternative Conceptualizations. As we have noted, our
conception of the processes that underlie the effects of inci-
dental emotions is similar to that proposed by Raghunathan
et al. (2006; Raghunathan and Pham 1999). However, these
processes should be distinguished from those that underlie
behavioral mind-sets (Wyer and Xu 2010; Wyer, Xu, and
Shen 2012). Mind-sets are evidenced by a tendency for
goal-directed behavior in one situation to influence behav-
ioral decisions in a later situation in pursuit of a quite differ-
ent objective. However, these effects differ from the effects
of incidental emotions in an important respect. In the first
case, a behavior that is performed in one situation activates
behavior-related concepts that influence the behavior that is
used to attain a quite different goal in a later situation. Thus,
the behavior that occurs in the two situations are related, al-
though the goal to which they are directed can be quite dif-
ferent (e.g., hearing a speech by a political candidate one op-
poses can induce a “counterarguing”mind-set that decreases
the acceptance of an ad that is encountered in an unrelated
situation; see Xu and Wyer 2012). In the second case, a goal
that is activated in an initial situation influences the goal
that is pursued later, but the goal-directed behavior that oc-
curs could be situation-specific. Thus, as in our earlier exam-
ple, feelings of jealousy can activate a general goal of getting
attention and this goal can stimulate attention-getting be-
havior in a later situation (wearing flashy clothes) that could
be inapplicable for coping with the situation that gave rise to
these feelings. Put another way, in the case of a behavioral
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mind-set, the behavior generalizes over situations but the
goal to which it is related might not. In the conditions of
concern in this article, the goal elicited by an emotion gener-
alizes over situations but the means of attaining this goal
might not.

EFFECTS OF INCIDENTAL EMOTIONS

ON JUDGMENTS AND DECISIONS

The remainder of this article reviews research that exempli-
fies the effect of incidental emotions on judgments and be-
havior in an unrelated situation. We focus primarily on the
effects of negative emotions, including embarrassment, guilt
and shame, jealousy and envy, anger and fear, sadness, dis-
gust, and hopelessness. However, we also consider the ef-
fects of positive emotions that havemotivational properties,
including hope, pride, nostalgia, and the feelings that under-
lie romantic relationships.

Incidental Embarrassment
Embarrassment is a transitory emotion that people experi-
ence when they perform an act that they believe to be socially
inappropriate or that makes them look foolish (Blair and
Roese 2013; Dong, Huang, and Wyer 2013). Thus, it is likely
to activate a disposition to avoid interacting with someone
they want to impress but who might view the action nega-
tively and evaluate them unfavorably. For example, consum-
ers generally spend more time interacting with a physically
attractive service provider of the opposite sex than with a less
attractive one. When they are embarrassed, however, they ex-
perience apprehension about being evaluated negatively by an
attractive provider whom they want to impress. Therefore,
they spend less time interacting with such a provider than
with an unattractive one (Wan and Wyer 2015).

However, a behavior only elicits embarrassment if it is ob-
served. Goffman (1959) contended that embarrassment is a
transitory, situation-specific emotion and should have little
influence on people’s interaction with someone who is un-
aware of the embarrassing incident. Nevertheless, this influ-
ence could occur. If people’s feelings of embarrassment in a
situation motivate them to avoid interacting with a person
on whom they want to make a good impression, this motive
could generalize to later situations and lead them to avoid
interacting with such a person even if the person has no
knowledge of the incident that gave rise to their feelings.
Thus, for example, recalling an embarrassing past experience
decreases individuals’ willingness to spend time interacting
with a physically attractive service provider of the opposite
sex even though the provider is quite unaware of the expe-
This content downloaded from 147.008
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rience that led them to feel embarrassed (Wan and Wyer
2018).

The avoidance behavior that is activated by themotivation
to reduce or eliminate feelings of embarrassment can also be
symbolic. Thus, recalling an embarrassing experience can in-
crease people’s preference for large, dark-tinted glasses and
for cosmetics and facial moisturizer that would restore their
complexion (Dong et al. 2013). In other words, embarrass-
ment increase attraction to products that metaphorically
allow people either to avoid presenting themselves to others
(by “hiding their face”) or to reduce their apprehension about
their self-presentation (by “saving face”).

Guilt and Shame
Embarrassment should be distinguished from guilt and
shame. All three emotions are likely to result from engaging
in a behavior that might elicit disapproval from others. Con-
sequently, they are often assumed to co-occur (Izard 1977;
Borg, Staufenbeil, and Scherer 1988). However, the condi-
tions that elicit these emotions and their motivational con-
sequences can differ (Tangney et al. 1996). Embarrassment
arises from an unintended behavior that has no enduring
consequences for one’s personal deficiencies and is only
likely to affect one’s concern about presenting oneself to
others. Shame, however, results from behavior that has po-
tentially negative implications for one’s basic personality
and self-esteem. Guilt also results from behavior that vio-
lates one’s self-imposed standard of appropriateness. In con-
trast to shame, however, guilt-eliciting behavior is situation
specific and does not necessarily reflect on one’s self-worth.
Thus, feelings of guilt are likely to motivate individuals to
remedy the negative consequences of their behavior. For
example, people who feel guilty because they have not pur-
chased something from a friendly salesperson might give
the person more credit for their later purchases (Dahl,
Honea, and Manchanda 2005).

Shame, however, is less likely to stimulate such compen-
satory behavior. Participants in a study by Chu, Wan, and
Wyer (2018) first described an experience that made them
feel either guilty or ashamed. After doing so, they reported
their reactions to a university-sponsored recycling program.
Participants were more likely to use the recycling facilities if
they felt guilty than if they felt ashamed. Other studies have
also shown that feelings of guilt motivate individuals to
compensate for the guilt-eliciting behavior by performing
normatively admirable actions such as volunteering, provid-
ing help to strangers (Regan, Williams, and Sparling 1972;
Cialdini, Finch, andDeNicholas 1990) or avoiding consumer
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waste (Kivetz and Keinen 2006).Moreover, when people feel
guilty about receiving a windfall, they are more likely to en-
gage in utilitarian consumption than in hedonic consump-
tion (Levav and McGraw 2009).

If feelings of guilt motivate people to remedy the effects
of the guilt-inducing behavior, they might activate a more
general goal of self-improvement that generalizes to unre-
lated situations. In a study by Allard and White (2015), par-
ticipants who had been induced to feel guilty, ashamed, or
sad were given an opportunity to choose between a number
of herbal teas. One tea purportedly increased brain power
andmental status, whereas another allegedly improved their
mood. Guilty participants showed a greater preference for
the self-improving tea, whereas sad participants were more
likely to prefer the mood-restoring tea; ashamed partici-
pants had no preference.

If shame induces concerns about oneself as a whole, it
might activate amore general disposition to interpret events
in terms of global, high-level concepts that influence infor-
mation processing in unrelated situations. In contrast, guilt
presumably disposes people to focus on situation-specific
concerns and therefore might lead them to process informa-
tion in terms of concrete, low-level concepts. Thus, in a
study by Han, Duhachek, and Agrawal (2014), participants
who were induced to feel either guilty or ashamed were
asked the likelihood they would attend a concert that varied
in terms of both its desirability (the favorableness of the per-
formers) and its feasibility (the cost of the tickets). Ashamed
participants were inclined to choose the high desirability,
low feasibility option whereas guilty participants were more
likely to choose the low desirability, high feasibility alterna-
tive.

Jealousy
Jealousy results from the perception that one’s status in a
social relationship is being usurped by another (Parrott
and Smith 1993; Buss andHaselton 2005). In social relation-
ships, for example, learning that one’s significant other is
spending time with someone else might elicit jealousy,
whereas learning that a friend has become engaged to a per-
son one has worshiped from afar might elicit envy. There-
fore, the experience of jealousy is likely to motivate a desire
to regain the attention that one has lost. To this extent, it
may activate a more general goal concept of getting atten-
tion and this concept, once accessible in memory, can influ-
ence behavior in an unrelated situation to which the concept
is applicable. Wang and Griskevicius (2014) confirmed this
possibility. Participants in one study were induced to feel
This content downloaded from 147.008
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jealous by imagining that someone had flirted with their
date. Then, in an ostensibly unrelated study, these partici-
pants reported willingness to pay more for an ostentatious
luxury product than control participants were. In another
study, jealous participants were asked to draw a logo that
they would like to display on a product. They drew larger
logos than control participants did. Other studies have also
shown that jealous individuals are relatively more likely to
choose products that display a large, attention-grabbing
brand logo and to choose brightly colored clothing even
when their attention-getting behavior is likely to be consid-
ered inappropriate (Huang et al. 2017).

Envy
As noted earlier, feelings of envy result from the perception
that another has a social position or possessions that one
would like to have but does not (Smith and Kim 2007). As
Van de Ven, Zeelenberg, and Pieters (2011) note, envy can
be of two types. Benign envy occurs when the desired status
or possessions of a superior other are seen as deserved.
These feelings stimulate a desire to eliminate the discrep-
ancybetweentheotherandoneself throughself-improvement.
In contrast,malicious envy occurs when the others’ desired sta-
tus or possessions are undeserved and stimulates a desire to
eliminate the discrepancy by bringing the others down.

Feelings of envy are likely to stimulate a general motiva-
tion to eliminate the gap between a superior other and one-
self, and this can occur in situations that are unrelated to
those in which the feelings of envy are activated. Envious
persons consider it more acceptable for others to engage
in immoral behaviors than for themselves to do so (Polman
and Ruttan 2012). Thus, whereas nonenvious individuals
generally exhibit “moral hypocrisy” (i.e., imposing higher
standards on others than on themselves), envious individu-
als exhibit moral “superiority.”

Anger
Feelings of anger typically result from an action that is inten-
tionally performed by another and has negative conse-
quences for oneself (Lerner and Keltner 2001; Lerner et al.
2003). And anger is attributed to an action that is performed
intentionally by another person (Smith and Ellsworth 1985).
These feelings often motivate individuals to eliminate the
negative feelings they are experiencing by aggressing against
the perpetrator. However, this disposition can generalize to
unrelated situations. Thus, for example, angry persons act
more aggressively toward people in general (Goldberg, Ler-
ner, and Tetlock 1999) and are more punitive in evaluating
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fictional legal cases (Lerner, Goldberg, and Tetlock 1998).
Moreover, angry consumers weremore inclined than control
consumers to complain to a restaurant about a problem they
encountered (Su, Wan, and Wyer 2018). This disposition
was evident even when feelings of anger were caused by
an international incident in which the consumers were not
personally involved.

Fear and Anxiety
Fear, or anxiety, is characterized by an unstable characteris-
tic of the situation and is characterized by uncertainty and
avoidance behavior (Izard 1977; Lazarus 1991; Han et al.
2007). It decreases people’s willingness to take risks in gam-
bling situations and increases their beliefs that negative
events will occur due to circumstances beyond their control
(Lerner and Keltner 2001; see also Raghunathan and Pham
1999; Lerner et al. 2003). For example, Chinese consumers
decreased the number of complaints they registered during
the month of a naturally occurring fear-evoking event (i.e.,
the fear of radiation leak that was caused by a major earth-
quake in Japan) relative to the month that followed the
event (Su et al. 2018).

An additional consequence of the uncertainty associated
with fear is the motivation to affiliate with others who are
potential sources of reassurance. This motivation, which is
manifested in fear-inducing situations themselves, can also
affect behavior in unrelated situations. It also can increase
the persuasiveness of appeals that emphasize conformity
while decreasing the effectiveness of appeals that highlight
uniqueness (Griskevicius et al. 2009). Moreover, it can in-
crease consumers’ emotional attachment to a brand that
happens to be available at the time (Dunn and Hoegg 2014).

Sadness
Sadness is characterized by the loss of a cherished person or
possession or the absence of a reward (Ortony et al. 1988;
Roseman 1991). Like fear, it can increase the desire to affil-
iate with others. However, fear and sadness differ in the
means of coping with these negative feelings (Raghunathan
and Pham 1999; Raghunathan et al. 2006). The uncertainty
associated with fear induces a “prevention” focus (Higgins
1987), that is, a desire to avoid loss. However, sadness in-
duces a “promotion” focus, that is, a desire to recoup the pos-
itive experience that was lost. More generally, it stimulates a
desire to “feel better” and, to this extent, has effects similar
to those postulated to result from mood repair motivation
(Isen 1984; Cohen and Andrade 2004). However, these ef-
fects can influence behavior in situations that are unrelated
This content downloaded from 147.008
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to those that give rise to the emotion. Thus, in a study by
Raghunathan and Pham (1999), participants who had been
induced to feel sad were given the option of choosing either
(a) a high likelihood of winning a small amount of money or
(b) a low likelihood of winning a large amount. Sad partici-
pants were more likely to choose the latter than control par-
ticipants were. Incidental sadness can also lead to more he-
donic consumption. (However, this effect is weakened when
the consumption has potentially negative consequences for
health; Salerno, Laran, and Janiszewski 2014.)

Disgust
Disgust is a feeling of revulsion that results from real or
imagined physical contact with an offensive substance (Mo-
rales and Fitzsimons 2007). Disgust could give rise to a gen-
eral disposition to avoid the revolting stimulus, and this re-
vulsion, once activated, might generalize to stimuli more
generally (see, e.g., Faraji-Rad and Pham 2017, study 5).
Thus, in a study by Lerner, Small, and Loewenstein (2004),
participants who were feeling disgusted imagined that they
had an opportunity either to buy a product or to sell it. Feel-
ing disgusted decreased both their buying price and their
selling price. In other words, it increased participants’ aver-
sion both to goods they could obtain and to goods they al-
ready owned.

Hopelessness
Hopelessness is characterized by feelings that the future
holds little promise and that one has no way of attaining
one’s goals. These feelings could lead people to judge their
immediate situation as “dark” and gloomy. At the same time,
they might motivate individuals to eliminate these feelings
by looking on the “bright side” of things, and this goal could
influence their behavior and judgments in other situations
that metaphorically satisfy this motive. For example, partic-
ipants in a study by Dong, Huang, and Zhong (2015) com-
pleted an “indoor decoration survey” in which they reported
their preferences for desk lamps that varied in brightness.
Participants who were feeling hopeless reported a greater
preference for bright lighting than control participants did.

EFFECTS OF POSITIVE EMOTIONS

The effects of negative emotions are primarily stimulated by
people’s desire to reduce or eliminate the unpleasant feelings
they are experiencing. This motivation does not exist in the
case of positive emotions. Nevertheless, some positive emo-
tions might stimulate goal-directed activity. That is, they
could activate more general goal and behavior concepts that
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influence behavior in an unrelated situation through pro-
cesses similar to those that underlie the impact of negative
emotions. Four positive emotions—hope, pride, romantic
desire, and nostalgia—exemplify this possibility.

Hope
In contrast with hopelessness, hope is a positive emotion
that involves anticipation of a positive future event. It is a
future-oriented emotion that may induce motivation to ex-
ercise self-control in anticipation of the desired event. This
motive could generalize to unrelated situations. Thus, for ex-
ample, participants who had written about experiences that
made them feel hopeful consumed less unhealthy food
(Winterich and Haws 2011).

At the same time, hope is associated with uncertainty
about the occurrence of a desired event. To this extent, it
might have effects similar to negative emotions such as anx-
iety in which outcome uncertainty also plays a role. For ex-
ample, people who feel hopeful may have a general desire to
minimize uncertain feelings this may induce a disposition to
engage in more deliberative processing rather than relying
on heuristics when making judgments (Tiedens and Linton
2001).

Pride
Pride is an emotional response to success or achievement
(Lazarus 1991; MacInnis and Patrick 2006; Tracy and Rob-
ins 2007). The achievement, which could either be personal
or be gained by a group with whom one strongly identifies,
might motivate individuals to express positive feelings ei-
ther directly or symbolically. Thus, for example, students
are more likely to wear a sweatshirt that displays their uni-
versity logo after their football team has won than after it
has lost (Cialdini et al. 1976).

Pride can be of two types (McFerran, Aquino, and Tracy
2014). People could take authentic pride in their ability to
perform a task or could take hubristic pride in their superi-
ority relative to others. In one study by McFerran et al.
(2014), participants first wrote a story about themselves
that induced authentic pride, hubristic pride, or neither.
Compared with control conditions, participants who experi-
enced authentic pride were subsequently more likely to pur-
chase luxury products that could serve as a reward for their
accomplishment. This tendency was not evident among
those who experienced hubristic pride. Authentic pride can
also motivate people to signal their achievement to others.
Therefore, imagining themselves scoring high on an impor-
tant exam increased these participants’ desire for products
This content downloaded from 147.008
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that they could display in public (e.g., watches, shoes) but
not for products that are normally used in private (e.g., a
Dyson vacuum cleaner, a Maytag dishwasher, etc.; Griskevi-
cius, Shiota, and Nowlis 2010).

A related distinction was made in research on the role of
pride in consumer decision-making (see also Tracy and Robins
2007; Huang, Dong, and Mukhopadhyay 2014). That is, indi-
viduals may attribute their success to either an inherent per-
sonal characteristic or to the effort they expended. Trait-based
pride may give rise to a feeling of uniqueness and distinctive-
ness, whereas effort-based pride is less likely to do so. If this is
so, and if concepts associatedwith these feelings are accessible
in memory in a later, unrelated situation, they may activate
different goals that influence behavior in this situation. Thus,
some participants in the study by Huang et al. (2014) wrote
about a situation in which they felt proud either because of
“who they are” (trait-based pride) or because of “what they
did” (effort-based pride). Other participants wrote about the
events that occur in a typical day. Although participants in
the two pride-induction conditions reported feeling equally
proud, trait-based pride increased the disposition to choose
a unique T-shirt in an unrelated situation whereas effort-
based pride had little effect. Similarly, participants with trait-
based pride were more likely than those in other conditions
to choose a brand of products that had a lowmarket share.

Romantic Relationships
A quite different emotion with motivational consequences
occurs in the context of romantic relationships. On one
hand, people who are motivated to maintain a romantic re-
lationship often desire to be unique and thus to distinguish
themselves from potential competitors. This general motive
could induce a more general behavioral disposition that is
manifested in unrelated situations. Watching a romantic
film clip, for example, can increase motivation to distinguish
oneself from same-sex others and consequently the influ-
ence of product appeals that emphasize uniqueness (e.g.,
an appeal to “stand out from the crowd”) rather than popu-
larity (Griskevicius et al. 2009).

A different goal is activated by a romantic “crush,” that is,
a romantic feeling toward another that is not expressed
openly and is unlikely to be reciprocated. This emotion is
characterized by a longing for intimate sensory contact with
the object of affection, and this longing could generalize to
other stimuli as well. In a series of studies by Huang, Dong,
and Zhang (2019), participants who had written about a ro-
mantic crush they had were given a product evaluation task
that involved choices between products of high or low sen-
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sory intensity (e.g., a light-colored or dark-colored postcard,
a high- vs. low-volume video, etc.). Romantically primed par-
ticipants were typically more inclined than control partici-
pants to prefer the high-intensity options over the alterna-
tives. This difference was not evident among individuals
who were already involved in a positive romantic relation-
ship. Thus, although both groups of reported equally intense
feelings, only those whose desire was unfulfilled generalized
their desire for intense stimuli to unrelated situations.

Nostalgia: A Mixture of Happiness and Sadness
Although emotions are generally either positive or negative,
some events can elicit a mixture of positive and negative
feelings. For example, amanmay feel happy that he has been
offered a lucrative job in a foreign country but sad at the
thought of leaving home. A particularly interesting example
of mixed emotions is nostalgia, which is stimulated by rem-
iniscing about a positive past experience that is unlikely to
reoccur. Such reminiscing may elicit happy feelings when
“reliving” the positive experience but, at the same time,
may induce sadness that the event will never occur again.
Consumers generally like products (e.g., songs,movies, auto-
mobile styles) that remind them of their nostalgic past (Hol-
brook and Schindler 1989; Holbrook and Schindler 1994;
Schindler and Holbrook 2003).

However, nostalgia can have motivational effects that
generalize to other unrelated domains. For example, the
feelings elicited by awareness that the remembered event
will not reoccur can give rise to a desire to prolong the rem-
iniscence about it. This desire, in turn, can induce a general
goal of prolonging experiences that generalizes to other, un-
related situations that participants encounter. Thismight be
manifested in patience. Thus, consumerswho have recalled a
nostalgic event are more likely to choose a large delayed re-
ward rather than a smaller, immediate one. Moreover, they
aremore patient in waiting for a webpage to download,more
likely to choose standard shipping rather than expedited
shipping, and estimate having to wait a shorter period of
time for service at a restaurant (Huang, Huang, and Wyer
2016). These effects are restricted to feelings of nostalgia;
recalling happy or sad feelings alone does not induce the ef-
fects, nor does writing about a past event per se.

Nostalgia can also strengthen people’s perceived connect-
edness to others and induce a general motivation to ap-
proach other persons. Therefore, thinking about a nostalgic
experience leads people to sit closer to others even if these
persons have nothing to do with the event they thought
about (Stephan et al. 2014).
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CONCLUDING REMARKS

As the researchwe have reviewed indicates, the emotion that
people experience in one situation can influence judgments
and decisions in other, quite unrelated situations. This arti-
cle summarizes evidence of this phenomenon in a wide
range of situations and a diversity of both negative and pos-
itive emotions.

The goal-directed effects we have reviewed in this article
suggest that the cognitive appraisal of a situation that gives
rise to a specific emotion typically activates not only a spe-
cific goal of eliminating the conditions that give rise to it
but also a more general goal concept to which a number of
plan-goal schemas might be associated. If features of a later
situation exemplify the concepts that compose one of these
schemas, the schemamay be activated and used as a basis for
judgments and behavioral decisions independently of the
circumstances that elicited the emotion. This conception
can account for many of the effects of incidental emotions
reviewed in this article.

The effects of incidental negative emotions are similar in
some respects to those observed in research on compensa-
tory consumption (for a review, see Mandel et al. 2017). That
is, individuals who feel deficient with respect to an important
attribute often behave in ways that symbolically exemplify
this attribute. For example, MBA students who receive low
grades are more likely to wear expensive clothing indicative
of success (Wicklund and Gollwitzer 1982), and people who
feel unintelligent are more likely to purchase bookstore gift
certificates or fountain pens (Gao, Wheeler, and Shiv 2009).
Mandel et al. (2017) interpreted these and other effects in
terms of a disposition to reduce or eliminate a discrepancy be-
tween the perception of one’s actual self and the perception of
one’s ideal self, which gives rise to negative affect and stimu-
lates behavior that will reduce this discrepancy (Higgins
1987). However, conceptualizations of compensatory con-
sumption (e.g., Mandel et al. 2017) assume that the general-
ization is the result of displaced coping with negative emo-
tions. Consequently, they have difficulty accounting for the
effects of positive emotions.

Some qualifications on the goal-directed effects of inciden-
tal emotions should be noted. For one thing, the effects of in-
cidental emotions may have little effect when people’s atten-
tion is called to the source of these emotions. Thus, Lerner
et al. (1998) found that although incidental feelings of anger
led participants to be more punitive in evaluating fictional le-
gal cases, the effect was eliminatedwhen participants were re-
minded of the source of their feelings. Similarly, when anx-
ious or sad participants are alerted to the source of their
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emotional experiences, differences in their preference for risk
are not evident (Raghunathan et al. 2006). Second, the effects
of an incidental emotions may not occur unless the goal elic-
ited by the emotion is personally relevant. Thus, sad people
prefer more risky gambling options when they choose for
themselves but not when they choose for others (Raghuna-
than and Pham 1999).

These considerations nevertheless make salient the fact
that the influence of an incidental emotion on behavior in
an unrelated situation could result from the generalization
of (a) the feelings being experienced, (b) the goal activated
by the feelings, or (c) the behavioral disposition indepen-
dently of the goal (i.e., a behavioral mind-set). The condi-
tions in which each of these factors is likely to have the dom-
inant influence deserve further attention.
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