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ABSTRACT 
This paper reviews the various aspects of affective states of mind as evident during making a purchase decision. 
Whereas, many of such affective states have been reviewed, many have been left unventured. One such area is 
Incidental affect. The prime focus of this paper is to review the impact that incidental affect has on the purchase 
decision of people. Within psychology, to be specific, affect has received ample attention, with “Schimmack and 
Crites (2005) locating 923 references to affect between 1960 and 1980 and 4,170 between 1980 and 2000” (Cohen, 
Pham and Andrade, 2006). Since, research on incidental affect has not been convergent in nature, this paper 
intends to throw light on the mechanism of information processing and retrieval under affective state of mind. 
While doing this, this paper also, reviews the other affective responses, mainly integral affect, task-related affect 
and shows the importance, superiority of incidental affect over other forms of affect. It also mentions where 
existing research on affect falls short, the necessity of conducting such research and contributions to existing 
research on affect. Mood effects have also been considered in connection to this. Various research on mood shows 
the effect that mood can have on affect and such things have also been considered to be a part of this review. 
 
Affect refers to those responses that are elicited to pursue the pleasant and to avoid the unpleasurable. A 
subjective state of mind that arises from within the body, lasts for a few moments, and leaves a trace that 
influences the future actions. Such responses are created out of prior experiences, motivations and knowledge 
about the target concerned. Clubbed with such internal factors are the external factors like complexity, familiarity 
and typicality, novelty. Under such a subjective state, when a person takes a decision, it is not always the outcome 
of cognitive mechanism, but is called affective response. 
 
Integral Affect refers to those affective responses that are directly elicited from direct encounter with the object, 
from objects related with representation of the object, or from thoughts of the related object. 
 
Incidental Affect refers to those affective responses that are not directly related to the object or its features. The 
source of the mood is unknown and the responses may be elicited from a person’s “…current mood. Incidental 
affect may also come from a person’s emotional dispositions and temperament, or from any contextual stimuli 
associated with integral affect (such as background music, pleasant scent, etc.)” (Cohen, Pham and Andrade, 2006).  
Task-related affect lies between integral affect and incidental affect. This type of affect may arise while making a 
choice between equally good options. For example, we are making a choice between two equally profitable 
options. While we are scrutinizing the options we will find that the benefits are almost equal and we are faced with 
a constraint to choose one of them. While the options are themselves are simple, the stress experienced from 
choosing one of them gives rise to a response which is called task related affect. 
 
Subliminal Stimuli refers to those stimuli which enter the nervous system without the conscious knowledge of the 
subject. The word has been derived from ‘sub’ meaning ‘under’ and ‘limen’ meaning ‘threshold’. As such subliminal 
stimuli cannot be easily perceived, but has its desired outcomes. Though, there has been ample debate regarding 
its application, effectiveness and ethics.  
 
Priming refers to an implicit memory in which infusion of one stimuli, triggers another stimuli. 
 
INTRODUCTION 
Traditional theories of consumer behavior have focused their attention on those aspects of consumer behavior 
that are elicited by actions of marketing information. In most cases, such information, comes to us in the form of 
advertisement, sales promotion, even ‘word of mouth’ and prompt us to take specific actions in relation to this. At 
such a juncture, it seems that it is quite easy to explain the underlying cognitive mechanism that guides this 
process. But when we are faced with questions like, ‘why did that customer choose the blue jeans and refuse the 
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black one?’, we need to think in a different way, and even when a marketer asks himself, ‘why did that passer-by, 
who had no prior intention to purchase that white shirt, stepped into the store and got the shirt in his 
possession?’, we are faced with a condition that really advocates for a comprehensive frame work that is not 
typically cognitive in nature, but also deals with sub conscious states of mind to reveal such behavior.  
As such, in paragraphs to follow, we will see how affect plays a crucial role in consumer behavior and how such 
affect is infused in marketing stimuli to serve the end of the marketer. Past 15 years of consumer research has 
greatly matured in its understanding of consumer behavior and has made ample progress to move the research on 
affect from being ‘just another’ field of research (Cohen, Pham and Andrade, 2006). Affect is thus a way we all look 
at the world and a better understanding of affect will lead us to better understanding of the world (Bower, 1981). 
Previous research on affect has never given the required importance to the subject because the study of affect has 
never been treated with adequate importance, and if considered at all has been treated partially as a source of 
intrusion to the cognitive judgments and hence such situations have been considered as ‘cold, inaffective’ states 
(Forgas, 1995). If affective states have been merely ‘cold and inaffective’, then color, perception and marketing 
message would have fewer effects on consumer behavior. 
 
PURPOSE OF THE REVIEW 
Though research on affect has progressed, the subject is still in its ‘adolescence’ (Cohen, Pham and Andrade, 2006) 
and a better and richer understanding of the subject is required. In this section, I will highlight the necessity of 
conducting further introspection related to affect, while doing a short review of the previous research conducted 
and also mentions where the research on affect falls short and in which contexts. 
The prime object of this review is to reveal the impact of incidental affect on consumer behavior. As defined 
earlier, affect is divided into integral, incidental and task-related. The reason why incidental affect has been 
considered is the fact that in as far as purchase decision is concerned the impact of the integral affect remains 
limited to presence of prior experiences, mood and motivation and hence, the affective response becomes 
predictable. Depending upon various processing style, incidental affect has the greater possibility of getting 
infused with affective decisions.  
Apart from that, integral affect has received ample attention in its various aspects- object evaluation (Fishbein & 
Azjen, 1975; Breckler & Wiggins, 1989; Wyer, Clore, & Isbell, 1999; Zanna & Rempel, 1988), rise time to peak 
(LeDoux, 1996; Zajonc, 1980), processing resources (Shiv & Fedorikhin, 1999; Nowlis & Shiv, 2005) and even 
rewards. But, incidental affect has not received such a detailed treatment. Significant studies in the field of 
incidental affect include the studies done to reveal the interplay between incidental affect and task related affect 
(Garg, Inman and Mittal, 2005), influence of incidental affect on consumer’s food intake (Garg, 2007), the time for 
which incidental moods last (Pocheptsova and Novemsky, 2010) and compensatory consumption (Woodruffe, 
1999). These studies are either partial in their treatment of affect (Garg,2007) or skewed in terms of gender 
(Woodruffe, 1999). 
Task-related affect, as the term suggests, occurs when a person is trapped in a decision making task. In such cases, 
the ‘emotional trade-off difficulty’ (Luce, 1999) gives rise to various emotional states including stress. People, when 
made to choose from options tend to choose that option with which they become more familiar and become 
‘emotionally attached’ (Cohen, Pham and Andrade, 2006). This condition typically conforms to the mechanisms of 
Integral affect and becomes predictable in its effect. Apart from that Luce’s findings have been replicated several 
times to conform to the outcomes of task related affect. As such, it becomes quite clear that research regarding 
incidental affect needs further introspection 

 
IMPACT AND CONTRIBUTIONS 
It has been shown that incidental affect depends upon mood states, experiences, memory, familiarity, complexity 
and typicality of data (Forgas, 1995). 
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As such, different parameters play among themselves and create this output. But how these factors influence 
incidental affect remains to be studied and can have impact on the marketing communication. Marketers with a 
comprehensive knowledge of such working can design their messages according to their products and get the 
desired outcomes.  Such mechanism of creation of Incidental affect from a combination of internal, external and 
situational factors will contribute towards a comprehensive knowledge of the affective responses. Also, memory 
plays a crucial role in affect. For affect to take place, the affective elements should stay alive in human brain for a 
brief period of time and execution of decision has to take place in this time boundary. Such studies can have 
impact not only on the knowledge of incidental affect, but also will contribute to the study of memory and its 
impact on the other forms of affect, especially integral affect. Regarding memory and retention, there is another 
purpose. As Vanderplas and Garvin (1959) pointed out that “verbal materials vary in meaningfulness or association 
value, and that these variations are related to learning and retention”, we can replicate this finding to create a set 
of marketing stimuli that consumers can learn, encode, retain and retrieve. This can influence the existing practice 
of marketing communication by increasing the effectiveness of advertising.  
One thing needs to be mentioned here. Such a procedure should not be mistaken with subliminal messaging. 
Though both are basically priming techniques, there are some elementary differences.  First, there have been very 
few evidences pertaining to the effectiveness of subliminal messages. Though there have been experiments 
conducted (Cupperfain, 1984;Dijksterhuis 2005) to establish the effectiveness of subliminal ,these experiments are 
basically conducted in laboratory conditions, with maneuver possible.  
Secondly, there have been various technical differences between subliminal messaging and affective response. In 
his book ‘Freud on Madison Avenue: Motivation. Research and Subliminal Advertising in America, Lawrence Samuel 
points out that subliminal advertising has not been successful. He has shown that there was an experiment 
conducted in which ‘telephone now’ message was flashed 325 times in a television program. Only one person 
reported to make an urgent call, while others ‘reported a range of urges, including the urges to eat, take off their 
shoes, drive safely, and even to buy an electric frying pan.’ This clearly indicates that the internal drives and sub 
conscious thoughts are the ultimate deciding factors in creating an affect, which has been misunderstood by 
motivational researchers and hence produced wrong outcomes. It is one of the areas concerning this study. As 
indicated earlier affect is basically dependent upon priming and proper priming can lead to desired outcomes 
rather nuanced outcomes (like taking off shoes or even buying an electric frying pan) in terms of marketing 
communication. A proper understanding of such stimuli will lead to better priming techniques and will be even 
more ethical than ever thought. The concerned study can donate such understanding to the existing ones. 
Thirdly, in most of the cases, subliminal messages have been found to be extremely erotic in nature. Renowned 
players have been alleged to have implemented subliminal stimuli in their messages. These players include Coca 
Cola, KFC, Disney, Harry Potter film (Order of Phoenix) and Benson and Hedges. Though Tour de France, and Yoga 
Australia came up with decent subliminal ads, such ads are quite vulnerable and can be understood easily. If such 
subliminal advertisements are easily understood, then they are no more subliminal and the goal of making 
subliminal advertisements is defeated. Though research shows that erotic messages can have arousal effects in 
human brain and concerned brain areas have been identified as well (Buhler,Vollstadt-Klein, Klemen, Smolka, 
2008), such erotic messages can never be displayed on the ground of ethics and violence. 
 
THEORETICAL BACKGROUND 
 
The relation between psychology and literature has been really scarce and the relation between literature and 
consumer behavior has never been dreamt of. But, I was really startled to find such a mention of my subject in a 
poem written by E.E.Cummings (1973). He wrote: 
 
“since feeling is first 
who pays any attention 
to the syntax of things 
will never wholly kiss you” 
 
In these lines, the poet makes it very clear that the feelings are primary and hence they are fundamental. But 
psychology regards feelings to be the last and that it results out of cognitive operations. The opinion of traditional 
social judgment is something like this: 
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But, if it had been so, then the passer-by mentioned earlier would not have purchased the shirt. If all the 
individuals would have acted in the above-mentioned way, then the economy would have come to a screeching 
halt. But that is not happening. It means that something goes on at the ‘back of the mind’ and this needs to be 
explored. This is something which has prompted social scientists, advertisers and psychologists to delve deep into 
it. Freud was one of the early psychologists to work on the issue. In his phenomenal work ‘Beyond the pleasure 
principle’ published in 1920, Freud commented that such events are invariably set in motion by an unpleasurable 
tension and it moves in such a direction that the final outcome coincides with lowering the tension- that is to say 
the avoidance of displeasure for the production of pleasure. It is at this point that we arrive at the point of ‘affect’ 
with its basic definition. At a much later point of time, in his classical affect theory he defined affect as a frontier 
between the ‘mental and the somatic as the psychical representative of the stimuli originating from within the 
organism and reaching the mind, as a measure of the demand made upon the mind for work in consequence of its 
connection with the body’. So, affect has received ample attention from the field of psychology. But that is not our 
point of concern. What we are concerned with is the affective state of mind as it is evident during making a 
purchase decision. Prior insights into this topic are available from the accounts given by Edward Titchner. In his 
book ‘A Textbook of Psychology’ published in 1928, Titchner talks about affect. One specific issue that Titchner 
addresses in his book is the difference between affect and sensation. Sensation, as Titchner puts it has four basic 
qualities-quality, intensity, clearness and duration. Affect has three of such qualities. It has quality, intensity and 
duration, but no clearness. It is never possible to define affect in terms of its clarity. Affect, in Titchner’s concept 
can be experienced without ever attending to it, that is to say that it can only be experienced unconsciously, but 
can never be attended to. Once we try to attend to affect, the pleasure is gone and we are left with ‘obtrusive’ 
elements that composed the event. It is totally dependent on the memories. Such memory traces are the result of 
previous experiences and we will see in the next section how it works. Regarding the question of mood states, 
Titchner reviews Wundt’s theory of tridimensional feelings. Wundt talked about emotions, feelings, as they are 
influenced by affect. A diagrammatic presentation of his theory looks like this: 
Excitement 

                                                        Excitement 

                              Pleasantness Relaxed 

 

                             Tensed             Depression                Unpleasantness 
 
In reviewing this theory, Titchner goes on to point out the shortfalls of Wundt’s concept. As we proceed, we will 
see how this theory after certain researches has emerged as a 
comprehensive source of knowledge regarding affect. Wundt 
remarked that the pleasantness and unpleasantness depend on the 
intensity of the stimuli, excitement and depression depend upon the 
quality of the stimuli and tension and relaxation depend upon the 
temporal aspects of the stimulus and it is the point where Titchner 
raises question about the applicability of the theory. He points out 
that the sensory experience also depends upon the spatial perception. 
Wundt has missed this issue. On this Titchner has commented that 
pleasantness and unpleasantness is not proper antonyms of each 
other. They can be opposite in name, but not in nature completely. Here, Titchner comments, “what is the 
opposite of excitement? Sometimes Wundt says depression, sometimes calm, sometimes arrest “. Surely enough, 
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all these feelings are different, at least in their biological senses. So, in this respect, the theory sounds to be 
incomplete.  
A comprehensive model of this study was later proposed by Feldman and Barrett (1999) in their circumplex of 
affect. It looks like this: 
Depending upon various mood states, Feldman and Barrett divided mood into two main states- valence and 
activation and depending upon these states, various affect have been divided under two main heads- Positive 
Affect (PA) and Negative Affect (NA) and all these studies have emerged as fore-runners of the theory.  
Moving on, we will review the relevant research conducted, especially by Seamon, Brody and Kauff (1983) and 
theoretical contributions made by Zajonc (1980). In their famous experiment “Affective discrimination of stimuli 
that are not recognized: II. Effect of delay between study and test”, they have replicated the findings of Kunst-
Wilson and Zajonc (1980). They exposed their subjects to 10 random geometric shapes for a time period of 5ms 
and re-exposed those subjects to same geometric shapes along with a distractor stimuli for a period of 1 sec. In the 
first exposure the subjects watched nothing more than a flicker and in the next exposure, they were able to watch 
the stimuli. Subjects were asked to indicate the stimuli they liked (affective judgment) and the stimuli they 
remember (recognition judgment). Reports were collected in three time intervals- 20 subjects were interviewed 
immediately after the test, 20 subjects one day after the test and 24 were tested one week after the test. It was 
found that selection of the target was better with affective judgment than with recognition memory. It was found 
that the people who were interviewed after one week could easily remember the target with an accuracy of 66%. 
This happened because, as they have pointed out that the subjects made affective response to the subject.  The 
same thing can be replicated in marketing practices. As consumers have been seen to retain the stimuli, they 
respond to such stimuli in a favorable way when they see such stimuli. More the novel, complex and atypical 
stimuli, more will be likelihood of ‘selective retention’ (Forgas, 1995). We will see in the next section, how it 
functions in the theoretical framework. 
 
THEORETICAL FRAMEWORK 
The basic point from where the affective response starts is the point of internal drives and motives. Depending on 
the internal drives, a consumer is motivated to assimilate the information and depending upon the familiarity and 
the relevance of the stimuli, consumers ‘retain’ the information, ‘encode’ the information  and ‘retrieve’ the 
information (Forgas, 1995). But, what then are the routes by which information travels and by what mechanism 
such response becomes translated in into an affective response. 
There are two basic ways via which information travels- ‘central route’ and ‘peripheral route’ ( Petty, Cacioppo and 
Schumann, 1983).According to this model, the information which is most relevant, engages the consumers more 
and they become highly involved with the stimuli,. Such information travels via central route. Examples of such 
information from a consumer’s perspective include technical details, availability, price, and offers among others.  
On the other hand, information which is not relevant does not involve the consumers in a direct way and in such 
cases information travels via peripheral route. Such examples include celebrity endorser, message, color, pictorial 
description and many other which are not directly related with the utility of the product. These are new 
information and such new information along with internal drives gives rise to affective feelings. As we have 
mentioned earlier that affective response depends on the memory, experiences, we will see how both internal and 
external sources of information act together to produce the affect. 
Ruth Stein in his book ‘Psychoanalytic theories of Affect’ reviewed the Freudian concepts and came up with a 
mechanism of affect. Lived experiences get transformed in the defiles of the mental inscription. Though, 
experiences do leave a trace, it is reinscribed several times in different types of way and at that particular moment, 
it can become determinative for the subject. 
As such, the mechanism of synaptic plasticity creates memory traces which actually distance the subject from the 
event that caused the experience. In this way, mental reality goes beyond the limits of actual reality. Another 
important concept to be studied here is the concept of perception. Perception is a way we look at the world and 
make meaning of it in our mind. As such, affect is dependent on perception, because perception gives its input to 
affect. We will focus on the signs of perception. Such perception is re-inscribed in other systems and hence creates 
later transcriptions in the unconscious. Stein comments that if such re-transcriptions occur in accordance with 
other associations, they will constitute secondary traces that will associate with other traces to form new traces. 
Following this mechanism, the circuit of perception, memory and awareness will be fuelled and re-fuelled time and 
over, ‘either directly from the perception or its reactivations in the successive transcriptions of the signs of 
perception.’ The experiences thus gained are transformed and deformed by a whole interplay of associations of 
mental process, which gives rise to endopsychic perception. This is a subjective state of mind and is in stark 
contrast with the external reality and causing interference with the elements of awareness. 
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So, based on the prior discussions and review of the theories, affect, in conclusion, can be regarded as dependent 
upon two major factors- presence of prior information and involvement with the information.  
The following model best explains the focal point of the view- incidental affect and its mechanism.  
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Fig.3- Schematic presentation of Information Flow and Processing Routes 

SCOPE 
There have been a few points to reiterate. These points will further strengthen the applicability of and 
effectiveness of conducting such a research. Traditional mechanisms of advertising and marketing communications 
have yielded as much result as possible and it is time to venture the new avenues. An example will make it clear. 
Wheel detergent was introduced in 1987 and it took wheel almost 6 years to make a strong presence in the 
market. Not before 1993, was wheel able to open outlets in the rural parts of India, the foothold of its market.  
Such time cannot be allowed in today’s context. With technological advancement and faster adaptability on the 
part of the consumers, any product in the market should stay for a very brief time and should complete its financial 
goals within that brief time frame. Mobile phones are perhaps the best examples of this kind. It stays in the market 
for a brief time. According to David Chamberlain, principal wireless analyst for InStat Research, most phones have 
a market life cycle of 9-12 months. So within this time, the phone has to accomplish the financial goal and go to 

CENTRAL ROUTE PERIPHERAL ROUTE 

pre-existing ideas 
mood congruity 

Selective retention 
Selective encoding 

MEMORY-EXPERIENCE-PERCEPTION-

INTERPRETATION 

MOOD CONGRUITY- AFFECT CONGRUENCY-

DESIRABILITY FOR ACCURACY  



Eduved                                                                               ISSN 2348-6775 (Online) 

International Journal of Interdisciplinary Research                             2349-5480 (Print) 
 

 
96                                                            Vol. 1 issue 9 Dec. 2014 

hibernation. But to get the maximum result within this time frame, the traditional modes of marketing 
communication has to give in to the new ones. Such a new method, which is divorced from unethical 
‘brainwashing’ or in-store sales push, comprises of identifying the elements of affect, classifying them and 
designing them according to the desired outputs. Alpha strategies and omega strategies are now old words and 
time is ripe to discover the new avenues. Such move will not only benefit marketing communications, but will also 
donate extravagantly to the knowledge of social science. 
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