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Effects ofConsum ers’M ood in a P ersonalSales
Conversation
by H e ribe rtGie rland Silk e Bam baue r

It is an e ve ryday life e xp e rie nce th at s om e
re taile rs induce a p os itive m ood in cons um e rs
be fore a s ale s conve rs ation s tarts , butoth e r
s up p lie rs do notus e th is p ractice , e s p e cially if
p roducts are e xp e ns ive , com p le x, and utilitar-
ian. H ow e ve r, th e re are no th e ore ticalre as ons
for th is dis cre p ancy. In th is p ap e r, w e argue
th atth e advantage ofinducing a p os itive m ood
in cus tom e rs p re ce ding a p e rs onals ale s con-
ve rs ation doe s notde p e nd on th e diffe re ntia-
tion be tw e e n utilitarian and h e donis tic p rod-
ucts . In oure m p iricals tudy w e find s up p ortfor
th is h yp oth e s is . W e als o s h ow th at th e cus -
tom e r’s m ood h as a dire cte ffe cton th e attrac-
tive ne s s ofth e re com m e nde d p roductas w e ll
as an indire cte ffe ctth rough th e s ale s p e rs on’s
cre dibility. Furth e rm ore , w e de m ons trate th at
th e s tre ngth ofth e indire cte ffe ctde p e nds on
th e p e rs onalp roductbe ne fitforth e cus tom e r.
In cas e s ofa h igh p e rs onalbe ne fitorofa p os i-
tive m ood, th e indire cte ffe ctis com p arative ly
s trong. Ifth e p e rs onalbe ne fitis low , cus tom -
e rs are lik e ly to trans fe r th e ir ne gative m ood
dire ctly to th e re com m e nde d p roduct.

Keyw ord s
Mood, p e rs onals ale s conve rs ation, cre dibil-
ity, trus tw orth ine s s , com p e te nce

1. Introd uction

W e considerthe situation in w hich a custom errequestsa
personal sales conversation in a retail store to ob tain
m ore detailed inform ation ab outalternative productsand
a purchase recom m endation. T his situation norm ally
occurs if custom ers intend to b uy cars, to purchase
expensive technical devices or to b ook holidays. C us-
tom ers possib ly have developed an attitude tow ard som e
products resulting from m ass m edia advertising or b ro-
chures, b utthey often do notm ake their purchase deci-
sion untilhaving had an intensive consultation.In such
cases, the salesperson’s recom m endation influences the
custom er’s decision.H aving a high influence is b enefi-
cialfora salesperson ifa high profitm argin productisto
b e sold.T he question w e analyse isw hethera custom er’s
positive m ood affects his w illingness to acceptthe sales-
person’srecom m endation.

In the literature, m ood is defined as a person’s current,
sub jectively experienced and non-ob ject-related em otion
(G ardner 198 5, p. 28 2; S chw arz 198 7 , p. 2; S ilberer
1999, p.132).M ood effectson b ehaviourhave b een ana-
lysed in m arketing and social b ehaviour sciences since
the sixties (e.g., Berkow itz/C onnor1966).W ith regard to
existing literature w e find three estab lished research
areas:

1. T here isresearch ab outhow consum ersm entally pro-
cess form alm edia inform ation, such as texts orprint
advertisem ents, depending on their m ood (e.g.,
Breckler1993, pp.467 ;S ilberer1999).

2. T here are experim ents ab out people’s m ood-depen-
dentreaction to socialappeals such as dem ands for
b lood donation (e.g., O ’M alley/Andrew s198 3).

3. Afurther research focus deals w ith the questions of
how people in different m ood states judge other
people (e.g., their com petence) in a direct personal
contact situation and w hether they are polite and
w illing to help (e.g., F orgas 1995;F orgas 1998 b , p.
566;R usting 1998 ).

T he issue discussed here b elongs to the third research
field.Although w e already find som e b asic research in
this area, an em pirical investigation on the follow ing
question does notexist:U nder w hich conditions should
custom ers b e putinto a positive m ood preceding the per-
sonal sales conversation? S ilberer/Jaekel (1996a) only
discussed this sub ject theoretically, and m anuals for
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practitioners only provide suggestions on how to induce
a positive m ood in custom ers w ithout indicating such
conditions.
It is generally agreed to b e ob vious that custom ers
em b race a salesperson’s recom m endation if they are
already in a positive m ood (S ilberer/Jaekel 1996b , p.
97 ).H ow ever, em piricalevidence suggeststhatpeople in
a negative m ood can prove to b e ashelpfulaspeople in a
positive m ood and that people in a negative m ood are
generally m ore polite than people in a positive m ood.Ifa
custom er is b eing helpfuland polite tow ards the sales-
person, the latter m ight b e m otivated to give especially
courteous advice to this custom er and thus enhance his
influence on the custom er.C onsequently, itseem s to b e
necessary to testthe generalassum ption thatcustom ers
in a positive m ood are easier to influence in a personal
salesconversation.
M arketing practice is found to b e inconsistentconcern-
ing the question w hethercustom ers should b e putinto a
positive m ood.W e argue thatonly a few retailb ranches
dealing w ith com plex products aim atb ringing custom -
ers into a positive m ood preceding the sales conversa-
tion.T his assum ption is underlined b y the results ofthe
follow ing study w e conducted.U sing open questions w e
asked 200 students to reportsituations w here consum ers
had b een putinto a positive m ood preceding a salescon-
versation.S tudents reported personalexperience as w ell
as recounted experiences from friends or fam ily. T hey
also w ere asked to describ e the type of positive experi-
ence and surrounding circum stances. T he com pleted
questionnaires indicated an average of 1.3 shopping
experiences characterised b y induction of a positive
m ood in retailstores.T hese experiencesw ere m ostoften
m ade atclothing stores (48 % ), less often atshoe stores
(10 % ), sportequipm entstores (10 % ) and hairdresser’s
shops (8 % ) and leastoften atcardealers (4 % ), m usical
instrum ent stores (4 % ), travel agencies (3 % ) and per-
fum eries (2 % ). R arely, sub jects also m entioned jew el-
lery, artsand furniture stores.C onsidering these findings,
consum ers ob viously experience m ood induction alm ost
only atstores for luxury goods.S uch stores offer hedo-
nistic upscale products, i.e.products designed forenjoy-
m ent and pleasure (D har/W ertenbroch 2000, p. 60;
O ’C urry/S trahilevitz 2001, p.37 ). O b viously, suppliers
ofutilitarian products do notb elieve in a positive effect
ofm ood m anipulation b efore a salesconversation.
In thisarticle w e discusspossib le effectsofa consum er’s
m ood in a personal sales conversation. W e prove our
hypotheses in a study using com plex utilitarian products
as ob jects of purchase (noteb ook com puters).Addition-
ally, w e exam ine m ood effects in the case ofa low per-
sonalproductb enefitforthe custom er(b ooking holidays
forrelatives in the role ofa purchase agent).T his case is
im portant b ecause custom ers often act as purchase
agents for other people and b ecause research on m ood
postulatesparticulareffectsdepending on the custom er’s
shopping intention. H ow ever, it is not the intention of
this article to provide a cost-b enefitanalysis ofinducing

a positive m ood or to discuss optim al m ood induction
m easures (e.g., S ilberer/Jaekel1996a, pp.168 ).

2. Theoretica lBa ck ground

2.1. O verview
W e assum e thata salesperson’s influence corresponds to
the extent of how positively a custom er evaluates the
productrecom m ended b y the salesperson.M oreover, w e
argue thata custom er’sm ood hastw o differenteffectson
hisevaluation ofthe recom m ended product:

1. D irect m ood effect. A custom er’s m ood affects his
evaluation ofthe recom m ended productregardlessof
hisevaluation ofthe salesperson’sargum ents.

2. Indirectm ood effect.Acustom er’s m ood influences
hisevaluation ofthe salesperson’scredib ility consist-
ing ofthe tw o com ponents com petence and trustw or-
thiness, w hich causes an indirectm ood effecton the
evaluation ofthe recom m ended product.

Furtherm ore, w e argue thatthe relevance and intensity of
the indirect effect correspond to the personal b enefit a
custom er gains from b uying a product. T his b enefit
depends on w hethera custom eracts as a purchase agent
or intends to b uy the product for his ow n purpose. In
F igure1w e presentan overview ofb oth assum ptions.

2.2. DirectEffectofM ood on P rod uctEva lua tion
Acom m on assum ption in the field of m ood research is
thata person’s m ood directly affects the person’s judge-
m ents.T his effectoccurs w ithoutcognitive processing of
product inform ation.An explanation for this phenom e-
non is affective prim ing, a w ell-investigated and proven
m ental process (e.g., F azio et al.198 6). According to
K lauer/R oßnagel/M usch (1997 ), m any current theories
on em otionsare b ased on the assum ption thatan em otion
caused b y any contextstim ulusaffectsthe evaluation ofa
sub sequently perceived stim ulus w ith m inim alcognitive
effort.Yi(1993, p.42) forexam ple describ esapplications
of affective prim ing to the field of advertising. T hus,
m ood can generally b e interpreted asan affective reaction
to m ood induction procedures affecting the evaluation of
sub sequently presented stim uli.S im ilarly F orgas (1999a,
pp. 8 51) argues in accordance w ith C lore/S chw arz/
C onw ay (1994):“In som e evaluative judgm ents, m ood
m ay also play a heuristic function, w hen people m istak-
enly use their unattrib uted m ood as inform ation, relying
on a ’H ow do I feel ab out it?’ heuristic.” P etty et al.
(1993, p.5) also postulate that“a sim ple inference pro-
cess m ightb e responsib le forthe effectofm ood on atti-
tudes.” T hese considerationslead to ourfirsthypothesis:

H 1:A custom er’sm ood hasa directpositive effecton his
evaluation ofthe productrecom m ended by the salesper-
son.
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F igure 1:M ood effectsin a personalsalesconversation

2.3. Ind irectEffectofM ood on P rod uctEva lua tion
In this section, w e argue thata custom er’s m ood could
affecthis evaluation of the salesperson’s credib ility.W e
assum e that a positive evaluation of the salesperson’s
credib ility additionally haspositive effectson the evalua-
tion ofthe productrecom m ended b y the salesperson.

W e suppose thata custom erintends to gatherargum ents
forand againstpurchase optionsduring a salesconversa-
tion.T he degree to w hich a custom eracceptsto b e influ-
enced b y the salesperson’s argum ents m ightdepend on
the salesperson’s credib ility (K elm an 1961).Acustom er
is notpersuaded b y the argum ents ifhe judges the sales-
person to b e unreliab le (H arm on/C oney 198 2;S ternthal/
D holakia/Leavitt 197 8 ). In addition, there is consensus
ab outthe factthata person’s credib ility depends on how
com petent and trustw orthy this person seem s to b e.
T hese tw o com ponents of credib ility can b e defined as
follow s (H ovland/Janis/K elley 1953; H ovland/W eiss
1951;Triandis 197 5, pp.258 ;for details ab outpossib le
interactionssee C ox 1967 ):
) C om petence. A custom er’s b elief ab out a salesper-

son’s capab ility of giving true inform ation ab outthe
ob jectofthe sales conversation due to specialexperi-
ence and know ledge (D eBono/H arnish 198 8 ;O ha-
nian 1990, p.46).
) Trustw orthiness.Acustom er’s b eliefab outa salesper-

son’s w illingness to give him useful inform ation in
orderto avoid harm fulincidents (D eutsch 1958 ).

2.3.1.E ffectofC ustom er’s M ood on the E valuation
ofthe Salesperson’sC red ibility

T o our know ledge, no research exists regarding how a
person’s m ood affects this person’s evaluation of his
conversation partner’s personalattrib utes.R esearch can

b e found on m ood effects in non-personalcontactsitua-
tions, w here sub jectshave b een putinto positive ornega-
tive m ood statesand have to judge otherpeople b ased on
form al m edia inform ation. Veitch/G riffitt (197 6) and
F orgas/Bow er/K rantz (198 4) could notfind supportfor
m ood effects in this constellation.C oncerning the ques-
tion w hether and how a custom er’s m ood affects his
evaluation ofthe salesperson’s credib ility, i.e.perceived
com petence and trustw orthiness, w e derive the follow ing
thesesfrom literature on m ood research:

(1) D ue to the affect prim ing m echanism describ ed
ab ove, w e assum e thata custom er’s positive (nega-
tive) m ood actually hasa positive (negative) effecton
the evaluation ofthe salesperson’scredib ility.

(2) According to the m ood m aintenance theory (Isen et
al.198 2), w e also expect a positive m ood effect to
occur b ecause people in a positive m ood generally
judge ob jects or other people less rigorously (C un-
ningham etal.1990, p.17 ;Isen etal.198 2) and w ith
less cognitive effortto m aintain their positive m ood
(Bow er 1991;C lark/Isen 198 2, p. 7 9;C unningham
198 8 ;C unningham etal.1990, p.17 ;F orgas 1995;
F orgas 1998 a, p.17 4;G reenberg/P yszczynski198 6;
M ilberg/C lark 198 8 ). In contrast, people in a nega-
tive m ood are expected to registereven w eakly nega-
tive signals from b ody language of other people
(C lark/Isen 198 2, pp.7 9).

(3) Furtherm ore, som e authors postulate thata negative
m ood leads to a m ore negative self-assessm ent.As
people take their ow n person as a reference for the
evaluation of other people (C ervone et al.1994;
F orgas 1994; F orgas/Bow er/K rantz 198 4; M ayer/
H anson 1995;S edikides1995), a person in a negative
m ood com pared to a person in a positive m ood
should judge anotherperson m ore positively (F orgas
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1999a, p.930;F orgas 1999b , p.8 52;F orgas/Bow er/
K rantz198 4).

(4) R esearch on m ood also provides the notion that
people in a negative m ood interactm ore politely w ith
theirconversationalpartners b ecause they selectively
rem em b er having had negative experiences due to
their ow n im polite b ehaviour in the past. Im polite
b ehaviour of people in a positive m ood is explained
b y the factthatthese people underestim ate the prob a-
b ility ofhurting otherpeople through theirb ehaviour.
S tudies b y F orgas (1999a, 1999b ) provide support
for this thesis. H e found that people in a negative
m ood are generally m ore polite than people in a posi-
tive m ood.If one person show s im polite b ehaviour
tow ards another person in a dialogue, the latter
person is expected to react im politely as w ell. T he
firstperson m ightm ake inferences ab outthe second
person’s personalattrib utes from this ob served nega-
tive b ehaviour.

If w e transfer these contradictory considerations to the
link b etw een a custom er’s m ood and his evaluation of
the salesperson’s credib ility, at first glance w e cannot
derive a clear hypothesis from the literature, b ecause
b oth positive and negative effects have b een show n.O n
closerexam ination, the third aspectshould b e true ifthe
custom erfeels responsib le forhis negative m ood, b utin
a personalsalesconversation the custom erissupposed to
ascrib e the reason of his negative m ood to the environ-
m ent.T he fourth argum entalso m ighthold generally, b ut
forthe specialsituation ofa personalsales conversation
w e assum e that salespeople are trained in interacting
w ith im polite custom ers.T herefore, an im polite reaction
ofthe salesperson isratherunlikely.T husw e assum e that
the positive effectsofm ood outw eigh these tw o negative
effectsin the situation considered here:

H 2:M ood hasa positive effecton the perceived credibil-
ity ofa salesperson,i.e.on hisperceived com petence and
trustw orthiness.

2.3.2.E ffectofa Salesperson’sC red ibility on the
A ttractivenessofthe R ecom m end ed Prod uct

T here is a general consensus that a recom m endation
from positively evaluated sourcesisjudged to b e positive
asw ell.According to K elm an (1961), forexam ple, credi-
b ility isone ofthree m ain m otivationsthatlead people to
adopt the attitude of another person. If one person
(Person A) represents an inform ation source foranother
person (Person B ), B ’s evaluation ofA’s credib ility cor-
respondsto B ’sattitude tow ard Ahaving an influence on
B ’sw illingnessto acceptthe inform ation.T herefore, B is
expected to adoptthe attitude ofAifB judgesAasb eing
credib le. M any authors provide evidence for this
assum ption (e.g., G riffin 1967 ;H orai/N accari/F atoullah
197 4;M addux/R ogers 198 0;M ills/H arvey 197 2;W ood-
side/D avenport197 4).T he dualm ediation hypothesis in
the field of research on persuasive effects of form al
m edia advertising is b ased on a quite sim ilarassum ption:

“T he m ore favourab le consum ers feeltow ard the ad, the
m ore receptive they are to its content” (M acK enzie/Lutz/
Belch 198 6, p.132).O ne ofthe tw o rem aining sourcesof
persuasion is pow er, b ut pow er should not b e very
im portant in a personal sales conversation, b ecause a
salesperson usually does not have any pow er over the
custom er. T he last aspect is the identification potential
forthe custom erdue to the attractivenessofthe salesper-
son (D eS hields/K ara/K aynak 1996; R eingen/K ernan
1993), b utthisaspectisnota sub jectofthisstudy.

M oreover, a salesperson’s perceived com petence and
trustw orthiness can initiate affective processes in cus-
tom ers.W e expecta custom erto feelcom fortab le ifhe is
ab le to judge a salesperson as b eing com petentor trust-
w orthy. According to the affect prim ing m echanism
describ ed ab ove, these em otions w illhave directeffects
on the custom er’s evaluation of the product recom -
m ended b y the salesperson.T hus,

H 3:A salesperson’sperceived com petence and trustw or-
thiness have directpositive effects on the evaluation of
the productrecom m ended by thissalesperson.

2.4 . TheReleva nce ofthe P ersona lP rod uct
Benefit

In this section w e argue thatthe strength of the indirect
m ood effectdepends on the degree ofpersonalb enefita
custom er ascrib es to the ob jectofpurchase.W e assum e
thatthe custom er’s b enefitis higher if he b uys the rec-
om m ended productfor his ow n purpose than b uying it
forotherpeople in the role ofa purchase agent.Ifconsu-
m ers b uy products as gifts to please other people, they
also have a high personal b enefit w hich results from
sharing the otherperson’shappiness.W e do notexam ine
thisspecialcase.

In the contextofpersonalproductb enefitas a m oderat-
ing variab le on the strength of the indirectm ood effect,
w e additionally consider the conceptof “w illingness to
help” asan im plicitm ediatorb etw een m ood and the cus-
tom er’sattention to the salesperson’scredib ility.In doing
so, w e have to differentiate b etw een positive and nega-
tive m ood states, b ecause these differentstates are asso-
ciated w ith different levels of w illingness to help
depending on the extentofthe personalproductb enefit.

2.4.1.W illingnessto H elp asa M ed iator

In the field ofm ood research there is a consensus ab out
the fact that m ood correlates w ith w illingness to help.
T here are tw o theories regarding m ood effects on w ill-
ingnessto help.

According to the attentional focus m odel, people in a
positive m ood are m ore w illing to help otherpeople than
people in a negative m ood (C arlson/C harlin/M iller
198 8 ;C arlson/M iller198 7 ).Asa reason forthisassum p-
tion it is often argued that people in a positive m ood
overestim ate the advantages of helpful b ehaviour com -
pared to the disadvantages (efforts of helping) b ecause
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they system atically have positive thoughts (Blaney 198 6;
C lark/Isen 198 2, p. 7 9, 8 9;C lark/W addell 198 3;C un-
ningham 198 8 ;F orgas 1998 a, p.17 4;Isen 198 4;Isen et
al.197 8 ; Isen/Levin 197 2;Levin/Isen 197 5;M ilberg/
C lark 198 8 ).In addition, som e authors argue thatpeople
in a positive m ood w antto share theirpositive m ood w ith
other people (M anucia/Baum ann/C ialdini198 4, p.359)
and intend to avoid dissonances w ith otherpeople w hich
could w orsen theirm ood (F orgas 1998 b , p.567 ;H ertel/
F iedler1994).In contrast, people in a negative m ood are
expected to only concentrate on solving theirow n prob -
lem sw hich resultsin a low w illingnessto help (C randall
197 8 ;C unningham 198 8 ;C unningham etal.1990, p.14;
G reenberg/P yszczynski 198 6; K idd/M arshall 198 2;
Thom pson/C ow an/R osenhan 198 0). Em pirical findings
do not provide clear support for this sim ple-structured
m odel.S om e authorsfound a positive relation consistent
w ith this m odel (Batson et al.197 9;Berkow itz 198 7 ;
F orgas1998 b ;Isen/Levin 197 2).O therauthorsidentified
a strong negative relationship b etw een m ood and w ill-
ingness to help (D onnerstein/D onnerstein/M unger
197 5).Isen (197 0) did notfind any correlation b etw een
m ood and helping b ehaviour.

S om e researchers have added a m oderating variab le to
the attentionalfocus m odel, leading to the so-called sep-
arate process m odel. B oth m odels are b ased on the
assum ption thatpeople in a positive m ood preferactions
w hich m aintain theirpositive m ood, b utaccording to the
separate process m odel, people in a negative m ood
pursue actions to escape theirnegative m ood (C unning-
ham /S teinberg/G rev 198 0). T hus, people in a negative
m ood should also b e helpfulin a personalcontactsitua-
tion (Aderm an 197 2;C unningham et al.1990, pp. 14;
F iedler 1991;F orest etal.197 9;F orgas 1992;F orgas
1998 a, p. 17 5;Isen/Levin 197 2;Isen/S im m onds 197 8 ;
R egan/W illiam s/S parling 197 2; R ogers et al. 198 2;
W eyant197 8 ), ifhelping is perceived to have a personal
b enefit w hich consists in a change of m ood (C ialdini/
D arby/Vincent 197 3; C ialdini/K enrick 197 6:negative
state relief m odel; see also Benson 197 8 ; Berkow itz
198 7 , p. 7 21;C lark/Isen 198 2;F orgas 1998 a, p. 17 5;
K idd/M arshall198 2;M anucia/Baum ann/C ialdini198 4;
S chroeder et al.1995;Yinon/Landau 198 7 ). T hus, the
personal b enefitof the recom m ended b ehaviour is con-
sidered to b e a relevant m oderating variab le. Existing
em piricalresearch provides supportforthe separate pro-
cess m odel to a large extent (C unningham et al.1990;
M anucia/Baum ann/C ialdini 198 4). O nly S haffer/G razi-
ano (198 3) did notfind supportforthis m odel, prob ab ly
due to theirvery sm allsam ple sizes.

B ased on the separate processm odel, w e assum e the fol-
low ing forthe case ofa personalsalesconversation:C us-
tom ers pay m ore (or less) attention to the salesperson’s
credib ility b y giving him m ore (or less) opportunity to
show his com petence and trustw orthiness (e.g., b y
asking detailed questions). T he degree of attention
offered b y custom ers depends on their m ood as w ellas
on the personalb enefitofthe recom m ended product.

2.4.2.PersonalProd uctB enefitasa M od erator ofthe
Ind irectM ood E ffect

T ransferring these general theoretical considerations to
the situation of a direct personal contact b etw een the
salesperson and the custom er, w e assum e thatcustom ers
in a positive m ood state are generally w illing to help the
salesperson. W e also expect custom ers in a negative
m ood state to b e helpful if there is an opportunity to
escape theirnegative m ood.S uch an opportunity consists
in b uying a high value product for their ow n purpose.
B ased on the separate process m odelw e assum e, in con-
trast, thatcustom ersin a negative m ood are notw illing to
help the salesperson if they w illnot ob tain a high per-
sonal b enefit from b uying the recom m ended product.
S pecifically, w e derive the follow ing tw o conclusions
ab outthe m oderating effectofpersonalproductb enefit:

Ifthe personalproductb enefitis high, b oth positive and
negative m ood states are associated w ith a high w illing-
ness to help.Ahigh w illingness to help w ill lead to a
high attention to the salesperson’s credib ility, w hich
causesa strong indirecteffectofm ood.W e assum e:

H 4a: Ifthe productrecom m ended by a salesperson is of
high personal relevance for the custom er,m ood has a
strong indirecteffectthrough the salesperson’s credibil-
ity on the attractivenessofthe recom m ended product.

In the case ofa low personalproductb enefit, w e have to
consider tw o situations follow ing the separate process
m odel.First, positive m ood leads to a general w illing-
ness to help.Furtherm ore, w e expectthatthe higherthe
w illingness to help, the higher is the attention to the
salesperson’s credib ility, w hich causes a strong indirect
m ood effect.S econd, negative m ood is associated w ith a
generally low w illingnessto help.T he low erthe w illing-
ness to help, the low erthe attention to the salesperson’s
credib ility, w hich results in a w eak effectof credib ility
on the attractiveness ofthe recom m ended product(w eak
indirectm ood effect).In sum m ary, w e postulate:

H 4b: Ifthe productrecom m ended by a salesperson is of
low personalbenefitto the custom er,positive m ood hasa
strong indirecteffect,w hereasnegative m ood hasa w eak
indirecteffecton the attractiveness ofthe recom m ended
product.

In the follow ing section, w e testourhypothesesconcern-
ing the direct m ood effect, the effect of m ood on the
salesperson’s credib ility, the effectof credib ility on the
attractiveness of the recom m ended product (indirect
m ood effect), and the m oderating role ofpersonalprod-
uctb enefiton the strength ofthe indirectm ood effect.

3. Em pirica lStud y

3.1. P roced ure
O ur study w as designed as a role-playing activity (for
validity details ofrole-playing situations in negotiations
see Arm strong/H utcherson 1990).In O ctob er 2002, 120
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students (56 w om en and 64 m en) from a G erm an univer-
sity participated in the sim ulation playing the role ofcus-
tom ers.Eightprofessionalsalespeople took overthe part
ofthe salesperson.Aseach ofthe 120 sub jects took part
in tw o salesconversations, each ofthe eightsalespeople
had to conduct 30 sales conversations. S ub jects w ere
random ly assigned to the experim entalgroups.T he aver-
age age w as 24 years.T here w ere no age orgenderdif-
ferences b etw een the tw o groups.

T he salesconversationsdealtw ith b ooking a trip to Paris
and b uying a noteb ook com puter.
) C oncerning the trip to Paris, w e advised the sub jects

to im agine thattheirparentshad asked them to b ook a
four-day trip to Parisata travelagency on theirb ehalf.
U sing this m anipulation w e intended to create a situa-
tion oflow personalproductb enefit.Furtherm ore, w e
inform ed the sub jects that the trip to Paris w as not
m eantto b e a present, i.e.notintended to please the
parentsfrom the participants’pointofview .
) In contrastto the situation ofchoosing a trip to Paris,

in the situation ofb uying a noteb ook w e instructed the
sub jects to assum e thatthey intended to replace their
old com puter w ith a new noteb ook.T hus w e tried to
sim ulate the purchase of a product of high personal
b enefit.

W e assum e thatb oth purchase ob jects are typically utili-
tarian b ecause the b uyerhim selfdoesnothave a hedonic
b enefit. W e chose these utilitarian purchase ob jects to
test w hether m ood also has a significant effect on the
purchase decision in this case, in contrastto the m arket-
ing practitioners’pointofview .

O ne m ightsee the choice of tw o differentproductcate-
goriesasa criticalpoint, b utasourrespondentsw ere stu-
dents w hich participated in the survey during their lei-
sure tim e, w e had to choose ob jects of purchase w hich
w ere ofgeneralinterestto them .In addition, itisdifficult
to generate sufficientvariation in the personalrelevance
w hen choosing only one productcategory.M oreover, it
m ight have not b een very authentic if the respondents
w ould firsthad to im agine the productw as ofhigh per-
sonal relevance and if they then had to im agine that a
sim ilarproductw asoflow personalrelevance.

In m ood research, differentm ethods of m ood induction
are applied.O ne com m on technique is to m ake sub jects
pass a screening testthatis notrelevantfor the experi-
m ent and to give positive or negative feedb ack on test
perform ance to the sub jects (Bohner 1990;Isen et al.
197 8 ; Isen/M eans 198 3). In other experim ents, the
experim enters presentappropriate m usic, film s, or texts
to the sub jects (G errards-H esse/S pies/H esse 1994).
Another type of m ood induction is to ask sub jects to
rem em b erand to w rite dow n a very sad ora very happy
experience (e.g., S chw arz1990).T here isevidence in the
literature thatthe m ood induction technique hasno effect
on successfully inducing positive or negative m ood in
testsub jects (Isen 1993).

T hus b ased on feasib ility considerations w e decided to
use the follow ing m ood induction b efore starting w ith
the sales conversation.S ub jects had to stay in a w aiting
room for 15 m inutes b efore a sales conversation b egan.
In one w aiting room w e putthe w aiting sub jects into a
positive m ood, and in the other room into a negative
m ood.
) In the firstw aiting room , w e ran a television channel

show ing a M r.B ean episode.T he room w as huge and
com fortab le (plants, carpet, sun light, m any com fort-
ab le seats).Ahelpfulstaffoffered orange juice, cham -
pagne and cookies.
) In the second room , w e ran a television channelshow -

ing scenes of a m ovie against w ar. T he room w as
sm all, did nothave any w indow s or plants and there
w ere no seats.C ontrary to the initialprom ise to offer
the participants snacks and drinks, sub jects in this
room did notreceive anything.

T his type ofm ood induction can cause som e data valid-
ity prob lem s b ecause offering juice etc. m ight initiate
cognitive processes b eyond affective processes resulting
from m ood, e.g., respondents m ightexplicitly have tried
to b e nice (rude) to the salesperson b ecause they had
b een treated nicely (rudely) b efore.As w e intended to
generate sufficientvariation in the reported m ood level
and as our m ood induction proved to b e appropriate for
thisintention, w e accepted the m entioned disadvantage.
W e instructed the sales people eitherto recom m end dif-
ferenttrips to Paris or to offer differentnoteb ooks.O n
the b asis of special guidelines w e trained them to use
specialargum ents to presentthe advantages ofthe alter-
natives.T he sales people w ere told to interactw ith the
custom er and to jointly find an option w hich w as con-
vincing to the custom er. T he experim ental room s w ere
decorated w ith m aterials typicalto a travelagency or a
com puter retailstore. S om e com puters w ere physically
athand.Presentation devices and interior equipm entof
the experim entalroom s w ere neutralin order to change
the custom er’s induced m ood as little as possib le.C on-
cerning the conversation ab out the trip to Paris, w e
instructed the sales people to show the custom ers on a
m ap w here the differenthotelsw ere located.
Assisting staff w elcom ed the sub jects at appointm ent
tim e.O ne halfofthe sub jects firsthad the sales conver-
sation on the trip to Paris, and the otherhalfofthe people
w as firstadvised on noteb ooks.T he participants had to
w aitin a w aiting room , took partin a sales conversation
on the firstproductand com pleted a questionnaire.T hey
then had to w aitanotherfifteen m inutesin the sam e w ait-
ing room asb efore forthe second salesconversation w ith
another salesperson. After having participated in the
second sales conversation sub jects filled in the second
questionnaire.Atthe end w e inform ed the sub jectsab out
the purpose ofthe survey.Although w e did notofferthe
sub jects any rem uneration b efore the role-play, every
person w ho participated received a giftfor theirpartici-
pation.
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3.2. M ea sures
After receiving the salesperson’s recom m endation, the
sub jects had to com plete a questionnaire containing
statem ents (7 -point scales). In this questionnaire w e
unsystem atically varied the order of the statem ents
w hich aim ed atm easuring the differenttheoreticalcon-
structs.

According to the suggestionsof S haffer/G raziano (198 3,
p.27 3) and F orgas (1998 a, p.17 8 ) w e asked the sub jects
to agree to the follow ing statem ents, judging the m ood
state they experienced w hen entering the sales conversa-
tion:
) In this m om ent I w as:not at all fine ... really fine

(M 1).
) Iw as:very unhappy ...very happy (M 2).
) Ifelt:very uncom fortab le ...very com fortab le (M 3).
) Iperceived m y situation:asoppressing ...asenjoyab le

(M 4).

U sing the O hanian (1990) scale, the sub jects judged the
salesperson’s com petence b ased on the follow ing state-
m ents:
) T he salesperson has b een:very inexperienced ...very

experienced (C 1).
) T he salesperson knew :alm ostnothing ab outthe prod-

uct...very m uch ab outthe product(C 2).
) T he salesperson w as:not at all com petent ... very

com petent(C 3).
) T he salesperson w as:notatallqualified ...very quali-

fied (C 4).
) T he salesperson gave m e:very poor inform ation ...

very good inform ation (C 5).

T o m easure trustw orthiness, i.e.a custom er’s judgem ent
as to w hatextentthe salesperson w as w illing to provide
valuab le inform ation, w e applied the follow ing state-
m ents b ased on the O hanian (1990) scale.S im ilarscales
are often applied to m easure trustw orthiness (e.g., Bier-
hoff/Buck/S chreiber 198 3;G ötsch 1994, p.25;K öhnken
1990, p.119;O hanian 1991;P latzköster1990):
) T he salesperson w as:notatallhonest...very honest

(T 1).
) T he salesperson w as:notatallstraightforw ard ...very

straightforw ard (T 2).
) T he salesperson w asstrongly interested:in ow n b ene-

fits...in m y b enefits (T 3).
) T he salesperson seem ed to b e:notatalltrustw orthy ...

very trustw orthy (T 4).
) Ican rely on the salesperson’srecom m endation:notat

all...totally (T 5).

T o m easure the attractiveness ofthe recom m ended prod-
uctw e applied a sub jective difference scale.W e w ere not

ab le to use a sub tractive difference scale, b ecause w e did
not know w hich option the salesperson w ould recom -
m end. P eter/C hurchill/Brow n (1993) provide a general
discussion ofthe quality ofsub jective difference scales.
S ub jects evaluated the attractiveness of the option rec-
om m ended b y the salesperson using the follow ing state-
m ents:

) C om pared to m y opinion b efore the salesconversation
I can im agine b ooking this trip (b uying this note-
b ook):lessthan b efore ...m ore than b efore (A1).

) Afterthe sales conversation Ihave gotthe im pression
that b ooking the recom m ended trip (b uying the rec-
om m ended noteb ook) is a w rong decision:less than
b efore ...m ore than b efore (recoded scale,A2).

) M y aptitude to consider this trip (this noteb ook) as a
preferab le purchase option now is:less distinctive ...
m ore distinctive (A3).

) After the sales conversation I assess this trip (this
noteb ook) as an attractive offer:less than b efore ...
m ore than b efore (A4).

) M y w illingness to recom m end this trip to Paris (this
noteb ook) to m y friends now is:less distinctive ...
m ore distinctive (A5).

T o evaluate the quality ofthe m easures presented ab ove,
w e conducted a LIS R EL confirm atory factoranalysis for
the fourm odelvariab les.W e prove reliab ility, convergent
validity and discrim inant validity follow ing the sugges-
tions of Anderson/G erbing (198 8 ); Bagozzi/Yi (198 8 ),
and F ornell/Larcker (198 1). T he m easurem ent m odel
provides an acceptab le fit to the data. G FI is slightly
b elow the som etim es postulated value of 0.9 (H om burg/
G iering 1996, p.13).T he T ucker-Lew is-Index (T LI) also
exceeds the recom m ended m inim um value of 0.9. All
factor loadings are statistically significant proving the
existence ofconvergentvalidity b ecause even the low est
t-value is highly significant(Bagozzi/Yi/P hillips 1991, p.
434).T he item reliab ilities exceed the arb itrary value of
0.5 (Bagozzi/Yi1991), and the factor reliab ility of each
constructishigherthan 0.9.In the literature tw o m ethods
are used to prove discrim inantvalidity.O ne m ethod con-
sists in analysing w hether each factor correlation ( † -
value) plus or m inus tw ice the standard error does not
include 1.T he othercriterion is thatthe average variance
extracted has to exceed the squared correlations b etw een
factors (F ornell/Larcker 198 1, p.46).T he values ofb oth
m ethods display adequate discrim inant validity.Table 1
givesan overview ofallrelevantcriteria.

3.3. Results

O urexperim entaim ed atinducing a positive m ood in the
firsthalfofthe sub jectsand a negative m ood in the other
halfofthe sub jects.T he m anipulation check proved that
the tw o experim entalgroups differed significantly in the
participants’m ood.People w ho w ere expected to experi-
ence a positive m ood rated their m ood at an average
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Factor loadings Factor correlations φ-value 

(standard error of φ-value) 

Factor Item

λ-value t-value 

Item 

reliability

Factor 

reliability

Average 

variance 

extracted

Coeffi-

cient 

alpha C T A

M1 0.88 16.95 0.82 0.95 0.79 0.93 

M2 0.90 17.72 0.79 

M 0.55 

(0.05) 

0.67 

(0.04) 

0.69 

(0.04) 

M3 0.86 16.41 0.73 

Mood 

(M) 

M4 0.87 16.74 0.74 

C 0.78

(0.03) 

0.79 

(0.03) 

C1 0.92 18.48 0.87 0.95 0.80 0.96 

C2 0.91 18.33 0.83 

T 0.79 

(0.03) 

C3 0.95 19.61 0.89 

C4 0.95 19.91 0.90 

Com-

petence 

(C) 

C5 0.86 16.54 0.73 

T1 0.69 11.91 0.61 0.91 0.68 0.91 

T2 0.78 14.21 0.59 

T3 0.87 16.65 0.68 

T4 0.75 13.46 0.67 

Trust-

worthi-

ness 

(T) 

T5 0.92 18.20 0.72 

A1 0.83 15.56 0.73 0.92 0.74 0.93 

A2 0.72 12.79 0.52 

A3 0.89 17.51 0.82 

A4 0.92 18.64 0.82 

Attrac-

tive-

ness 

(A) 

A5 0.91 18.28 0.79 

Goodness-of-fit measures 

χ² = 378.26 (p < .001), df = 146
GFI = 0.85 

AGFI = 0.81 

CFI = 0.95 

RMR = 0.048 

RMSEA = 0.082 

TLI = 0.942 

Table 1:R eliability,convergentvalidity and discrim inantvalidity ofthe m odelvariables

item value of 4.98 on a scale ranging from 1 to 7 , and
people expected to experience a negative m ood rated
their m ood w ith an average value of 3.11 (t = 9.011,
p <.0001).

W e estim ated the path coefficientsofthe structuralequa-
tion m odelshow n in F igure 1using the generalized least
squares LIS R EL-procedure (Jöreskog/S örbom 1997 ) to
separate these effects.W e firstestim ated the coefficients
b ased on the pooled sam ple and then separately forthree
sub groups.T he results of the pooled analysis m ight b e
b iased b ecause the ob servationsare notindependent.T he
first sub group consisted of the noteb ook data. T he
second and third sub groups resulted from the data w e
collected forthe situation “b ooking a trip to Parisforthe
parents” differentiated form ood ab ove orb elow m edian.
W e had to divide the “trip to Paris” sam ple into these sub
sam ples to test hypotheses H 4a and H 4b. Incidentally,
the m edian ofthe m ood scale w as exactly 4.0 on a scale
ranging from 1 to 7 w hich indicates a clearinterpretab il-
ity ofthe second and third sub sam ple.According to P ing
(1995, p. 337 ) this procedure (dividing the pooled
sam ple into sub sam ples) is adequate for testing a non-
m etric m oderating variab le. W e have to m ention that
dividing the “trip to Paris” sam ple into tw o sub groups
causesthe prob lem thatthe criterion N – q >50 (N = 60,
q = 24 estim ated coefficientsin the m easurem entm odels
and in the structuralequation m odel) w as notfully m et
(Backhaus etal.2003, p.364).T he statisticalresults of
the LIS R EL m odelsare show n in Table 2.

T here isno com m on standard forrequested goodness-of-
fit m easures of a LIS R EL m odel. NFI, C FI, and T LI

values exceed the often recom m ended values of 0.9
(H om burg/Baum gartner 1996, p.168 ).In tw o analyses,
the R M S EAis higherthan 0.05 (H om burg/Baum gartner
1995, p.17 2;H om burg/G iering 1996, p.13), b utother
authors refer to R M S EA values b elow 0.08 as b eing
acceptab le (Brow ne/C udeck 1993).T he squared m ultiple
correlations for structural equations R 2 for the three
endogenous variab les (com petence, trustw orthiness, and
attractiveness of the product) are w ithin the expected
ranges.W e consequently assum e thatw e have chosen an
appropriate m odelforourdata w hich allow s interpreting
the param eters.
) First w e analyse the direct effect of m ood on the

attractiveness of the product recom m ended b y the
salesperson.Forthe pooled sam ple, w e estim ated the
coefficient * AM = 0.268 (p < .01).T hus there is sup-
portforhypothesisH 1.
) W e m ultiply the coefficients to determ ine the strength

of the indirecteffects of m ood on productattractive-
ness via com petence as w ell as via trustw orthiness
( * C M · q AC and * T M · q AT ). In the case of m ood b elow
m edian and trip to Paris the indirectm ood effects are
com paratively low .
) W e also expected positive m ood effects on the sales-

person’s perceived com petence and trustw orthiness.
In the pooled sam ple, the param eters * C M and * T M are
highly significantly positive, supporting hypothesis
H 2.
) T he coefficients q AC and q AT, reflecting the strength of

the paths b etw een perceived com petence and prod-
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Structural equation 

model 

Subsamples 

Trip to Paris 

Coeffi-

cient 

Pooled sample 

(N = 240) 

Notebook 

(N = 120) mood above 

median (N = 60)

mood below 

median (N = 60)

γCM 0.443 (t = 3.96) 0.318 (t = 3.47) 0.551 (t = 2.94) 0.207 (t = 0.96)

γTM 0.659 (t = 5.98) 0.456 (t = 4.42) 0.523 (t = 2.70) 0.358 (t = 1.73)

γAM 0.268 (t = 2.55) 0.180 (t = 1.23) 0.184 (t = 0.89) 0.724 (t = 3.26)

βAC 0.381 (t = 3.18) 0.376 (t = 2.84) 0.349 (t = 1.69) 0.174 (t = 0.65)

βAT 0.297 (t = 2.69) 0.337 (t = 2.72) 0.456 (t = 2.22) 0.210 (t = 0.93)

γCM·βAC 0.169 0.120 0.192 0.036 

γTM·βAT 0.184 0.154 0.238 0.075 

Goodness-of-fit m e a s u r e s
NFI 0.994 0.990 0.993 0.994 

RMSEA 0.067 0.060 0.014 0.000 

CFI 0.997 0.997 1.000 1.000 

TLI 0.996 0.996 1.000 1.000 

C: 0.323 C: 0.214 C: 0.847 C: 0.262 

T: 0.450 T: 0.304 T: 0.739 T: 0.363 

M: Mood 

C: Competence 

T: Trustworthiness 

A: Attractiveness of the 

recommended product R
2

A: 0.705 A: 0.565 A: 0.511 A: 0.816 

γAM

γTM

M

C

T

A

γCM
βAC

βAT

Table 2:R esultsofa LIS R ELm odelto analyse pathsofm ood effectson the attractivenessofthe productrecom m ended by the salesperson

uct attractiveness and b etw een trustw orthiness and
productattractiveness, have positive signsand are sig-
nificantly positive in the pooled sam ple, confirm ing
hypothesisH 3.
) B efore testing the m oderating effect of the personal

productb enefit, w e analyse w hetherthere are any dif-
ferences in the strength of the direct path b etw een
m ood and product attractiveness ( * AM ) and in the
strength ofthe pathsb etw een com petence/trustw orthi-
ness and productattractiveness ( q AC and q AT ) in our
sub sam ples.U sing t-statistics w e only find significant
differences in the case of * AM . T his coefficient is
higher in the sub sam ple of m ood b elow m edian and
low personalproductb enefit(trip to Paris) than in the
sub sam ple “noteb ook” (0.7 24 >0.18 0, t= 2.045, p <
.05) and in the sub sam ple trip to Paris/m ood ab ove
m edian (0.7 24 >0.18 4, t= 1.7 8 0, p <.05).
) In hypothesis H 4a, w e postulated for the case of a

high personal b enefit from b uying the product that
m ood hasa strong indirecteffectthrough the salesper-
son’s credib ility on the attractiveness of the recom -
m ended product.C onsidering the situation “b uying a
noteb ook for ow n use” the coefficient * AM for the
direct m ood effect is not significant ( * AM = 0.18 0,
p >.1) and the coefficients * C M , * T M , q AC and q AT
for the indirect m ood effect are highly significant.
T hus there is also statistical support for hypothesis
H 4a.
) In hypothesis H 4b, w e expected forthe case ofa low

personalproductb enefita strong indirectm ood effect
in the situation of m ood ab ove m edian and a w eak
indirect m ood effect in the case of m ood b elow

m edian.T o testthis hypothesis, w e com pare the find-
ings from the tw o “trip to Paris” sub sam ples.Ifm ood
is ab ove m edian, w e ob serve a strong indirectm ood
effect through credib ility ( * C M , * T M , q AC and q AT
are highly significant), supporting the first part of
H 4b, and a w eak directeffect( * AM = 0.18 4).Ifm ood
is b elow m edian, the indirectm ood effectis com para-
b ly w eak, w hich isin accordance w ith the second part
of H 4b. In com parison, the direct m ood effect is
strong ( * AM = 0.7 24, p <.001).

3.4 . Discussion a nd Lim ita tions
O ur study proved em pirically thatitis advantageous to
induce a positive m ood in custom ers w ho intend to b uy
expensive utilitarian products to b e ab le to influence
them during the sales conversation.W e also show ed that
the effectofa custom er’s positive m ood is also positive
if the custom er does not have a high personal b enefit
from b uying an expensive product.

G iven these results w e have to ask to w hat extent the
results depend on the m ethod w e applied as w ell as
w hetherw e can transferthe results to othersegm ents of
the population or to other products. W e chose a role-
playing setting to sim ulate a realpurchase situation.As
oursub jects did notspend theirow n m oney ortheirpar-
ents’ m oney in b uying these products, w e assum e that
consum ers pay m ore attention to the argum ents m en-
tioned b y the salesperson in a realpurchase situation than
in our lab oratory situation.T hus w e m ay have overesti-
m ated the m ood effectin our experim ent, b utour study
only aim ed attesting w hetherpositive m ood has a posi-
tive or a negative effect on the extent to w hich a cus-
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tom eracceptsto b e influenced b y a salesperson.Accord-
ing to our results, the induction of a positive m ood is
advantageous. W e derived the hypotheses presented
ab ove from generalconsiderationson m ood effectsin the
situation of a sales conversation in retailstores, i.e.the
hypotheses w ere notspecifically form ulated w ith regard
to the exam ined productsorthe chosen sam ple.T hus w e
assum e thatourresultscan b e extended to otherproducts
and othersam ples.

W e m ust note how ever that our results cannot b e
extended to rationally acting people w ho have to give
other people reasons for their decision, e.g., purchasing
agents in industrialcom panies w ho are advised b y their
suppliers’salesrepresentatives.

4 . Conclusions

T he m otivation ofourstudy w asthe paucity in em pirical
research ab outhow m ood affectsthe influence ofa sales-
person on a custom er’s purchase decision.M any authors
agree on the generalhypothesis thatpeople in a positive
m ood are easier to influence than people in a negative
m ood, b utother authors assum e thatpositive m ood can
have negative effectsin the case ofa personalcontactsit-
uation.T he latterauthors pointoutthatpeople in a posi-
tive m ood are less w illing to help and are less polite.
T herefore, itseem s ofinterestto testthe generalhypoth-
esis in the com m ercialenvironm entofa sales conversa-
tion in a retailstore.

M any act on the assum ption that inducing a positive
m ood is only profitab le if one intends to sellexpensive
hedonic products.In the case ofoffering expensive utili-
tarian products, alm ostno effortsare m ade b y practition-
ers to induce a positive m ood in custom ers.G iven this
situation, m arketing practice should b e interested in the
question ofw hetherm ood induction m ightb e helpfulin
the case of expensive utilitarian products as w ell. Fur-
therm ore, w e considera purchase situation ofan expen-
sive productcharacterised b y a low personalb enefitfor
the custom er.U p to now there have b een no findings on
the question of w hether positive m ood is b eneficial in
thislattercase.

In ourexperim ent, w e used noteb ook com putersto repre-
sent typical expensive utilitarian products w ith a high
personal b enefitfor the custom er and b ooking a trip to
Parisforthe parentsasan exam ple ofan expensive prod-
uctw ith low custom er b enefit.T he theoreticalconsider-
ations suggested thaton the one hand, m ood has a direct
positive effect and, on the other, an indirect effect
through the evaluation ofthe salesperson’scredib ility on
the attractiveness of the product recom m ended b y the
salesperson.O urem piricalstudy provides the resultthat
m ood has b oth postulated effects.In conclusion, the con-
trib ution ofourarticle consistsin show ing the advantage
ofa custom er’s positive m ood in the cases w e have ana-
lysed.

B ased on ourresults, w e offerthe follow ing recom m en-
dations for selling com plex products in retail stores
w hich require an intensive salesconversation:
) In general, vendors of expensive utilitarian products

should try to induce a positive m ood in custom ers
b efore a salesconversation starts.
) Ifthe personalcustom erb enefitofan expensive prod-

uct is low and the custom er is put into a positive
m ood, itisalso necessary to have quite com petentand
trustw orthy salespeople. Even if a positive m ood
results in a tendency to overestim ate the salesperson’s
credib ility, there isno directm ood effecton the evalu-
ation ofthe recom m ended product.
) Ifthe personalcustom erb enefitofan expensive prod-

uctis low and the custom erasks fora sales conversa-
tion in a negative m ood, custom ersm ightm ake strong
inferencesfrom theirm ood to the attractivenessofthe
recom m ended product. T hus, suppliers should take
appropriate m easuresto avoid a negative m ood in this
constellation – even m ore than in the tw o situations
describ ed ab ove.

For further research, it w ould b e interesting to test the
relevance ofotherm oderating variab lesin addition to the
extent of personal product b enefit. In research of the
effects of m ood on processing inform ation provided b y
form alm edia, som e authorsm ention argum entquality as
a possib le m oderating variab le (Batra/S taym an 1990;
Bless et al. 1990; Bohner/C haiken/H unyadi 1994;
Bohner/H auschildt/K näuper 1993;H ow ard/Barry 1994;
W egener/P etty/S m ith 1995).Itw ould also b e interesting
to analyse w hether the m ood effectalso depends on the
strength ofargum entsin a personalsalesconversation.In
addition, otherauthorsargue thatinform ation processing
undertim e pressure differs from inform ation processing
w ithouttim e pressure.Asm any sales conversations take
place undertim e pressure, this aspectm ay m oderate the
m ood effecttoo (M ackie/W orth 198 9).H ow ever, w e did
notm anipulate these variab lesin ourstudy.
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