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Fishbein and Middlestadt (F & M; 1995) proposed that all “noncognitive” influences
on attitude change are mediated through changes in beliefs and their evaluative
implications This proposal 1s evaluated in light of recent research into different
processes underlying mood effects on attitude judgments. Whereas some process
assumptions (mood congruent recall and mood-induced differences in processing
style) are compatible with F & M’s proposal, other influences cannot be traced to
changes in belief structure Instead, individuals’ mood at the time of judgment may
itself serve as a source of information, resulting 1n direct influences on evaluative
judgments.

Fishbein and Middlestadt (F & M; 1995) offered a defense of belief-based models
of attitude formation and change and raised a number of interesting questions
regarding the role of “noncognitive” factors. Specifically, they asked,

How do a variety of noncognitive factors, such as peripheral cues, cognitive
heuristics, emotional reactions, affective responses, classically conditioned reac-
tions, and attitudes towards messages, exert an influence? Do these other factors
influence attitudes only indirectly, through their impact on the cognitive structure
... or is there evidence for a direct link between these other factors and attitude
change? (pp. 183-184)

Although most researchers would consider the bulk of these sources of infor-
mation to be cognitive, F & M restrict the use of the term cognitive to “beliefs and
their evaluative aspects” (p. 185). As a result, peripheral cues (such as the expertise
of a communicator), cognitive heuristics (such as, “more arguments are better”),
evaluations of the message (such as attitudes toward the ad) and related variables
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are classified as noncognitive, along with emotional reactions, affective responses,
and conditioned reactions (p. 184). Of course, what is to be considered cognitive
and what not has been the topic of considerable debate in response to Zajonc’s
(1980) proposition that preferences need no inferences, but this debate needs no
reiteration. Rather, I focus on the impact of a clearly affective variable—namely,
individuals’ mood at the time of judgment. Specifically, I review research into the
impact of induced temporary moods on attitude judgments and ask whether mood
effects reflect a “direct” influence or are mediated through their impact on cognitive
structure. Recent research in social cognition indicates that individuals in a happy
mood report more positive attitudes than individuals in a sad mood. Moreover,
moods may influence how individuals process persuasive messages. I address both
aspects in turn.

MOOD AND ATTITUDE JUDGMENTS

Numerous studies demonstrate that individuals’ affective states may influence a
wide range of evaluative judgments, ranging from satisfaction with consumer goods
and the evaluation of other persons, selected activities, or past life-events to reports
of happiness and satisfaction with one’s life as a whole (see Clore, Schwarz, &
Conway, 1994; Schwarz & Clore, 1996, for reviews). Throughout, individuals
report more positive attitudes when in an induced happy mood rather than sad mood.
Two models have been offered to account for these effects.

One model maintains that moods increase the cognitive accessibility of mood
congruent material in memory (e.g., Bower, 1981; Isen, Shalker, Clark, & Karp,
1978). As a result, positive aspects of the attitude object are more likely to come to
mind under happy rather than sad mood conditions, resulting in a mood congruent
judgment. This model clearly holds that mood effects are mediated by the impact
of moods on cognitive structure in F & M’s sense of “beliefs and their evaluative
implications” (p. 185). However, mood congruent retrieval is a rather fragile
phenomenon that is most likely to be obtained for poorly structured autobiographi-
cal material (see Blaney, 1986; Clore et al., 1994, for reviews), whereas mood
effects on judgment are highly robust. Moreover, mood effects on judgments have
often shown patterns that are incompatible with predictions derived from mood
congruent recall models, as addressed next.

An alternative model traces mood effects on judgment to the informative
functions of affective states. Rather than computing a judgment on the basis of
recalled features of the target, individuals may use their apparent affective reaction
to the target as relevant information when making evaluative judgments, essentially
asking themselves, “How do I feel about it?” (Schwarz & Clore, 1983, 1988). In
doing so, however, they may mistake feelings due to a preexisting mood state as a
reaction to the target stimulus, resulting in more positive evaluations under pleasant
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than under unpleasant moods. If so, the impact of affective states on attitude
judgments should depend on the state’s perceived informational value. If individu-
als attribute their current feelings to a source that is irrelevant to the evaluation of
the target stimulus, the informational value of their affective state should be
discredited and their feelings should not influence the evaluative judgment. In line
with this hypothesis, Schwarz and Clore (1983) observed that the impact of mood
on judgments of life satisfaction was eliminated when participants attributed their
current feelings either correctly (Experiment 2) or incorrectly (Experiment 1) to a
transient source. For example, participants reported higher life satisfaction and a
more elated mood in telephone interviews when called on sunny days rather than
rainy days. The impact of mood on life-satisfaction was eliminated, however, when
the interviewer mentioned the weather as part of a private aside, thus directing
participants’ attention to this source of their elated or depressed state (Experiment
2). In addition, current mood, as assessed at the end of the experiment, was more
strongly correlated with judgments of life satisfaction when participants’ attention
was not directed to a transient source of their feelings than when it was.

Findings of this type (see Clore et al., 1994; Schwarz & Clore, 1996, for reviews
and Pham, 1994, for applications to consumer research) indicate that individuals
may use their current feelings as a basis of judgment unless the diagnostic value of
their feelings for the judgment at hand is called into question. This discounting
effect (Kelley, 1972)is incompatible with models of mood congruentrecall (Bower,
1981; Isen et al., 1978), discussed previously in this article. Note that the (mis)at-
tribution manipulations used by Schwarz and Clore (1983) only discredited the
implications of one’s current feelings, but not the implications of valenced infor-
mation about one’s life, which may have been recalled from memory. Being aware
that one’s current bad mood may be due to the lousy weather implies that it may
not reflect an overall negative state of one’s life. This attribution, however, does
not discredit the implications of any recalled failures, for example.

What does the feelings-as-information perspective imply for F & M’s question
about the role of noncognitive factors in attitude judgments? As the previous
discussion indicates, this approach treats moods and other feelings as sources of
information, thus blurring the distinction between cognitive and noncognitive
factors, and traces the influence of subjective experiences like moods (e.g., Schwarz
& Clore, 1983), bodily reactions (e.g., Strack, Martin, & Stepper, 1988), feelings
of familiarity (e.g., Jacoby, Kelley, Brown, & Jasechko, 1989), or experienced ease
of recall (e.g., Schwarz, Bless, Strack, et al., 1991) to their informational value (see
Clore, 1992; Schwarz & Clore, 1996; Strack, 1992, for reviews). Although this
conceptualization of the interplay of feeling and thinking may strike many as highly
cognitive (see Zajonc, 1980), it is not compatible with the overly narrow concep-
tualization offered by F & M, who essentially equate “cognitive processes” with
the limited set of operations posited by expectancy-value models (see F & M, 1995,
p. 199).
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MOOD AND THE PROCESSING OF
PERSUASIVE MESSAGES

In addition to serving as relevant information in forming evaluative judgments,
moods may influence the choice of processing strategies. Compared to individuals
in a neutral mood, individuals in a happy mood are more likely to rely on heuristic
processing strategies, whereas individuals in a sad mood are more likely to rely on
systematic processing strategies (see Clore et al., 1994; Schwarz & Clore, 1996,
for reviews). This influence can again be traced to the informative functions of
affective states (Schwarz, 1990). In a nutshell, we feel good when our current
environment poses no problem, but we feel bad when it does. The relation between
our assessment of our environment and our feelings, however, is bidirectional.
Hence, feeling good informs us that our environment is benign, whereas feeling
bad informs us that our environment poses a problem. In dealing with problems,
however, it is adaptive to pay close attention to details and to engage in a systematic,
bottom-up processing strategy. In contrast, benign situations require less attention
to detail and allow us to rely on general knowledge structures, thus fostering
heuristic, top-down processing strategies. The resulting differences in processing
style have been observed in a wide variety of content domains, including person
perception (for a review, see Sinclair & Mark, 1992), stereotyping (for a review,
see Bless, Schwarz, & Kemmelmeier, 1996), and persuasion (for a review, see
Schwarz, Bless, & Bohner, 1991), as well as the encoding of other social informa-
tion (e.g., Bless, Clore, et al., 1996).

In the persuasion domain, for example, individuals in a happy mood have been
found to be equally persuaded by strong and weak arguments, reflecting that they
did not engage in “systematic” (Chaiken, Liberman, & Eagly, 1989) or “central
route” (Petty & Cacioppo, 1986) message processing. In contrast, individuals 1n a
sad mood have been found to be persuaded by strong arguments but not by weak
arguments, indicating that they did engage in systematic message processing.
Importantly, these effects of mood on processing style are again eliminated when
individuals are induced to attribute their mood to an irrelevant source, unrelated to
the message (Sinclair, Mark, & Clore, 1994). These affective influences on proc-
essing style, in turn, influence the resulting cognitive representation of the message.
Their impact on attitude change can therefore be traced to changes in cognitive
structure. Accordingly, the differential attitude change resulting from mood effects
on processing style is generally compatible with F & M’s conclusions, although
the underlying processes differ from the specifics addressed by F & M.

CONCLUSIONS

As my comments indicate, mood effects on attitude judgments are pervasive and
may take a number of different forms (see also Forgas, 1992). First, moods may
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facilitate the recall of mood congruent material from memory, thus rendering
different “beliefs” accessible. Second, moods may influence individuals’ process-
ing style, resulting in different mental representations of the target. Both of these
influences are compatible with F & M’s assumption that affective influences are
mediated by changes in individuals’ cognitive structure (i.e., “beliefs and their
evaluative implications”; F & M, 1995, p. 185). As a third possibility, however,
moods and other feelings may themselves serve as a source of information that
individuals draw on, unless their diagnostic value is called into question. These
influences are not mediated by belief changes of the type addressed by F & M. Yet,
much as it is difficult to determine the boundaries between affect and cognition (as
the Zajonc-~Lazarus debate 1llustrated), it is only a small step from treating feelings
as information to subsuming the information that they provide under a broader
conceptualization of beliefs. Unfortunately, such attempts to reduce all judgmental
processes to the limited number of inputs and operations allowed by expectancy-
value models are unlikely to contribute much to our understanding of the processes
underlying the interplay of affect and cognition in attitude judgments.
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