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Abstract
The prime objective of this paper is to shed light on intaleaffect that consumers experience while making a
purchase decision, though unknowingly. In psychological tileea to be specific, affect in broader sense has
received ample attention, with “Schimmack and Crites (208&gting 923 references to affect between 1960
and 1980 and 4,170 between 1980 and 2000” (Cohen, Pham and Andrade, 2006¢ideutai affect has not
been treated with due importance. The data in this stuthemgal from 60 respondents indicate that incidental
affect plays a crucial role in influencing the decisionth@ consumers and can be further explored as a new
avenue of IMC. Researches on subliminal advertisementstigare conducted, but that even failed to evoke
satisfactory results, evoking suspicion and criticism. ltuaity, such studies have been conducted in
laboratories mainly and results have been found to behttmide implemented. Bridging up this gap, the
concerned study shows that incidental affect can bivatdt to bloom as a promising tool of future IMC.
Keywor ds: affective response, integral affect, incidental dffespulsive buying

Introduction
Theories of marketing communication, have, for long plagerole in persuasion and other sales supportive
activities. In most cases, such information, comeastan the form of advertisement, sales promotion, even
‘word of mouth’ and prompts us to take specific actions liati@ to this. At such a juncture, it seems thag it
quite easy to explain the underlying cognitive mechanism theeguiis process. But, when we are faced with
consumers who admit purchasing a product without prior pignwe need to think in a different way. Such an
area is not only less thought about in marketing, aat lalss studied. This makes up the focal point of this study.
As such, in the following paragraphs we will see thff¢ctive responses, especially incidental affect, ptays
major role in influencing the purchase decision of tbesamers, and how such affect can be infused in the
marketing messages to serve the end of the seller.

Past 15 years of consumer research has greatly matutedimderstanding of consumer behavior and has made
ample progress to move the researchaffact from being ‘just another’ field of researc@dhen, Pham and
Andrade, 2006jo a new dimension in consumer behavigffectis thus a way we all look at the world and a
better understanding of affect will lead us to better utaieding of the worldBower, 198). Further details are
explained in the following sections.

Purpose of the study
The prime object of this study is to reveal the impadtiticdental affect can have on the purchase decision of
consumers. Not only is the literature on incidentééch meager, but also has been treated in contemporary
psychological literature in a very casual way and cognjidgments pertaining to incidental affect have been
considered as ‘cold, inaffective’ staté®fgas, 199% Notable works on incidental affect include studies done
reveal the relation between incidental affect and tdskackaffect Garg, Inman and Mittal, 20Q5influence of
incidental affect on consumer’s food intak&gafg, 2007, the time for which incidental moods laBocheptsova

and Novemsky, 201@nd compensatory consumptiadodruffe, 1990 These studies are either partial in their
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treatment of affectGarg,2007 or skewed in terms of gendaV¢odruffe, 1990 As such this study intends to
throw light on those factors which are relevant to trention of incidental affect and the extent to wigadich
factors exert influence on the purchase decision ofdhswmers. Since, we cannot escape emotions in our life
we cannot escape affect. We will take up these factgarately, and as we proceed, we will explain the
purpose of studying these factors and will also highlight howill contribute towards the existing marketing
communication practices.

Literaturereview

Affect is not a new name in psychological literatudé.all the available obscure and prominent source=yd~
was one of the early scientists to mention affect inwdek. In ‘Beyond the pleasure principlpublished in
1920, Freud commented that affect is set in motion by a pribpeénsavoid what is unpleasurable to human
body and mind. Affect is thus a subjective state of mhet &rises from within the body, lasts for a few
moments, and leaves a trace that influences the fukttiens. Such responses are created out of prior
experiences, motivations and, in consumer contexts, lkdge about the product concerned. Clubbed with such
internal factors are the external factors like complefayiliarity, typicality, and novelty of information.nder
such a subjective state, when a person takes a decis®onpt always the outcome of cognitive mechanism, but
is called affective response. Affect is further clsgdiunder the following heads.

Integral Affectare those affective responses that are directiytedidrom direct encounter with the object,
representation of the object, or from thoughts oféiated object. Gohen, Pham and Andrade, 2006)

Incidental Affectre those affective responses that are not directlieteta the object . The “source of the mood
is unknown” and the responses may be elicited from a persorcurrent mood. Incidental affect may also
come from a person’s emotional dispositions and tempetamefrom any contextual stimuli associated with
integral affect (such as background music, pleasant,ster)” (Cohen, Pham and Andrade, 2006)

Pertinent researches on affect, as mentioned eaatierfew in number. It has already been mentioned that
incidental affect requires pre-existing motives, expedsrto come into play. Since, substantive processing is
involved in the process, preexisting ideas play a cruolalin matching the prior experiences to the target at
hand. In this case, it may be said that though the tangetha prior experiences may not be related, it affeets t
judgment of the consumer and such a condition is typicaleofidfinition of Incidental Affect asekperiences
whose source is clearly unconnected to the object to be evaluf@adien, Pham and Andrade, 200
contrast, typical and simple targets engage the consumarieuristic processing and hence, it involvesva |
affect infusing condition. Recent studies have provided enough rsuppdhis stance that more atypical or
complex targets give rise to incidental affect (Fort@82a, 1992p

Gradually, we move towards the focal point of the study,the. purchase decision and in what ways the
surrounding atmosphere affects the decision. Regarding atmespiherconsumers concentrate on the ‘total
product’ and ‘atmosphericsKgtler, 1974 is an important part of that and in certain cases, tm®sphere
becomes the primary product. Kotler, in his article remtr&ksatmosphere has been neglected by businessmen,
because they strongly declined to become poets fantasizihgatmosphere while conducting business and
partly because atmospherics are a ‘silent language’ andnierk® that such a study will affect the future
business prospects. We all, as consumers “tendjoy anshopping experience with supportive and friendly
shop assistants” and “more without the presence alvarbearing salespersorregndai & Crispen,2009who
actually bullies consumer rather than helping him.tidise factors have been collectively dealt with bydee
and Crispen (2009) in their comprehensive finding that “thespaesof an enjoyable, pleasant and attractive in-

store shopping environment increases the chances of ingblsying among consumers”. But this study has
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been conducted in relation to impulsive buying and natredeéd to incidental affect. Another important aspect
that is worth mentioning here is the ‘representaidss’ Cohen, Pham and Andrade, 2Q0@ractical
explanations will make it clear. Schwarz and Clat88Q in their experiment related to life satisfaction,
interviewed participants in different situations. Theyrfd that those respondents who were interviewed on a
sunny day gave better feedback about their lives, thae tlespondents who were interviewed on a rainy day.
This has been referred to as the ‘representative(féisaim, 1998, Strack, 1992

In the current study, we will consider only a few factmiratmospherics, which are strictly related to the study.
We will only consider how weathetefnperatur, music yolume, pitch and treatment at storesoftness and
smoothnegsinfluence the judgment of the consumers. Since thesthargtuational factors, and are perceived
differently by different consumers, such things collectivebntribute towards Incidental Affect. We have
already discussed that how weather influences people’satial of their lives. People actually hover around
with many intentions that are not likely to be matéred until situational factors ‘tip the scale’ for purchase.
The focal point here is the fact that how the abovetimeed factors are judged by consumers, will influence
their purchase decisions. Before, we conclude this discysse will review a few of the previous works which
concerns research related to consumer judgement. Ongnwéich Kotler lacks his study is the fact that his
work (1974 is void of any experimental findings and empirical resist, since this was one of the early
works regarding atmospherics, it has been studied extensivalsbgrchers and we will follow up with two
more researches that deal with the elements of atmaspleparately.

Globally studied in relation to the above-mentioned patars is the influence of music on how
consumers behave and purchase while music is being playeguen & Jacolf2010 found that consumers
spent more time in a flower shop when romantic musis played and that the time spent at the same store
declined when pop music was being played. In another &tmkemier, Marquardt and Gent(2008 found
the positive effect of music on purchase decision gfrttusic was happy and vice-versa. When melodious music
was played consumers spent more time at the store xprdssed a positive purchase intention. Though
Broekemier et al(2008) focused their study on purchase behavior of womenefurttinospection done on the
basis of the premises of impulsive buying and consumaside making provides a strong foothold for the
discussion to follow.

Theor etical background
Here in this section, we will explain the component elemehaffect and how they produce the output.
Components that play a crucial role in formation ofdeaital affect can be classified under two main heads.
These are: 1. External components and 2. Internal comgonent
External components: Affect, as defined in psychologitatdture is a state of mind which prompts people to
pursue the pleasurable and to avoid the displeasure. Tnésviben introduced in the marketing practices was
used to refer to the behavior under which the consumems dependent on their internal mood states, feelings,
as opposed to the advertising effects. Noted psychologista) soientists, social psychologists, and decision
researchers have for long concentrated on the subjectisfalemaking under uncertaintydvin, 2008. Apart
from Cohen, Pham and Andrade (200@gry few studies have mentioned the difference betwagous types
of affect, and also have failed to give a comprehengible about the component element of each. But, since we
are discussing incidental affect only, we will limit ousalission to the confines of incidental affect only.

In the previous sections, we have already discussed ‘plradss’, and ‘evaluation of the surrounding’. In this
section, we will discuss a few more elements: cognitdad, stress, and reference point. Of these three, the

‘reference point’ needs some special treatment whickyierid the scope of this paper. Before we start with the
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internal components of affect, we will complete howsstrand cognitive load makes their position as component
element of incidental affect.

Stress is another external factor that creates a defelimaffect. As defined in the opening paragraphs, thiettaf

is a state of mind that prompts people to pursue the pleésuaall to avoid the unpleasurable; further
clarifications will be provided in the lines to followhe propensity to avoid thenpleasurabléhas been referred

to as the‘compensatory consumptiorih the literature of consumer behavior. Though receatketing
academics have given ‘little attention’ to the topicamimpensatory consumptioVoodruffe,2006)interest in

this area of research is not something new @apoda et al.,1933; Caplovitz,1963However, our discussion
and previous definition of incidental affect (to avoid digglére) is very much in analogy with Gronmo’s (1988)
definition of consumption. i.e., a systemic lack betweensumption and needs and remarkedther than
satisfying specific needs, certain aspects of consumption mayabti#ons to a more general lack of need
satisfaction that is, to compensate for failure or weaknessesya# sort”. In context of purchase, Elliot (1994)
comes up with an idea that is further analogous to our discuskie remarks that important function of
consumption is to maintain consumers in a positive moagdhaindicates that it is widely used by people to
‘repair’ negative emotional states. So we can easifke out that affect is very much dependent on such
compensatory behavior. Next we embark on the issue ofta@gluad. This is external factor in the fact that it
is dependent upon the information that the marketer warasnvey. Depending upon the information that will
be passed to the consumers, and the nature of the pritickeliberative systentgwenstein, O’'Donoghue,
2007 will be affected. This in turn will determine how the samers will engage in decision making and hence
the creation of affect will be dependent on the inforomaprocessing. The efficiency of cognitive load depends
on how much it is capable of influencing the cognitive ciapaf the consumers. The cognitive capacity is an
internal component, and will be discussed in the nexiosect

Internal ComponentsSince, internal factors that create affect are vatitheir interplay that induce affect are
rather complex, we will start the discussion with pretes routes and will show how different elements are
processed giving rise to different forms of affect, amdhfthat point will segregate the elements that are crucial
to the formation of incidental affect.

Affect is mainly induced in the human beings at time wimdormation is processed under two main
routes: 1. Direct route and 2. Indirect route
The direct route which is activated when the consumegage in a direct processing of information, that is to
say that when the consumers are engaged in a routirleagarand hence, there is a little scope of affect getting
infused in the decision. Things such as price, necessityparpose are considered here and hence incidental
affect has the least chance of getting infused. Sopthgsdirect route as a component element of integrattaffec
and hence, we will put it out of discussion.

We will hereby move on to the indirect route which hasagrechance of infusing affect into the
decision making system and the components by which inaidaffiect is infused into the processing system are
described as:

Selective attentiorselective attention refers to the fact that the sjgeiciformation tend to get attention, while

we are processing the information under affectiveesthimind, we tend to pay attention to those details lwhic
are mood-related and affect-congruent details and bgtidue affect sets in.

Selective encodingselective encoding refers to the encoding of the affecgruent information that has been

acquired by the selective attention, and is encoded inther network of primed associations, which is capable
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of holding such information for a much longer time. For exanpt information involving an outstanding
message will be remembered for the celebrity endongkthee depth of the message.

Selective retrievalselective retrieval refers to the process of restief affect-congruent information. Such
information which was coded in the context of affecfivecess has greater chance of getting retrieved in than
other details.

Now, we will consider the variable that create affeotl awill explain how some of these variables are
responsible for the formation of incidental affect.

Familiarity: the name familiarity in this context is self-explanatdry context of affect, it is used to denote
whether information presented to the consumer has beeauntered before. If the information has been
encountered before and encoded depending upon the stimnlistbsequent exposure to it will give rise to
affect, which will be dependent upon the nature of tivaudi. If the information has not been encountered
before, then depending upon the familiarity with the subgestisumers will either pay attention to it or reject
Such information acquired will either manifest itseif an immediate gratification (in this case, purchase
decision), or will pave the way for a future purchase.

Complexity and Typicalitycomplexity and typicality refer to the fact that whgte of information has been
communicated. More the information is complex and leggdy it is, more time will the consumers spend to
compute a meaning out of the information presented. Héimees is greater chance of affect getting infused in
the process. This affect is not integral affect skfeelated affect, because, integral affect does not eetjuér
consumers to think on their choice because they hasadyl decided on their choice. Hence, it is clearttieat
affect is incidental affect.

Personal relevancethis is another important component of incidental affecoducts that are relevant to the
consumers will be processed via the central r(fdty and Caccioppo, 198and those which are not relevant
will be processed via the peripheral roRetty and Caccioppo, 1985Hence, information which will be
processed via peripheral route actually gives rise tdfect avhich is purely incidental.

Cognitive capacitythe cognitive capacity of the judge is another cruciefofa with substantive processing
playing a crucial role. We have already mentioned affgpends upon the information that is being
communicated. Forgas (1985) mentions in this respect ‘thien judges suffer from information overload,
need to pay attention to multiple inputs, are put under time pressuti@, other ways are impaired, they
typically adopt typically simplified..’processing techniques and while doing this consumer deerrced by
incidental affect. As such, the cognitive capacity matsegosition as a component of incidental affect.

M ethodology
Depending upon the accounts of previous research, we ronalthe hypotheses that will be tested. The main
hypotheses to be tested here can be described as:
1. Ho: Incidental affect has no effect on the purchase decifithe consumers.
H: Incidental affect heavily impacts the purchase decisf the consumers.
2. Ho: Under incidental affect, consumers rely heavily airthognitive capacities while making purchase
decision.
H:: Under incidental affect, consumers are left with liplecessing resources to judge their decisions.
The aforementioned hypotheses can be further brokenseweral sub-hypotheses and this will throw further

light on the issue at hand. As we go about addressinghypotheses, we will take up the individual elements
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that made up the main hypotheses, deduce sub-hypotheseth& existing literature and test those hypotheses
to reach a comprehensible conclusion.

Incidental affect depends upon how much a consumer feelththatoduct in question is relevant to him.
Depending upon the ways in which an individual engagedonmiation processing there are two routes- Central
Route and Peripheral Routedtty, Cacioppo and Schumann, 1P83 message effectiveness. Comprehensible
idea regarding these routes of attitude change comes frostutiies of Petty, Cacioppo and Schumann (1983).
According to these authors, a person engages the centlawoce s/he has considered the purchase of the
product in detail, his/her ‘diligent consideration’ and ‘true nsepita particular attitudinal position’ are crucial
to the employment of this system. As such, we canhssythe ‘deliberative systeni¢ewenstein, O'Donoghue,
2007 has a much more role to play.

In contrast, we have the Peripheral roletty, Cacioppo and Schumann, 1p&8attitude change. Attitude
change in this case does not occur because the persendaaged in careful consideration of the product, but
because s/he has madariple inferencéqPetty, Cacioppo and Schumann, 1p83&bout the outcome of the
decision. Apart from that there are various factors degide the employment of the channel; the associations
that different people make about themselves in conmewtith other persons play an important part. In such
cases, people tend to think in terms of imagehlenker, 1978 The peripheral route is expected to have a more
crucial role in purchase decision because more consttioughts give rise to more negative decisi(Biseriff
and Hovland, 1961and hence in many cases, purchase cannot be completednfdrimation travels via the
Central Route. On the other hand, the messages thakt wrawbe Peripheral Route have a greater chance of
getting accepted as purchase decision because consumedgictrese decisions under low involvement states
and hence little cognitive effort is spent to evaluatedrguments presented. Instead, the consumers coreentrat
on the allied factors like the prestige of the cetglendorser, his/her credibility and in many cases hyi this
process only that the consumer decides to purchasedthecpr Hence we can deduce the sub-hypotheses as:

1. Ho: incidental affect occurs when there is high involvetrand relevance of the product in question.
H: incidental affective occurs when there is low invahemt and relevance of the product in question.
2. Ho: Incidental affect follows Central Route to marketing rageseffectiveness.
H:: Incidental affect follows Peripheral Route to marketiressage effectiveness.
Now, as the information is passed via the Periphepatd? we are certain that the event involves ‘substianti
processing(Forgas,1995)On this basis we can say that more complex and lessatythie target is, the more
time will the consumers will spend to create a meanintgf the message presented and hence, there is a greate
chance of affect getting infused into the decision ofchresumer. Hence, we can deduce the hypotheses as:
3. Ho Purchase decisions under incidental affective statesirad do not depend on the complexity of
marketing message.
H;: Purchase decisions under incidental affective statesmaf dépend on the complexity of marketing
message.
4. Ho: The deliberative system is not affected by marketingsages and consumers have sufficient
resources to process such information.
H;: The deliberative system is affected by marketing message consumers do not have sufficient
resources to process such information.
We have already described in the literature review &wmmospherics play a crucial role in framing the decision

of the consumers, especially Kotler's (1974) account of ‘gbimeiscs’ and ‘representativenes€ohen, Pham
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and Andrade, 2006 Representativeness is a crucial element of incidaffeedt and needs to be tested. Hence,
we deduce our next hypotheses:
5. Ho: Under incidental affective states evaluation ofihechase object do not depend on the evaluation of
the surrounding atmosphere.
Hi: Under incidental affective states evaluation ofgihechase object depends on the evaluation of the
surrounding atmosphere.
6. Ho: Under incidental affective states of mind, incidergfkct is not easily transferred to the target
object.
Hi: Under incidental affective states of mind, incidenttcifis easily transferred to the target object.
All of us had experience of purchasing a product, for winehhad no prior purchase decision, but purchased
that product under impulsive urges. According to Schiffmad Kanuk 2007, consumers are more likely to
judge the situations, defining feelings in terms of joypéhdove, fear. Apart from the above-mentioned factors,
we hypothesize that impulsive buying is affected by fggliof stress and joy. Such response is analogous to the
properties of the ‘hot cognition’ systerhogewenstein & O’'Donoghue, 200Hence, we put forward our next
hypotheses:
7. Ho: In case of purchase decision under incidental affectatesbf mind, impulses do not play a major
role.
H: In case of purchase decision under incidental affectatessbf mind, impulses play a major role.
8. Ho: Incidental affect is not accentuated by feeling #ss or enjoyment.
H;: Incidental affect is accentuated by feeling of stoessnjoyment.
Based on the prior discussions, we hereby addresscaldssue- matching of pre-existing concepts. We will be
hypothesizing that the consumers develop a familiavityatds the stimuli which they had previously seen and
either responds to such stimuli in a positive mannemoa oegative manner, there is usually no ‘in-between’
response for these feelings. It has been found that maesetmood states give rise to greater ‘levels of
arousal’ 6rull, 1983 and hence, better recall. This event of ‘better recall be attributed to incidental affect, as
we have already mentioned that incidental affect requioee complex and atypical stimuli, and more complex
the stimuli is, the more intense is the thought-mecénother focal point is ‘whether or not the context i
recalled at the time of judgmenPdcheptsova & Novemsky, 201This becomes critical because if experiences
of a judgment made earlier are present at the timesa&fign any evaluation at the present, ‘memory-based
judgments are likely to incorporate incidental affeBb¢heptsova & Novemsky, 2018s such, we put forward
our hypotheses related to this:
9. Ho: Pre-existing ideas when re-exposed to consumers, consdmed treat such ideas in a positive
manner.
Hi: Pre-existing ideas when re-exposed to consumers, consuigarsuch ideas in a positive manner.
10. Ho: Consumers do not develop a familiarity towards concernalpts when re-exposed to pre-existing
ideas.
H;: Consumers develop a familiarity towards concerned progiieds re-exposed to pre-existing ideas.
11. Hyo: When re-exposed to pre-existing ideas, consumers engageelesnm heuristic processing of
information.
Hi: When re-exposed to pre-existing ideas, consumers engagedlves in substantive processing of

information.
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But, how do consumers choose their options. LoewenatalnO’Donoghue007) proposed that the consumers
are usually myopic in their choice, while making decisiand show a lack of aversion to loss when faced with
situations regarding immediate or later paybacks. Anddature of incidental affect is lack of aversion tcslos
People under incidental affective states will shows lagersion to loss and will indulge in more impulsive
behavior. Hence, we put forward our hypotheses:
12. Ho: Under incidental affective states of mind, people lmokuture rewards.
Hi: Under incidental affective states of mind, people lookrfonediate rewards.
13. Hy: Consumer’s behavior under incidental affect has been foanie sensitive to probability of
outcome.
H;: Consumer’s behavior under incidental affect has beendf to be insensitive to probability of
outcome.
14. Hy: Under incidental affect, consumers do not display a laegk@fsion to loss.

H:: Under incidental affect, consumers display a lack ofsiee to loss.

Research Design

a. Research approach: A quantitative design was used fasttig. It involved collection of primary data
from the respondents with the intention of extending rémilts to a wider population. As such, a
guestionnaire survey was deemed suitable for the purpose.tBmaim of the study was to generalize
the role of incidental affect in purchase decision, antjiadive method was adopted. Further the data
that resulted was subjected to statistical analysigpoesent it and to elaborate on the relationship
between them.

b. Research Participants: A total of 60 participants werekahtonveniently from Kolkata region. Only
consumers within the age group of 20-40 years were sel@dtediparticular age group was selected
because this age group focuses on various factors like soletl, apparel design among many others.
As Gerald Zaltman and Robin Higie Coulter (1995) pointed outthimught occur as images, this age
group tend to link products with different images that ase@ated with social status or as a mark of
excellence or with aristocracy. This becomes evidenenwrnst Dichter another researcher on
consumer behavior, completed his research with Chryskkdimked convertibles with mistresses and
sedans with wivesThe Economist, 20}1Prior appointment was fixed with the willing respondents
and guestionnaire containing purpose and instruction was hawdedoothem. Further information
about the respondents is described in Table 1.

c. Measuring instrument: The responses were collected usiqgestionnaire. The questionnaire was
divided into three sections. The first part containedeggrinformation about the respondents that has
been described in Table 1. The next two sections detltincidental affect and integral affect and
contained 16 and 21 questions respectively. The questiorntteitast two sections measured the
respondent’s response regarding incidental and integral affieetresponses were collected using a
five-point Likert Scale. Using closed-ended questions ifatéld the collection of data and easy
analysis.

d. Reliability: The concerned questionnaire has been teftedeliability using Cronbach’s alpha.
Cronbach’s alpha is an index of reliability associatedh wiriation accounted for by the true score of
the underlying construct. This questionnaire had a Cronbalgtia coefficient of .865 which indicates

that the questionnaire can be considered good enough toyempl
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e. Research procedure: The questionnaire was handed overgsploadents on the weekends, especially
on Friday evening and Saturdays, and usually withihafGnonth, when people are in spending spree.
The questionnaires were handed over to the respondents ancegqured to fill it up in the presence
of the interviewer.
Statistical analysis:
The data gathered was analyzed using statistical test€lhi-square at 5% significance. The hypotheses were
tested on the basis of the Chi-square. Other stafisiists include regression analysis for model fit and
correlation tests. Data was analyzed using three diffe@nputer applications- IBM SPSS, SPSS AMOS, and
R Studio.

Results & Discussions

From the computed value, we can conclude that inciderfidtdfas a significant impact on the purchase
decision of the consumers. Table 2 shows the resuthi square test at 5% significance.

Apart from the abov&X? values, significant regression values have been foundebat ‘excitement’ and
‘peripheral’ (F=.691), which means that the elements of ‘excitement’, fomele, a favorite product, a long-
sought product enters the consumer’s cognitive systempetigpheral route, as hypothesized. Also, good
experience with a product, leads to better purchase deasbrronsumers use little processing resources. As
such, information travels via peripheral route. Significahthas been found between ‘satisfaction’ and
‘peripheral’ (F=.673). On the other hand, interesting negative coroeldtas been found between ‘price’ and
'purchasedecision’ {£-.20), which indicates that consumers do not consider prit® a major factor while
considering purchase of a product which induces an ‘excitenrefier. This virtually removes the possible
outcome of integral affect while considering the purchaean above-mentioned product. Insignificant
correlation (though positive) has been found between ‘dissoant ‘purchasedecision’, which indicates that
impulsive purchase has a little role to play in affertiesponses.(PCC=.205)

Crucial relationship pertaining to the establishment of pynpaemise is the relation between ‘service’ and
‘purchasedecision’ {r=.601) which indicates that positive evaluation of the remvhent is transpired into
purchase decision. This makes incidental affect much pesrhin purchase decisions. To further strengthen the
stance of incidental affect. Insignificant correlation s hdeen found between ‘firstproduct’ and
‘excitement’(PCC=.035) and between ‘urge’ and ‘firstproduct’ (PCC=.185), hwimdicates that incidental
affect doesn’t come into play in case of specific producth wie-existing ideas, like pleasant experience at
store, a surprise gift, or even a bad experience. Funttteueaging results have been found between a new set
of variables. As hypothesized, incidental affect isemtuated by feelings of stres&<(B01). Analogous to this
finding are the feelings of ‘upset’ which means that incideaffact is accentuated by feelings of being ‘upset’
(r’=.682). At the same time integral affect is quite functianatase of ‘cautious’ shoppers’%r700) which
means that integral affect is functional where thsrsufficient cognitive space. The linear relatiomwaen
impulses and purchase decision can be pictorially reptexs@s given in Fig.1

The relation between information processing stylecmdputed variables can be expressed as given in Fig.2
Another important relation between Central route and PedpReute and the computed variables can be
represented as given in Fig.3.

Discussion

Before we round up the discussion, few pertinent issuestodael discussed which will further reinforce the

necessity of conducting research on affect. Such a stiltdyhet only help to construct a comprehensive
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structure of affect, but will also help to unfurl a whalew horizon to the practice of IMC. As the above study
shows thatwindfall gainstriggered by discounts are purely impulsive purchase andffeatige. We have
already established that impulsive behavior has a fitfle to play in affective responses. Hence, we can deduc
that giving discounts does not necessarily ensuretaffexesponses. The reason why affective responses have
been considered to be better than impulsive respondies fact that impulsive behavior has always a negative
feeling, a repentance, associated with it and this tateacts a source of negative affect. But, incidentalcaff
rarely has such negative feeling. Also, there is enoudjedtion that price is not a concern for the age group
studied. This means that once affect has been successfuligd, consumers are ready to move to any limits to
pursue it. This leads to even an intense question. Howafteet be infused so efficiently? Any comprehensible
answer to this question would be mammoth, but in a ellitshcan be said that as Kotlekr974 pointed out that
‘atmospherics’ should play an efficient role, we shouldcemtrate on the surrounding environment and try to
make it more pleasurable. Again defining the term ‘pletde’ would require mammoth space, it can be said
that since such pleasurable environment readily trarsspite the purchase decision, it should be treated with
utmost enjoyment. Not only will this pleasurable situamsure current sales, but will also ensure futuessal
as incidental affect is dependent on pre-existing motindsgperiences.

Limitations and futur e resear ches

Though the future of incidental affect seems quite promjdimere are certain obstacles in its way of being
studied widely. Affect is actually a psychological concept #s study in consumer aspects includes intensive
laboratory study as well as intense medical introspecfidiis makes the study tough to continue because
implementing medical procedures in consumer behavior mhbkegs more obscure. Also, it needs mentioning
that results obtained in the laboratory are tough teneikto the marketplace. Researchers should carefutigtsel
the issues from the unfathomable pool of affect. One aveh that requires introspection is the complexity of
the messages and how complex should the stimuli be sdareutee proper affect in consumers. In conclusion, it
can be said that the journey of affect is long and futwearehes should be directed so that new dimensions can
be explored.
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Tablesand Figures:
Table 1: distribution of age, gender, occupation and income

Gende Age Occupatiol Income (in INR
Male | Femal¢ | 20- 30- Marriec | Paid Busines | Student/Traine | <10,00( | 10,00(- | 20,00(- | >30,00(
30 40 employment 20,000 | 30,000
years| years
38 22 32 28 32 54 3 3 8 10 12 30

Table 2: Computation of X? value

Resear ch hypotheses X? value | Degrees of freedom Computed X° | nference

Purchase decisit 12.59: 6 2.61¢ Hoaccepte
Procesing resource 49.8( 35 76.11 Ho rejectel
Involvemen 11.07 5 13.32 Horejectel
Message rou 50 35 67.1] Ho rejectel
Complexity of messay 17 9 21.7( Ho rejectel
Deliberative systel 17 9 17.62: Horejectel
Impulse: 23.6¢ 14 20.3¢ Hoaccepte
Stress<& Enjoymen 30.1¢ 19 487 Horejectel
Information processir 58.1: 42 106.5: Horejectel
Immediate rewar 11.07 5 11.1¢ Horejectel
Lack of loss aversic 23.6¢ 14 53.7( Horejectel




International Journal of Interdisciplinary and Multidisciplin&tydies (1JIMS), 2015, Vol 2, No.9,12-23.

A A A S A

Fig 1: relationshigween ‘IMPULSES’ and other observed variables
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Fig.3: Relation between routes of message efficiency beereed variables
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