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1. Introduction 

To buy or not to buy? Yes, buy it, without thinking too much. It is much easier to 

make a decision when people face an easy decision or in a happy mood (Harle & 

Sanfey, 2007; Savadori, Rumiati, Bonini, & Moglia, 1999; Schwarz & Bless, 1991). 

But when people are in a sad mood or face with a more important decision, they 

might make the decision differently (Gardner, 1985; Harle & Sanfey, 2007). How do 

people make a decision under different situations is viewed as an important question 

(Isen, 1993; Schwarz, 2000). 

Decision process has been studied in many different disciplines, such as 

Economics, Psychology, and marketing behavior. A growing body of research has 

indicated decision process is influenced by two major factors: (1) cognitive factors, 

such as decision importance, time pressure etc. (Bellman & Park, 1980; Bettman, 

Luce, & Payne, 1998); (2) emotional factors, happy, sad or angry (Clore & Huntsinger, 

2007; Forgas, 1989; Lerner & Keltner, 2001). These two factors may influence 

decision process independently or have interaction on each other (Isen, 1993; Schwarz, 

2000).  

According to the literatures, how the emotion factors influence decision process 

had been investigated in different studies. The results of those studies showed 

inconsistencies of the emotional effect on decision process (Bless, Bohner, Schwarz, 

& Strack, 1990; Isen, 2001). However , Isen (1993) and Forgas (1991) both 

commented that the decision importance might explain the inconsistency of the 

emotion effect. They suggested that when people feel the decision is important or 

personal relevant, it can increase the motivation for them to do the task. While the 

motivation increased, the emotion effect will be mediated. The happy emotion will 

lead the decision process into less heuristic process and sad emotion will result in 
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seeking for a reward outcome. 

Although some studies had investigated the influence of either happy emotion or 

sad emotion on decision process, no study had used the same task to test how these 

two emotions influence consumer decision. Moreover, no study had investigated if the 

two emotions’ effect can be mediated by the different decision importance on the 

same decision task. By giveing different decision importance to motivate different 

motivation level, the researcher investigated the complex interplay of emotion, 

cognition, and decision making. Both psychophysiological effects and decision 

strategy via eye movement patterns are explored. By manipulating the emotion states 

and decision importance, the different eye movement patterns and 

psychophysiological effects were expected. Those components are introduced as 

following.   

 


