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STRUCTURED ABSTRACT
Purpose

Emotions have provided a foundation for many causative models in mgrkabtably
advertising, brand development and buyer behavior. However, models of customer
satisfaction have been dominated by cognition rather than affeichvihas been under-
researched in this context. Furthermore, a significant omissidreinurrent literature is the
impact of affective expectations. This paper seeks to contribitiakcdiscussion about the

role of expectations and anticipation in subsequent satisfactioncbyporating anticipated
emotions into a model to measure satisfaction.

Design/methodology/appr oach

A series of hypotheses relating anticipated and experiencetioes to satisfaction and
behavioral intention are tested in the context of a relativedin Imvolvement, hedonistic
service encounter in a longitudinal quantitative study involving 304 participants.

Findings

The results indicate that the emotions expressed by respondesrstiwhking about the
forthcoming event were significantly associated with post-e&pee emotions. Furthermore,
it was observed that positive emotions had no effect on satisfattidnthere was a
significant effect of negative emotions on (dis)satisfaction.

Practical implications

The results indicate a complex relationship between emotionsfasatis and behavioral
intention. Implications for management during the pre-consumption phasdisaressed,

including the benefits to be gained from pre-consumption communication that seegade e
with consumers by arousing anticipatory affect.

Originality/value

The paper makes a methodological contribution by using longitudinal re#tar than
retrospectively collected data of emotions, and uses an actuiglesencounter rather than a
hypothetical scenario which have limited many previous studies of emotions.

KEYWORDS: anticipation, experience, emotions, satisfaction, behavioral intention,
longitudinal
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THE EFFECTSOF ANTICIPATORY EMOTIONSON SERVICE SATISFACTION

AND BEHAVIORAL INTENTION

INTRODUCTION

The discipline of marketing has a long tradition of incorporating emstinto causative
explanations of behavior, for example, emotions have been shown to pragateint role in
explaining how advertising works and brands are developed (Hansen astéi&an 2007;
Lillander and Bergenwall 2002). There is evidence that buying gseseare influenced by a
buyer's emotional state and the emotions evoked by the product beingtedaBloemer
and de Ruyter 1999; Ladhari 2007a; Nyer 1997; Soscia 2007; White and Yu 20@&dYu
Dean 2001). Although importance has been attributed to emotions withoaa tange of
marketing theories, their role in understanding the antecedents of eussatisfaction
remains relatively under-researched.

The consumer as a rational processor of information has been a doomi@ogical
perspective in consumer research deriving from neo-classiocabmics (e.g. Bettman et al.
1998; Sheth et al. 1991). This is reflected in practices of custeatisfaction research, with
measurement instruments typically using items recording cegratvaluations, rather than
the emotions evoked by a service process (McFadden 1986). There hasdreasing
critical debate about the basis for this assumed rationalit) claims that consumers’
evaluation processes are too complex to be modeled using observaiia) matlicators (e.g.
Hands 2010).

The dominance of cognitive models of customer satisfaction hasdhedienged by
their apparent poor performance in predicting future behavioral intefBigné et al. 2008;
Ladhari 2007a, 2007b; Phillips and Baumgartner 2002). Some of this poor predistitye
may be explained by situational factors, for example afigatisuyer may no longer require a
product, or a dissatisfied buyer may repurchase because the timmnsasts of seeking an

alternative may be perceived as too high (Brady and Cronin 2001; Gnodifiaylor 1992).
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A more serious challenge to cognitive measures of custonisfastibn is that they fail to
adequately capture the complexity of consumers’ emotions.

The role of affect in satisfaction measurement has incrdgdiegn recognized. Beginning
with conceptual frameworks incorporating emotions, numerous studies haex)serisy
incorporated emotions into measures of service satisfaction (Man®@lared 1993; Oliver
1993). One significant stream of research has studied the emdiasial for satisfaction/
dissatisfaction in the context of service failure and recovBoglfoff 2012; Gabbott et al.
2011; Varela-Neira et al. 2008). There is increasing empiricaleaee that emotions may
better predict future behavioral intention than cognitive measum@sn{f-Lewis and Palmer
2008; White and Yu 2005; Zeelenberg and Pieters 2004). In the procegsaring the role
of emotions in consumers’ assessment of satisfaction, further apngestie raised about the
nature of the linkages, which this paper investigates.

The first significant omission in the current literature @ timpact of affective
expectations. There is now a long established literature on #@leyled by expectations in
providing a benchmark against which service delivery is assesambsiPaman et al. 1985).
However, disconfirmation approaches have predominantly taken a wegmispective, for
example, the SERVQUAL approach which has been widely replicatgéclzallenged, has
used predominantly cognitive measures of expectations and perceptisasviok quality
(Parasuraman et al. 1988). Although the importance of affectipectations has been
acknowledged in the buyer behavior literature (Bagozzi et al. 1RB&ren et al. 1994;
Mason and Simmons 2012; Wilson et al. 1989), it has been noted thaittiergmhpirical
research has been undertaken linking affective expectations ardcsiatis(Ladhari 2007b;
Mattila and Wirtz 2000; Phillips and Baumgartner 2002).

A second question arising is whether positive and negative emotiokededaring a
service process are extremes on a bipolar continuum, or whethewe@sitd negative

emotions are separate constructs and structurally differehein effects. The literature on
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buyer behavior and advertising response has recognized that posdivegative emotions
may be quite distinct and evoke structurally different responsesud@Gba 1998; Holbrook
and Batra 1987; Petzer et al. 2012). In the language of Herzbergydbatien of some
emotions may provide motivators, while other emotional states do nothegapacity to act
as motivators, but their existence is a prerequisite conditiorzlfdig et al. 1959; Swan and
Combs 1976).

A third neglected research issue to be addressed in thisipdperrole of timing in the
assessment of emotions. Measures of satisfaction have traditibeain recorded at one
point in time, although there is evidence that perceptions maygelveith the passage of time
(O'Neill and Palmer 2004). Emotions are experienced before consumptiuring
consumption, and may subsist in memory long after consumption. White (2010, ;ha391)
thus suggested that “more research is necessary to understangpdioe of emotions over
time ... Longitudinal studies that focus on actual customer behagavell as intentions, are
needed to progress knowledge in this area.”

This paper seeks to contribute critical discussion about the rodxpefctations and
anticipation in satisfaction measurement by incorporating pateil emotions. A series of
hypotheses relating anticipated and experienced emotions tcacadisf and behavioral
intention are tested in the context of a relatively high involvemeationistic service
encounter. The paper makes a methodological contribution by usingulingitdata rather
than retrospectively collected data of emotions, and uses an astuaksencounter rather

than hypothetical scenarios which have limited many previous studies of emotions.

CONCEPTUAL BACKGROUND
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Emotions, satisfaction, and behavioral intention

Although emotions have attracted interest as a basis for understahdiagtecedents and
outcomes of customer satisfaction (Bigné et al. 2005; LiljandeBaaadvik 1997; Mazaheri
et al. 2012; Oliver 1993; Phillips and Baumgartner 2002; Westbrook 1987)oikcept of
emotions is often poorly defined and delimited from the proximate cotstofiaffect and
feelings. Of the three constructs, affect is the most albstamprising “a non-conscious
experience of intensity, a moment of unformed and unstructured potd&tdlise 2005). A
feeling is a sensation that has been compared against prevpmrgerages and is essentially
personal and biographic, while an emotion is the projection and disptafeefing and may
be constrained by social norms (Shouse 2005). This research focuses on emotions.

In operationalizing emotions as a behavioral response, researcherdistmguished
between basic emotions and more complex secondary emotions (Ekmanza@d21971;
Plutchik 1991). While basic emotions may be capable of observatioadily beactions, this
is more difficult for higher order secondary emotions, consequently itientification
invariably relies on self-reporting and is subject to reportingdist. Izard (1977) sought to
combine basic emotions with complex secondary emotions by concepiyaizry emotion
as being a combination of several basic emotions. This approach hasexXieasively
replicated in consumer research (Lillander and Strandvik 1997; O1987; Westbrook
1987) and is used in this study.

Previous researchers have classified emotions into positive aativeegmotions with
a suggestion that they may represent distinct constructs th#mepolar extremes of a single
construct (Bagozzi et al. 1999b; Chaudhuri 1998; Phillips and Baumgartner). 2002
Differential effects of positive and negative emotions have beeil motespect of response
to advertising messages (e.g. Homer 2006), service failured@.drio-Lanza et al. 2009;
Schoefer and Ennew 2005; Varela-Neira et al. 2008) and hedonic sderigesee et al.

2008; Palmer and Koenig-Lewis 2010).
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A number of studies have investigated the impact of consumption emotions on
behavioral intention (e.g., Bloemer and de Ruyter 1999; Ladhari 2007a;189&r Soscia
2007; White and Yu 2005; Yu and Dean 2001). Affective elements of sttisfaare
important for evoking word-of-mouth communications (Ladhari 2007a; Nyer 1997);
influencing customer loyalty behaviors (Bigné et al. 2008; Bloeamet de Ruyter 1999;
Jaiswal and Niraj 2011); and complaint behavior (Soscia 2007). It leas Soggested that
some emotions may be motivators but others act as necessaryocsnd@tvan and Coombs
(1976, p. 26) noted that “consumers judge products on a limited set bltaettti some of
which are relatively important in determining satisfaction, whillkeers are not critical to
consumer satisfaction but are related to dissatisfaction wheormpance on them is
unsatisfactory”. The variables that cause, through their presermgsence, satisfaction or
no-satisfaction, may be different to those that cause dissatisfaction osabsfigtion.

Although the literature has suggested a distinction between aonyaitid affect, some
authors have pointed to the theoretical and practical difficultidsstmguishing themlt has
been questioned whether emotions can be forwidtbut prior cognitive evaluation (lzard
1977; Zajonc 1980)Without cognition, is it possible to evoke emotions, and at what point
does cognition become affect? Although an alternative view has been exphessedhition
is influenced by affect, from a practical perspectihe, cognitive appraisal theory has a long
tradition, with evidence that emotions are evoked by the evaluation spleefic event
(Bagozzi et al. 1999a; Lazarus 1991; Nyer 1997). In this study, we fodowed the
cognitive appraisal theory by proposing that thinking about a fortimgpavent and attending
the event trigger emotional responses.

With regard to satisfaction, the literature has posited saasfaction includes both
cognitive (evaluative) and emotional dimensions (Cronin et al. 2000; Laethaf. 2008;
Liljlander and Strandvik 1997). Whilst Bagozzi et al. (1999a) argusttisatinclear whether

satisfaction/ dissatisfaction is distinct from positive/ negatemotions, Oliver (2010)
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suggests that emotions are evoked alongside various cognitiveatemas in producing
satisfaction. This is consistent with the suggestion that tworigenedes of cognitive
function exist — intuition and reasoning. Following Kahneman, ‘Sysdtethinking relates to
intuitive thoughts which come to mind effortlessly, quickly and autaralyi while ‘System
2’ relates to reasoning which takes more time, is deliberattmnse and effortful (Kahneman
2003, 2011; Stanovich and West 2000). Similarly, Bagozzi (2006) proposes that emsum
follow two modes of information processing — reflective/ deliberatarel automatic/
preconscious. This suggests that the cognitive appraisal of aositean evoke emotions
quickly and effortlessly, i.e. automatically (System 1), whilsoaleading to cognitive
evaluations which take more time and effort, especially if theifspevent is novel (i.e.
System 2). Zajonc (1980) also proposes that emotions are respdosisi@ping cognitive
evaluations. This approach has been widely adapted in the literatgréddhari et al. 2008;

Lee et al. 2008; Mazaheri et al. 2012; Vinagre and Neves 2008).

Emotions, expectations and anticipation
The disconfirmation paradigm (Parasuraman et al. 1985) became aadbomiodel in the
study of customer satisfaction. However, the validity of expecstas an evaluatory
benchmark has been challenged. Conceptualizing expectations adeavsing has been
questioned, because a range of values may exist betantierpated, desired, and ideal
expectations (Swan and Trawick 1981). It may be unrealistic asune expectations in a
context where a respondent has no mental framework for formutatpegtations (Boulding
et al. 1993; Zeithaml et al. 1993). In practice, many studies ofctatmns have used
retrospective recall, which may be confounded by subsequent perceptipesformance
(Boulding et al. 1993).

The role of prior emotional - as distinct from cognitive - exgema has been

relatively under-researched (Phillips and Baumgartner 2002). @Gegrekpectations are
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based on functional attributes, and it has been noted that in the caswebfservice
encounters, functional expectations cannot be realistically envisagetkas the anticipated
affective outcomes, such as happiness or excitement, by beinggermeeal, may be more
easily conceptualized (Pham et al. 2001). Therefore, prospectivesbargemore likely to
rely on their feelings because these can be elicited inatedyglon exposure to a new stimulus
(Pham et al. 2001). Among the limited research into affectivecteqpens in the context of
customer satisfaction, it has been shown that affective expestatfluence satisfaction with
healthcare providers (Jayanti 1998), movie theatres (Ladhari 2007b) andrawpact on
students’ assessment of their experience (Klaaren et al..1S@di)arly, Wirtz, Mattila and
Tan (2000) proposed that consumers’ affective expectations of the quimumxperience
are influenced by situation-specific goals and the desiredisleof arousal affect their
subsequent satisfaction.

Appraisal theories provide a basis for understanding how affectipecttions
encompass consumers’ predictions about how they will feel during feerdcansumption
(Wilson et al. 1989). Many terms have been used to describe theptohdeture emotions,
including anticipated emotions (Perugini and Bagozzi 2001), anticipatacde femotions
(Hynie et al. 2006; Phillips and Baumgartner 2002), future affectipereences (Shields
2006), experiential expectations (Wilson and Gilbert 2003; Wilson €19&9), affective
expectations (Klaaren et al. 1994; Philips and Noble 2007), and affemtoasts (Buehler et
al. 2007). Researchers have distinguished betvegpectations and anticipation, with a
suggestion that expectations are a passive benchmark againstpetimrmance is assessed,
whereas anticipation may involve greater mental engagemensenvice process (Koszegi
2010). Emotions evoked by anticipating an event may form part ofethefibdis-benefit of
the substantive event (for example joy associated with an patgd vacation or fear

associated with anticipation of hospital surgery).
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Why is it important to gain a greater understanding of the roléfexdteve anticipation
for measuring satisfaction? One stream of research hasstadghat by holding aaffective
forecast, an individual’'s likelihood of subsequently experiencing thoséiam is increased
(Baumgartner et al. 2008; Brown et al. 199The linkages between pre- and post-
consumption affect were synthesized by Wilson and Klaaren (1992hein Affective
Expectations Model which proposed that consumers’ predictions about how neashrpl
they will get from a service encounter will influence how mtioh encounter is enjoyed.
Baumgartner et a(2008, p. 695) further noted that “Such a mental simulation might gladde
us, and anticipated joy may lead to experienced joy. This joy abéuture event is called
‘Vorfreude’ in German and ‘voorpret’ in Dutch (literally pre-jognhd it may be translated as
pleasant anticipation.”

A further stream of research has examined the role of expegtetions as motivators
for goal directed-behavior. Bagozzi and his co—researchersRagpzzi et al. 1998; Bagozzi
et al. 2000; Perugini and Bagozzi 2001) have proposed a model of goatdlibettavior
which extends the theories of planned behavior and reasoned actionuaynigaxpected
positive and negative emotions leading to behavioral desire whads leo behavioral
intention. Zeelenberg (1999) noted that anticipated regret impactdecision-making,
leading to risk-avoiding as well as risk-seeking behaviors.

Affective expectations might explain why an individual re-intetpror selectively
remembers an event (Klaaren et al. 1994), leading to post-consungviaumations of
satisfaction being influenced by affective expectations (Matind Wirtz 2000). Our
knowledge of the linkages between anticipated and experienced emotiondgeid by the
scenario-based methodologies adopted in most of the researchs stegated above.
Cognitive disconfirmation models have often been tested using rettiospeteasures of
expectations, which suffer because retrospective recall of @xtijpes are confounded by

experience (Boulding et al. 1993). Using simulations in which emotions aodur at a
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limited number of points in time has been described as unrealistause emotions typically
occur continuously during a service experience from pre-consumption texpEsience

(Phillips and Baumgartner 2002).

CONCEPTUAL FRAMEWORK AND HYPOTHESES
The constructs which we focus on in this study - emotions,faaimn and behavioral
intention - and their proposed linkages are shown in our conceptual mdeigure 1. The
first hypotheses replicate and validate associations found wiopse studies within the
context of a hedonic service experience. We then specify hypottedsisg to the focus of
our contribution to knowledge — the relative importance of pre-consumptiontivegand
affective appraisals on post-experience satisfaction and behavioralantenti

Our first set of hypotheses relate to the link between antadpainotions and post-
experience satisfaction. There is only limited empirical evadeof an effect of affective
expectations on post-experience satisfaction, and we build on thesstidiadhari (2007b)
and Jayanti (1998) to hypothesize an effect. Furthermore, althdwgghitérature has
suggested that positive and negative emotions may have differefiiials on satisfaction
and behavioral intention (Homer 2006; Varela-Neira et al. 2008; YamhdgNamkung 2009),
only a small number of studies adopt a longitudinal approach tcsabsesffects of emotions
over time. Homburg et al. (2006) concluded that the impact of emotiorsaded over time.
In contrast, Koenig-Lewis and Palmer (2008) revealed that overnih only did emotions
have a stronger effect on cognitive satisfaction, but they were albetter predictor of
behavior. White (2010) found that over time, positive emotions remaingdificant direct
predictor of behavioral outcomes. However, neither positive nor negatiggons remained
significant influences of cognitive satisfaction and negative iem®tdid not directly affect
behavior. The findings in the literature are inconclusive and masdgsa the emotions

evoked during and after a service experience. Mattila and \(\@@20) propose that post-
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consumption evaluations of satisfaction are influenced by affeettpectations. Thus we
seek to contribute to knowledge by investigating to what extent ematiaied before a
service experience affect cognitive evaluations and whetherveoand negative anticipated
emotions have differential effects.

Hla: Anticipated positive emotions positively influence satisfaction post-event.

H1b: Anticipated negative emotions negatively influence satisfaction post-event.

Anticipated Post-experience H4a"
Positive Positive Emotions
Emotions H2at
v
Satisfaction H5* Behavioral
Post-event ’ Intention
A
Anticipated H2b-
Negative Post-experience H4b-
Emotions Negative Emotions

Figurel: The conceptual model

We extend the first set of hypotheses by testing the sftdcanticipated emotions on
behavioral intention. There is considerable support in the literatggesting that anticipated
emotions predict behavioral intention (Richard et al. 1996; Rivis.e2(#l9; Wolff et al.
2011) and desires which is a strong antecedent of intention (Bagadz2000; Perugini and
Bagozzi 2001). A number of studies focus on specific negative anéidipatotions and their
effects on behavior, e.g. in predicting the adoption or avoidance of pro-enemtaim
behavior (Kaiser 2006; Kaiser et al. 2008; Kim et al. 2013; Zeelenb@9§), however
applications in hedonic services settings are scarce. Again, plereyossible differential
effects of negative and positive emotions as proposed by Bagozzi et al (1999b).

H2a: Anticipated positive emotions positively influence behavioral intention.
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H2b: Anticipated negative emotions negatively influence behavioral intention.

We repeat these two sets of hypotheses, but instead of looking @afféles of
anticipated emotions, we consider the effects fmist-experience emotions on satisfaction
(H3) and on behavioral intention (H4). Direct links between post-expezi emotions and
satisfaction have been found in a variety of services contextsasudiming (Ladhari et al.
2008), retail and shopping (Babin and Darden 1996); healthcare and hcspiteles
(Vinagre and Neves 2008); education (Palmer and Koenig-Lewis 201and&'iean 2001)
and festivals (Lee et al. 2008). The literature has also higbtigtite differing effects of
positive and negative emotions on satisfaction (Lee et al. 2008 R¢tak 2012; Vinagre
and Neves 2008). A number of studies have established that emotionsmogrburing the
service encounter directly influence behavioral intention (e.g. Finn; 2Zii&wal and Niraj
2011; White and Yu 2005; Wong 2004).

H3a: Post-experience positive emotions positively influence satisfaction post-event.
H3b: Post-experience negative emotions negatively influence satisfaction post-event.
H4a: Post-experience positive emotions positively influence behavioral intention.
H4b: Post-experience negative emotions negatively influence behavioral intention.

We next seek to validate the effect of post-experience sditsfaon behavioral
intention. The link between satisfaction in general and behavioral ioriehas found
considerable support in many service settings, including the heitelré and tourism sectors
(Boulding et al. 1993; Ryu et al. 2008); restaurants (Ladhari. &088), and festivals and
events (Kim et al. 2010; Schofield and Thompson 2007). The precedinguligeraview has
posited that satisfaction includes both cognitive (evaluative) eandtional dimensions
(Cronin et al. 2000; Ladhari et al. 2008; Liljander and Strandvik 1997). Howéeeeffects
of emotions and cognition as distinct constructs are not conclusivetferiterature. For
example, Kim and Moon (2009) found that cognitive satisfaction with cegeape aspects

had no direct effect on restaurant visitors’ revisit intentionmil&ily, Brady and Cronin
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(2001) concluded that cognitive satisfaction had no significant effelselavioral intentions
in their study across four service industries including dry clgar@amusement, photograph
development and fast-food. Others have found significant although naysaktrong links
between these constructs (Ladhari 2009 ; Palmer and Koenig-Lewis 2018nd Dean
2001). Hypothesis 5 seeks to gain more insight into the effects oftivegsatisfaction on
behavioral intention within the specific context of a hedonic service encounter.
H5: Satisfaction post-event positively influences behavioral intention

Models of goal-directed behavior suggest that anticipated positide negative
emotions can trigger intentions to perform certain behaviors, incretsngkelihood of
experiencing these emotions (Bagozzi et al. 1998; Baumgartrer 2008; Brown et al.
1997). There is little reported research evidence of anticipateticar® in service contexts,
and even less which has sought to link anticipated emotions with carssynost-experience
emotional state. This as an important link in our conceptual frankemnch seeks to gain a
better understanding of the effects on satisfaction and behaviteation of emotions at
different points in a consumer’s “journey” through a service expegieWe again distinguish
between the effects of negative and positive emotions (Bagoaki¥99b). In addition, our
study makes a methodological contribution by using longitudinal daéguriag emotions of
an actual service encounter.
H6a: Anticipated positive emotions positively influence post-experience positive emotions.

H6b: Anticipated negative emotions negatively influence post-experience negative emotions.

METHOD

The research context

The hypotheses were tested in a context associated with higa tdvositive and negative
emotions and in a research environment where emotions can be linkedniqua event

without excessive noise from other proximate events which might contbanesults. After
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considering a number of alternative research settings, the legesthwere tested in the
context of a UK university graduation ceremony.

A traditional British graduation ceremony is a distinctive evgpically involving well-
articulated and ritualized roles, celebrated with friends andlyfariti presents a major
transition point for students, marking a formal and ceremonial erfteiotime at university
before leaving the familiarity of their friends and surroundirggsnew careers (Rook 1985).
A graduation ceremony can simultaneously evoke a range of paasitiiveegative emotions
(Larson et al. 2001), such as happiness of being together with frieddea of going on
stage in front of a large audience. From a utilitarian pernsjee@ degree can be formally
awarded by the university sending documentation to the reciprehtharefore a graduation
ceremony can be seen as an “unnecessary” hedonistic astikith fulfils graduates’
emotional needs. However, although affective evaluations may forrmportant part of
attendees’ overall evaluation, they typically also evaluate fnmaitiaspects of the service, for
example the quality of the venue and general organization of the eéar @nd
Wertenbroch 2000).

In some cultures, young people would have had experience of pantigipatiumerous
graduation-type ceremonies before they reach early adulthood, tymatdligh school and
earlier. The hypotheses are tested in a UK context, wherepmogle attending a university
graduation ceremony at a typical age of 21 would have no previousenqgeerunless they
had attended as a guest of a friend or sibling or are postgratiuddats who have attended a
graduation ceremony following their first degree. In this study, @6#éspondents stated that
they had not previously participated in a graduation ceremony. dtle df previous
experience meant that knowledge to underlie functional, cognitive expectationsited |

However, participants could have anticipated emotions about the forthcoming
ceremony. Satisfaction and emotions resulting from participatian gnaduation ceremony

can have a range of behavioral outcomes. The possibility eatieg the experience will be
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limited to those students who participate in a further prograntudiysAs a distinctive and
identifiable event, participants in a graduation ceremony may reeoich attendance at
graduation ceremonies to friends who will graduate in the futureni@agand emotional

outcomes of attendance may also influence an individual's decisimmtmue involvement
with the university, for example through passive or active memigergshian alumni

association.

Exploratory qualitative research was undertaken with 10 gradwate$iad previously
attended a UK graduation ceremony in the past 3 years. Theyaskee to recall their
memories of the event in unstructured discussions. These werelegcamd analyzed to
identify recurring themes relating to cognitive and affecéivaluations of the event reported.
Among the positive emotions, participants noted their feelingsypfexcitement and pride,
while negative emotions included annoyance and anger, for exampéspect of lack of
facilities at the venue and perceived high prices for supplemertemys. Cognitive
evaluations were recorded in respect of waiting time duringehemony, general efficiency

of the event and registration, and the length of the ceremony which many considdoe)t

Procedure and Sample

A longitudinal, quantitative approach was adopted. Individuals who had redidteattend

their graduation ceremony at a large UK university were ctedaprior to the event and
invited to take part in the study. In the first phase, undertakéne two weeks before the
event, participants were asked about their expectations for tme, éweluding questions
about the emotions that they were currently feeling towardsartickhants had known for
about three weeks the grades that they would be graduating metlefdre the effects of
disconfirmation of grade expectations is unlikely to confound expentatind perceptions

about the ceremony. The decision to take part in the event hestplbeen made by the
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respondents, thus the role of anticipated emotions in the decision-makieggoannot be
inferred from this research.

Participants were followed up one week after the event withraailemessage inviting
participation in a further online survey about their experiences of the evemhides e-malil
was sent one week later. Of 2,649 graduates who attended ththiagpa ceremony, 493
(18.6%) took part in the first stage of the study and 304 (11.5%) completefdllow-up
survey. Thus the answers of 62% of the respondents could be tracketimwethis is
comparable to other longitudinal studies, which reported that betweerab8%0% of the
original sample also completed th¥ &tage survey (Bolton and Drew 1991; Maxham Il and
Netemeyer 2002; Palmer and Koenig-Lewis 2011; Rindfleisch et al. .2008)analysis was
based on 304 respondents for stage 2. Those for which responses were missing atestage 1
estimated using Maximum Likelihood Estimation (MLE). The samyads tested for bias and
was found to be a fair representation of all graduating studentseugowthe sample mean
age was slightly lower than for all graduating students (22.7 yeanpared to 25.2 years),
possibly explained by younger graduates’ greater propensitadotieir student e-mails and
to respond to online surveys and older graduates’ greater likelihood afjhathier work and
family commitments. There is also a slight underrepresentatf students who achieved

lower degree classifications. Table 1 shows a summary of key sampletehstias.
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Characteristic

Population

(Participants of
graduation)

n=2,649

(demographic information
available for n=2,543)

Stage 1

(2 weeks pre-
experience) n=493
(demographic
information
available for n=461)

Stage 2

(1 week post-
experience) n=304
(demographic
information
available for n=274)

Gender
Male 40.9% 36.7% 36.9%
Female 59.1% 63.3% 63.1%
Nationality
UK/EU 90.1% 93.7% 95.3%
Other 9.9% 6.3% 4.7%
Degree awarded
First 12.0% 14.9% 18.8%
2.1 42.0% 53.0% 52.2%
2.2 28.9% 28.4% 25.7%
Third or Pass 17.1% 3.7% 3.3%

Tablel: Sample and population characteristics

Measures

Numerous scales had been previously developed, tested and validatechsioremthe
constructs that form the focus for this research - emotionsfasdion, and behavioral
intention. Initial qualitative research involving previous attendees adugition ceremonies

was used to refine the measurement scales.

Anticipated and experienced emotions

Unipolar and bipolar approaches have been used in previous studies toeraastions.
Mehrabian and Russell’'s model (1974) employs bipolar adjectives fotiaral responses
which fall into three basic dimensions: pleasure, arousal and domirtdoaever, bipolar
approaches might be unsuitable for examining consumption experiehees positive and
negative feelings are evoked simultaneously (Babin and Darden 1998)roé&s1987), a
situation typical of a graduation ceremony where emotions of hapmnessadness maybe
evoked simultaneously. Therefore, a unipolar approach, based on K&d7% Differential

Emotions Scale (DES) and Richin’s (1997) Consumption Emotion Set dugded for this
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study. These scales have been widely used to measure emotions ievekedce settings
due to their flexibility and adaptability (Laros and Steenkamp 2Ddjander and Strandvik
1997; Mano and Oliver 1993; Oliver 1997; Westbrook 1987). Gratitude, envy angaaceo
were added as these emotions were expressed by recent gradimgtecomplete set of
emotions comprised: happiness, joy, excitement, pride, gratitude, a@hgene, envy, fear,
annoyance and sadness. Their order in the questionnaire was randomjtecht&ry factor
analysis confirmed the existence of two dimensions of emotions itivpoand negative,
consistent with previous studies (Liljander and Strandvik 1997; Oliver 1@8dlips and
Baumgartner 2002). This study measured the degree/intenstychfemotion on a 5-point
Likert scale from 1 (not felt at all) to 5 (very stronglyt¥€e.g., Bagozzi et al. 1999a; Laros

and Steenkamp 2005; Richins 1997).

Satisfaction

The literature suggested that cognitive evaluation of futueatevcan be more difficult than
affective evaluation and that unfamiliar objects elicit fewssoaiations than familiar objects
(Soderland 2003). As the majority of respondents had not previously takennpar
graduation ceremony, satisfaction was only captured after the, elefimed as a cognitive
post-experience evaluation (Anderson et al. 1994).

A multi-item scale was developed based on a review of théelimiterature on the
subject which was specific to graduation ceremonies and furtheedebn the basis of
preliminary qualitative research. In selecting items fos 8uale, care was taken to identify
phenomena about which individuals typically make cognitive rather fifectiae appraisals,
although it was noted in the literature review that many reBees have found difficulty in
strictly distinguishing cognition from affect. As an example, eonsidered the registration
process at the ceremony to involve essentially cognitive evahsaéind having very little, if

any affective consequence. The final scale included the folloviergs: waiting times,
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general organization, registration process, venue, staff attendamtéength of ceremony.
These items were presented in random order on a 5-point Likdet smging from 1 (very

dissatisfied) to 5 (very satisfied).

Behavioral intention

A number of possible behavioral outcomes are associated with attenalaacgraduation
ceremony. General questions were asked about respondents’ likelihood ékindeurther
studies at the university or recommending it to others. However, resptm#hese questions
may have been confounded by satisfaction with the university tbeeprevious years of
attendance, rather than specifically with the graduation cengni@navoid these confounds,
the analysis presented here is based on the likelihood of recommattdimggnce at a future
graduation ceremony to a friend. There is considerable supporhdouge of personal
recommendation as an important metric of loyalty resulting featisfaction (Reichheld
2006). Behavioral intention was measured using a one-item 5-point racgieg from 1

(very unlikely) to 5 (very likely).

RESULTS

Table Il presents the means, standard deviations and paired sangde results for all
constructs and items of our study. The mean for positive emotigngicGntly increases
from 3.75 pre-graduation to 3.89 post-graduation (t=2.97, p<.003). Closer inspectien of
separate emotions reveals that joy, pride and gratitude sagrilfiantensify after the event.

In contrast, for negative emotions similar levels of intensity are repprée and post-event.
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Stage 1 Mean Standard Stage 2 Mean Standard Paired Sig.

(pre-experience) Deviation (post-experience) Deviation Samples
t-values
1. Anticipated 3.75 .67 Experienced 389 .85 2.97 .003*
positive emotions positive emotions
Happiness 4.02 .68 Happiness 409 .93 1.27 .205
Joy 3.74 .84 Joy 3.96 .97 3.88  .000*
Excitement 3.69 .84 Excitement 3.68 1.10 0.03 .974
Pride 4.07 .75 Pride 4.17 .97 2.00 .046*
Gratitude 3.25 .95 Gratitude 3.51 1.12 3.83 .000*
2. Anticipated 134 47 Experienced 139 .74 1.10 271
negative emotions negative emotions
Anger 1.15 .38 Anger 1.23 .67 1.81 071
Annoyance 153 .71 Annoyance 155 .97 0.35 73
3. Satisfaction 367 1.06
Waiting time 3.47 1.07

General organization3.72 1.10

Registration process 3.88 1.06

Length of ceremony 3.63 .99
4. Behavioral Intention 456 .71

Tablell: Mean scoresand standard deviationsfor constructs, emotions and
satisfaction items,

The hypotheses were subsequently tested using Structural Equatibeling using
AMOS 19. The constructs of positive and negative emotions wereealltavco-vary as both
emotions could be evoked by the event. As the model included longitudatal
measurement error co-variances between stage 1 and stagedswangroduced for each of
the variables where measures were taken over time (Hair et al. 2007).

The initial confirmatory factor analysis (CFA) was applied@ssess construct reliability
and validity. Goodness-of-fit indices, suggested that the proposed nmmasuraodel fitted
the data well{*=201.362, df=118p<.000). The chi-squared value divided by the degrees of
freedom ratio for the measurement model was 1.706 and within themsrwhad range of 1
to 3 (Carmines and Mclver 1981). The comparative fit index (CFI=.968)incremental fit
index (IFI=.966) and the Tucker-Lewis index (TLI=.950) were allove .9 and the
RMSEA=0.048 was well below .08 (Bentler and Bonett 1980; Steiger 1989). r@nst

reliabilities (CR) ranged from .68 to .83, thus confirming adequaiability as values above
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.6 are usually considered sufficiently appropriate if other indicaibmnodel fit are good
(Bagozzi and Yi 1988; Hair et al. 2007). Convergent validity was sugpaitece the
estimated factor loadings for all indicators were signifi¢art001) (Anderson and Gerbing
1988). However, the following items were deleted due to low loadimgass (below .5):
‘staff attendance’ and ‘venue’ (from satisfaction scaleame’, ‘envy’, ‘sadness’ and ‘fear’
(from negative emotions scale). This suggests that negative ematiensore complex.
Recent research has suggested that three significantly difeets of negative emotions may
be evoked by a negative incident depending on who or what is the chtise service
problem (Petzer et al. 2012; Svaeri et al. 2011). The negative ematicasger’ and
‘annoyance’ which are retained in our research, can be clasa#iéexternal’ as they are
most likely to be expected when the service provider is blametiddantident (Oliver 1993;
Svaeri et al. 2011). All final constructs have an average variexicacted of>.5 and are
larger than the corresponding squared inter-construct correlatiomatest thus confirming
discriminant validity (Fornell and Larcker 1981). This confirms thasitive and negative
emotions (anticipated and experienced) are distinct constructs. @unstrabilities, average

variance extracted and inter-construct correlations are shown in Table Il

Construct Noof CR 1 2 3 4 5
items

1. Anticipated positive emotions 5 .83 .65

2. Experienced positive emotions 5 76 .79 o4

3. Anticipated negative emotions 2 68 -51 -45 55

4. Experienced negative emotions 2 .77 -20 -34 .45 64

5. Satisfaction 4 81 44 43 -54 -48 51

Note: Valuesin the diagonal represent the variance extracted

Tablelll: Construct reliabilities, average variance extracted and correlations
among latent constructs

Figure Il shows the results of the structural model estonatihich achieved acceptable

levels of fit §°=220.142, df=133; $.000, y%df=1.655, CFI=.965, IFI=.966, TLI=.950,
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RMSEA=.047). A summary of the findings with respect to the hypothessied is given
below.

The first sets of hypotheses sought to validate the existerme agsociation between
anticipated emotions and satisfaction/behavioral intention. Diffeteaftects of positive and
negative emotions emerged. We did not find evidence for Hla, as amtipasitive
emotions had no effect on satisfaction. However, negative emotionssigrdfecant negative
effect on satisfaction, thus confirming H1b (3=.-.28.05). This is consistent with the
findings of Liljander and Strandvik (1997) who in the context of a uiditaservice found

that negative emotions have a stronger effect on satisfaction than positive emotions.

Anticipated .36%*
Positive

Emotions

Post-experience
Positive Emotions

Satisfaction
Post-event

_.29***

Behavioral
Intention

Anticipated
Negative
Emotions

Post-experience
Negative Emotions

Note: *p<0.05, **p<0.01, ***p<0.001, Dotted line denotes non-significant relationship
Figurell: Standardized path estimates

In respect of behavioral intention, we found no direct effect of pated positive and
negative emotions, thus rejecting H2a and H2b. Post-experience pa@siintons had a
significant positive effect on behavioral intention (3=.86,01), thereby providing support
for H3a. In contrast, H4a was rejected as post-experiencévpasitotions did not influence

satisfaction post-event. H3b was supported as post-experience negatitiens had a
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negative significant influence on satisfaction post-event (3=p2%901), however, post-
experience negative emotions had no significant direct effect orvibeddaintention, thus

H4b could not be confirmed. The significant effect of post-experiens#iy® emotions on

behavioral intention and the insignificant direct effect of postsespee negative emotions
are supported in the literature (Jang and Namkung 2009; Yu and Dean 200YgaSore

suggested by Jang and Namkung (2009) is that respondents tend to avesdiegpregative
feelings, even in self-reported measures.

This study goes further by showing that there were also ctdaféects of anticipated
emotions on behavioral intention mediated by satisfaction and posiengeremotions.
Positive and negative emotions worked in structurally different wAgsicipated positive
emotions had an indirect effect mediated through post-experiencev@ositiotions on
behavioral intention, whilst anticipated negative emotions had an indifestdt mediated
through post-experience negative emotions and satisfaction on bahaatention. The
mediated structural coefficients were stronger in the caeegdath from anticipated positive
emotions to behavioral intention than from anticipated negative emotiorsettavioral
intention.

The results of this study validate the positive significant iekwveen satisfaction post-
event and behavioral intention for our context (3 =f201), thus confirming H5. The
results also show that post-experience positive emotions had targe&fact on behavioral
intention than satisfaction (3=.36p<.01 and R=.22,p<.01 respectively), thereby
demonstrating the important role of emotions.

Furthermore, it was hypothesized that emotions evoked in anticipati@nservice
encounter have a direct positive effect on post-experience exgedieamotions. Strong
effects were found, for both positive and negative emotions, thus suppdBa@nd H6b
(R=.80,p<.001 and 3=.43<.001). These findings are consistent with previous studies in the

domain of consumer behavior (Klaaren et al. 1994; Phillips and Baumeg@2®02; Wilson
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and Klaaren 1992; Wilson et al. 1989) which demonstrate that antatipatetions influence
experienced emotions. Furthermore, the effect of anticipated @rmotn post experience
emotions was greater in respect of anticipated positive emdhiangor anticipated negative
emotions. This confirms the results of Phillips and Baumgartn@092) scenario-based

studies using relatively small student samples.

DISCUSSION AND CONCLUSIONS

This research has contributed to our knowledge of the linkages betwetions, satisfaction
and behavioral intention. It has firstly confirmed the importanceffetiain evaluations of
satisfaction. Secondly, it has provided support for an associatioredretpre-experience
emotions and the emotions experienced after consumption. Thirdly,uthe leis expanded
on previous research by identifying differential effects of tiegaand positive emotions on
satisfaction and behavioral intention. Fourthly, the study has providednegidmsed on a
real life event within a longitudinal research frameworkihea than a scenario or
retrospective framework used in many previous studies. It hagaksdamotions associated
with an event dominated by positive emotions. Previous studies of ematioservice
encounters have tended to focus on environments with more pervasive negetiians, and
hypotheses have often been tested using an abstract scenario or rec&fiofeyemts.

It had been hypothesized that respondents’ emotions before a sarementer would
have an effect on their emotions after the encounter. There wagy support for this
hypothesis, particularly in the case of positive emotions. An indiidbase thoughts about
the forthcoming service encounter evoked positive emotions was likelgnie away from
the service encounter with positive emotions. This study was notaablglore the bases on
which individuals evoke specific emotions before the event. The natuee grhduation
ceremony, in a UK context, meant that most respondents had not pheyatiipated in

this type of event, and therefore their anticipation of theice encounter would have been
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derived through secondary sources, for example publicity matewatadking with friends.
An important management implication of this finding is the needs/tdee positive feelings
before an event, because this is associated with positive feelinghafesent.

This study found that positive and negative emotions have different cegcétusitive
emotions evoked after the service encounter had a direct efféethavioral intention, but no
effect on satisfaction. By contrast, negative emotions had an effiesatisfaction but no
direct effect on behavioral intention. This confirms the result&ilggnder and Strandvik
(1997) who found that negative emotions had a much stronger effect dacsatisthan
positive emotions. Positive feelings evoked by the service encowntt be expected to
directly motivate an individual to make further purchases/recomrntienda whereas the
negative feelings would not necessarily lead directly to non-purchase/non-rendatran.

A growing body of literature has suggested that cognitive messafrsatisfaction are
poorer predictors of behavioral intention than measures incorpordtety @.g. Bagozzi et
al. 1999a; Bigné et al. 2005; Bigné et al. 2008; Ladhari 2009; Palmer @enig<Lewis
2011; Smith and Bolton 2002;Wong 2004; Yu and Dean 2001). A strong direct effect w
found from post-experience positive emotions to behavioral intention, butwhsraeo direct
effect of post-experience negative emotions on behavioral intentioneueownegative
emotions did have an effect on behavioral intention when mediated thraigjacsan, but
even in this case, the mediated effect was less than the direct effect ekpasititions.

One implication arising from this study is that customers wifative emotions prior
to a service encounter may be predisposed to things going wrong th&iagcounter and are
subsequently more likely to be dissatisfied. Loewenstein and L0688, p. 629) note that
emotions are used to indicate which situations demand more attemitbrstate that
“Whereas happy feelings signal that ‘all is well’, negafeelings alert the body to the fact
that a problem needs attention.” They base their statement onsdiydgchwartz and Bless

who suggested that negative emotions generate more systgmutéessing than positive
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emotions (Schwarz 1990; Schwarz and Bless 1991). Positive emotions ohdahbastd, are
more likely to lead to seeing an event favorably through ‘riogeel spectacles. This implies
that emotional experience of an event is in the foreground of then@snt’s memory and
will lead to behavioral intention regardless of the cognitive @pals of the event, such as
excessive waiting time.

The findings inform debate about the nature of the customer statisf@onstruct. In
this study, negative emotions appeared to be a significant componeig)safisfaction, and
distinct from positive emotions which did not appear to be a component. xplamation is
that satisfaction comprises phenomena that are assessed cognitively but de tioe lpawer
to evoke emotions over the longer term. It was noted that cognitive isgipraisually
included in satisfaction studies may have little meaning irpteeconsumption phase where
respondents have no prior experience and therefore are unabladiicedigl form standards
against which cognitive appraisal of performance is assessed.n¥dysbe true for a
graduation ceremony, where for most participants the ceremonyl wauk been their first
encounter with this type of service. However, participants wkedylto have feelings about
the forthcoming ceremony, such as excitement and fear.

In this study, satisfaction was measured with reference toetfistration process, the
general organization of the event, waiting time and the lenftthe ceremony. In the
terminology of Herzberg’s model of motivation, these are largeygidne” factors. Waiting
time, for example, is likely to be a dissatisfier if exoessime is spent waiting, but reduced
waiting time is unlikely to be a motivator for future referp@havior. Such hygiene factors
are unlikely to stand out in memory, and in the framework of theatesthool of thought,
will become insignificant in memory recall as time passes by. This s@aglprovided support
for the notion that cognitive bases of satisfaction have only linaibdty to induce positive
behavioral intention. The construct of satisfaction had less effdntlwavioral intention than

positive emotions, which in this study was not linked to satisfaction.
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The findings of this study offer a number of actionable managemgatications. One
implication is that service design should aim to reinforce posgmwetions throughout a
service encounter, from initial anticipation through to post-consumptitacttien. Cowley,
Farrell, and Edwardson (2005, p. 1424) has described a process of “Bapeataimilation”
that may moderate any emotional dissonance. Affective assonilatay require marketing
communications to be more specific in detailing emotional benefitseatervice rather than,
or in addition, to functional descriptions of the service process.

This study, together with previous studies, emphasize the imporéncelerstanding
emotions as a marketing tool and for incorporating measures ofioesian research
instruments to assess satisfaction. Chaudhuri (2006, p. 29) noted thabnsmate
“permanent, fast, catchy and memorable” and that “cognitifendes are lowered by
emotional treatments”. Affect is the first level of responsécty directs subsequent behavior
and cognitive processing (Ray and Batra 1983). Zajonc (1980) statiedn individual has
little control over emotions once evoked and therefore in orderflicence behavior, firms
should aim to change affective states rather than only working on cognition.

Previous research has linked emotions evoked after consumption wstacsein and
behavioral intention. This study makes a further contribution by igergisignificant effects

on satisfaction and behavioral intention of emotionshigtire consumption.

LIMITATIONSAND FURTHER RESEARCH AVENUES

This study has a number of limitations. It focused on a high involvesanice
encounter in which positive emotions typically dominate over negativtiens.
Furthermore, due to the complex nature of negative emotions, thkigions presented in
our study are specific to the ‘external’ negative emotions ofraangeg annoyance, which are
pertinent from a service provider's view. Further replication studieshe structure of

positive and negative emotions and their effects would be usefulantaxt dominated by
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negative emotions, for example some aspects of healthcare. Stadidsalso explore how
these different dimensions of negative emotions change over time.

The study only measured affect at two points, and further réseautd investigate in
more detail the transition of affect over time, and whether therdey events which trigger
transition. The decision to take part in the event had alreadyrbade by respondents. Thus
the scope of this study did not allow investigation of the motivatiolerlying respondents’
reasons for attending a graduation ceremony, and the extent angl ofainkages between
goal-directed motivation and subsequent affect.

The research context was chosen in order to reduce the effqutsvious experience
on anticipation, but more remains to be researched on the generid§izabibffective
anticipation and the specific sources on which it is based in coméxte direct prior
experience. One source of anticipated emotions is recollectiomofianal reactions to
previous comparable situations, but more research is needed to amdlevkiat situations are
regarded as comparable, and the basis on which affective lgaatéya is made. It would
thus be valuable to replicate this study in different service settinggpeatrpurchase service
settings, where respondents have some experience about the saivace also likely to re-
use it.

In common with much research on emotions, there remains a probkdistioguishing
between cognition and affect. Emotions imply at least some cegngrocessing and
although this study has sought to distinguish emotions from morenaticognitive
evaluations of satisfaction, the possibility of the two constrbeisg conflated remains. In
addition, the use of self-reported measures may lead to an over-reporting ahemoti

A more significant question not addressed in this study is thetedfeindividual
differences in personality on the link between anticipated apdrienced emotions. While
the literature has discussed personality types in terms ddretitf types of emotional

disposition, further research is required to investigate how thistnidluence affective

28|Page



anticipation and the subsequent affective evaluation of an event, and nif@thexample,
some people are predisposed to overestimate future emotional reactions.

Another avenue for further research is to build on Herzberg's (1959)ythef
motivation and his distinction between “hygiene” and “motivating'tdes There may be
elements of satisfaction and emotions which act as motivatore wthiér elements need to

be present in a service encounter, and their absence evokes negative emotidgsfaftissat
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