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FEELING GOOD FOR NOT KNOWING VS. FEELING BAD FOR KNOWING
MARIA STAVRAKI, PH.D.

The present talk is centered on the effect of emotions on persuasion. Scholars of emotion
have noted that emotional states are typically associated with a diversity of appraisals.
For example, curiosity and hope are pleasant emotions that are associated with doubt,
whereas disgust and helplessness are unpleasant emotions that are associated with
confidence. The influence of these emotions on persuasion is diverse, and even counter-
intuitive, depending on the appraisal that is momentarily salient. Precisely, when people
focus on the certainty or pleasantness appraisal of their emotion thinking is reduced,
while when they focus on uncertainty or unpleasantness thinking is increased. These
processes occur when emotions precede a persuasive message. When emotions follow a
persuasive message, the aspect of the emotion that is salient can make people either use
or not their thoughts in forming attitudes. Precisely, when people focus on confidence or
pleasantness appraisals associated with emotions they validate their thoughts to form
attitudes, while when they focus on unpleasantness or doubt of emotions they invalidate
thoughts. To conclude, through a series of experiments it is shown that emotions can
have different (and even opposite) effects on attitudes and persuasion and that they can
operate through different psychological processes depending at least on two moderating
variables: the appraisal of the emotion that is made salient at the time and whether
emotions are introduced before or after thought generation.
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Dr. Maria Stavraki is Assistant Professor at the Department of Psychology at the
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