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ABSTRACT
This research explore the impact of affective and physiological arousal on price fairness judgments. 

High arousal participants were more likely to anchor on external reference prices (i.e., cues to price information 
available in the environment, such as a posted price), and thus indicated higher fair price judgments when external 
references were higher (and lower fair price judgments when external references were lower). 

High arousal appears to lead consumers to myopically ignore internal reference prices (i.e., it reduced their reliance on 
recalled price cues). High arousal did not correspondingly increase apparent reliance on external references, nor did it 
increase the perceived diagnosticity (i.e., usefulness) of external reference prices.
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PROCEDURES
Across the four studies, participants were induced to experience different levels of arousal before being 
exposed to reference price information about products from various consumer package goods (CPG) 
categories with which the participant was familiar as a consumer. Arousal was manipulated using both 
emotional arousal (varied across positively and negatively valenced emotions) as well as physiological 
arousal elicited through physical activity (Sanbonmatsu & Kardes 1988).

Depending on the study and condition, the price information provided was varied to be either 
significantly higher or lower than actual market rates. Participants were then asked to identify a “fair” 
price that they would be interested in paying for a product from that category. 

Participants were then asked to identify how they had arrived at their fairness judgment, to self-code 
(e.g., Cacioppo & Petty 1981) the degree to which they had relied on external (stimulus) vs. internal 
(recalled) cues to price, and to evaluate their perceptions of the diagnosticity of these cues (Pham 1996).

RESULTS
As per a motivating example in Study 1, consumers are more susceptible to high cues to price (such as an 
artificially high “original” price posted during a sales event) under high arousal (p < .010, see Figure 1).

Subsequent studies identified that high arousal participants tend to anchor more closely to external cues 
to price than do low arousal or control participants (p < .046, see Figure 2).

This appeared to be driven by a reduced reliance on internal cues to price under high arousal (p < .001,
Figure 3). This was validated using mediation analysis (95% CI[0.101,0.785]). No evidence was found to 
suggest that high arousal leads directly to increased reliance on external cues (p = .311) nor that external 
cues are perceived as more diagnostic (p = .160).
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