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What is the role of affect in the way people perceive, respond to, and interact with each other? Are happy or sad persons better at creating a positive impression, making a successful request, or producing effective persuasive arguments? Does a happy mood predispose us to be more cooperative and optimistic in a negotation? Most people are intuitively aware that their feelings do seem to have a profound influence on their thoughts, judgments and behaviors. Philosophers and writers have also long been fascinated by the complex influence of affect on interpersonal relations. Few things make us more happy, or upset us more than the way others react to our interpersonal strategies (Leary, 2000). It is rather surprising then that the influence of affect on interpersonal behaviors received surprisingly little empirical attention in the past. This chapter will survey recent evidence suggesting that affective states indeed play a significant role in the way people plan and execute many everyday interpersonal strategies. Further, it will be argued that these effects can be largely understood in terms of the kind of information processing strategies people adopt when thinking about and planning their social interaction strategies. A comprehensive theory linking these processes, the Affect Infusion Model will also be described (Forgas, 1995a; 2002).

History and background

The study of interpersonal behavior has traditionally been one of the core areas of social psychology (Argyle, 1968). However, when we consider the rich literature on impression management, verbal and nonverbal communication, social influence strategies or relationship formation, only a few studies have explicitly looked at the role of affect in these phenomena until quite recently. It was not until the early 1980’s that psychologists such as Zajonc (1980; 2000) first argued that affective reactions often constitute the primary dimension of interpersonal behavior, and function as an independent and often dominant force in determining people’s social strategies and responses. According to this view, affect is not just one of the three traditional faculties of the human mind – and the most neglected one at that – but one of the primary forces driving most interpersonal behaviors. Affective reactions largely determine how people perceive and cognitively represent everyday social episodes (Forgas, 1979; 1982), and how they categorize many kinds of social stimuli (Niedenthal & Halberstadt, 2000). 

This review will suggest that affect influences social behavior through its effects on the content, and the process of cognition. Social living is only possible because humans possess an elaborate cognitive capacity to perceive and evaluate others, infer their intentions, and respond with sophisticated and highly adaptable interpersonal strategies (Heider, 1958). Indeed, it has been suggested that the evolution of the immense computational capacity of the human brain was largely driven by the demands to coordinate ever-more complex and intricate interpersonal processes in increasingly sophisticated and adaptable human groups (Dunbar, 2004). The very recent and dramatic transformation of social life from the simple, face-to-face primary groups that characterised most of human history, to contemporary, anonymous mass societies in the past few hundred years imposes ever greater challenges on individuals. As most of our social interactions now involve strangers and superficially known others, the cognitive demands of successful interpersonal behavior have also increased exponentially (Heider, 1958; Goffman, 1972). A number of theories as well as numerous empirical studies suggest that as cognitive strategies that drive behavior become more complex and elaborate, the influence of affective states also increases (Forgas, 1995a; 2000, 2001, 2002). 

Many early social theorists saw affect as a subversive influence on effective interpersonal behavior (Machiavelli, 1961). Freud’s psychoanalytic speculations also emphasized the dangerous and invasive character of affective impulses. However, this simplistic view has been challenged in recent years, as a consequence of important advances in neuroanatomy, psychophysiology and social cognition showing that affect is often a useful and even necessary component of adequate social responses (Adolphs & Damasio, 2001; Damasio, 1994; Ito & Cacioppo, 2001). The last few decades in particular produced much empirical research demonstrating the important functional role of affect in many social behaviors. 

When thinking about affect, we need to distinguish between two qualitatively different kinds of affective phenomena: emotions, and moods. Moods, unlike emotions, are relatively low-intensity, diffuse and long-lasting affective states that are often subconscious and have no salient cause. Unlike more intense emotions, moods often escape our conscious attention. Paradoxically, their effects on social thinking and behavior tend to be potentially more insidious, enduring, and consistent, and may impact on both individual, and group behaviours (Kelly & Spoor, this volume). Much research on the behavioural consequences of affect has focused on moods. In contrast, emotions are more intense, less durable, and are usually conscious with a great deal of cognitive content. Because emotions are replete with specific knowledge pertaining to their origin, cause, and consequences, the behavioural consequences of emotions tend to be less consistent and highly situation and context specific.  
In this review we will consider two fundamental kinds of affective influences on interpersonal behavior: (1) theories and empirical studies that demonstrate that affective states influence the content and valence of social thinking and behavior, and (2) theories and studies that demonstrate that affect also influence the process that people adopt when responding to social situations. 

Affect congruence and affect infusion: Feeling good, thinking good, and acting good.

Perhaps the most universal influence of affect is that it colors our thoughts and responses in an affect-congruent manner. When we feel good, we tend to see the world through rose-colored glasses. When depressed, everything appears bleak and gloomy. Several early studies demonstrated affect-congruent influences on social behavior, although the mechanisms responsible for these effects were poorly understood. For example, Razran (1940) reported that affect had a marked mood-congruent effect on how people responded to attempts at persuasion. People who were made to feel bad by an aversive smell also made more negative judgments about unrelated issues than those who felt good after receiving a free lunch. Such spontaneous, and often unconscious ‘affect congruence’ appears to be a very common and reliable everyday phenomenon (Mayer, 2001). Why exactly do these effects occur? 

Psychoanalytic theories suggested that affective impulses may invade and color unrelated thoughts unless sufficient ‘pressure’ is exerted to control them. Within such a framework, Feshbach and Singer (1957) found that attempts to suppress fear increased the tendency to see "another person as fearful and anxious" suggesting that "suppression of fear facilitates the tendency to project fear onto another social object" (p. 286). Alternative, conditioning theories maintained that such dynamic assumptions are not necessary, as affect may spontaneously attach itself to unrelated responses simply due to temporal and spatial associations. For example, people who feel bad because of the excessive heat and humidity in a room will respond more negatively to a person they just met in such a situation due to a conditioned association between their affect and the target person (Clore & Byrne, 1974). However, these effects are not universal, and neither psychoanalytic theories, nor theories based on ‘blind’ conditioning principles can explain the apparent situation- and context-sensitivity of affect infusion. 
Two complementary psychological mechanisms responsible for such affect-congruent reactions were identified in recent affect-cognition theories. Affect may influence the content and valence of social behaviors through influencing memory processes (the affect priming theory; see also chapter by Eich, this volume), and due to the mistaken inferential use of affect as information (the affect as information model). 

According to the affect priming theory,  affect should influence social behaviors through selectively priming and facilitating the use of affect-congruent constructs (Bower, 1981; Bower & Forgas, 2001). This model assumes that representations about the social world are linked to affective states within an associative network of memory. Experiencing an affective state thus automatically primes related constructs and memories, facilitating their use in constructive interpersonal tasks. Such affective priming of interpersonal behaviours is most likely in complex and demanding social situations that call for open, constructive processing that promotes the use of affectively primed information (Fiedler, 2000; Eich & Macauley, 2000; Forgas, 1995a; 2002; Sedikides, 1995). Recent neuroanatomical evidence provides strong convergent “evidence for the inseparable relation between emotion and other aspects of cognition. Our everyday experience also clearly shows that affect influences essentially all other aspects of cognitive functioning, including memory, attention, and decision making” (Adolphs & Damasio, 2001, p. 44). 
As actors need to rely on past experiences and memory-based information to make sense of complex social events, the more complex or unusual a situation, the more likely that we will have to extensively search our memories to make sense of it, and the greater the likelihood that affect will influence the kind of ideas we access and the interpretations we make. Thus, affect infusion increases when an open, constructive thinking style is adopted to deal with difficult, unusual situations, as only this kind of thinking promotes the incidental use of affectively primed information (Forgas, 1995a; 2002). Thus, paradoxically, people are much more influenced by their temporary mood when responding to difficult, intractable personal problems in their romantic relationship, but mood effects are weaker when easier issues are considered (Forgas, 1994). Recent integrative theories such as the Affect Infusion Model (AIM; Forgas, 1995a) and accumulating evidence supporting it suggest that the nature and extent of affective influences on social behavior largely depends on the kind of information processing strategy people employ.
An alternative theory of affect congruence, the affect-as-information account (Schwarz & Clore, 1988) posits that people may sometimes directly use their affective state as information about a social situation. Rather than computing a response on the basis of the actual features of a situation, individuals may “ask themselves: 'How do I feel about it? /and/ in doing so, they may mistake feelings due to a pre-existing state as a reaction to the target" (Schwarz, 1990, p. 529). Thus, affective states may come to influence social behaviors because of an inferential error, as people misread their affective state and misattribute it to an unrelated person or situation. In empirical terms, this account is almost indistinguishable from the kind of conditioning theory advocated by Clore and Byrne (1974), except that affect and behavior are now linked as a result of an inferential mistake, rather than blind temporal and spatial associations. By definition, such a heuristic strategy is most likely when a person lacks sufficient interest, motivation or resources to produce a more elaborate social response. For example, good or bad mood may facilitate affect-congruent responses in situations where more elaborate processing is unnecessary or impossible, such as responding to a telephone survey, or in an anonymous street survey where time and personal involvement are limited (Forgas & Moylan, 1987). Thus, in simple and poorly processes situations the ‘how do I feel about it?’ heuristic can sometimes produce and affect-congruent response, but in more elaborately considered situations the memory-based affect priming process is more likely to be important.
There is good evidence for basic affect congruence in cognition. People in a happy mood remember more positive memories from their childhood, recall more happy events from the previous week, and remember better the words they have learnt when in a matching mood state (Bower, 1981; Eich & Macauley, 2000; see also Eich, this volume). It is for this reason that people in a positive mood predominantly think about and remember happy, joyful experiences and tend to act in an optimistic, confident and assertive manner. Negative mood in contrast triggers a stream of negative thoughts and ideas, leading to more cautious, pessimistic behavioural strategies. 

Affect can also influence many other interpersonal tasks that require the use of memory-based information. For example, when people are asked to make sense of social scenes such as two people having an animated conversation, happy persons construct more cheerful, positive explanations (they are telling a joke), and those in a sad mood see a negative event (they are arguing; Bower, 1981). Ultimately, affect can also impact on interpersonal judgments about real people. In one study, we asked happy or sad participants to observe and rate their own and their partner’s behaviors in a real videotaped social encounter (Forgas, Bower & Krantz, 1984). Happy people ‘saw’ far more positive, skilled and fewer negative, unskilled behaviors both in themselves and in their partners than did sad subjects. These effects occur because affect directly influences the kinds of memories and interpretations that come to mind as observers try to make sense of complex and inherently ambiguous social behaviors. In other words, the same smile that is seen as warm and friendly by a person in a good mood can easily be judged as condescending or awkward by somebody in a bad mood. 

These kinds of mood effects also influence how we interpret our own social behaviors and our successes and failures in real-life tasks such as passing an exam (Forgas, Bower & Moylan, 1990). Part of the reason for these effects is that people tend to pay selective attention to affect-consistent rather than inconsistent information (Forgas & Bower, 1987). Thus, affect appears to influence what we notice, what we learn, what we remember, and ultimately, the kinds of judgments and decisions we make. However, this kind of spontaneous affect infusion is rather a fragile process, and can be easily reversed once people become aware of their mood states (Berkowitz et al., 2000).

More demanding social situations may magnify a


ffective influences

As noted earlier, affect infusion often seems significantly greater when need to people engage in more extensive and elaborate thinking in response to more demanding situations, as such a processing style increases the opportunity and the need to use mood-congruent information. For example, affect had a much greater mood-congruent effect on reactions to unusual, badly matched couples who required more elaborate interpretation, rather than typical, well-matched couples who were easier to interpret (Forgas, 1993, 1995b). The same kind of results are also obtained when people think about themselves: affect has a greater influence when interpreting less familiar, peripheral aspects of the self, but these effects are reduced when central, familiar features are judged (Sedikides, 1995).

Real-life interpersonal strategies show the same kind context-specific affective bias. When happy or sad people were asked about their reactions to more or less serious conflicts in their intimate relationships, mood congruent effects were consistently greater when more extensive thinking was required to deal with more serious rather than simple, routine conflicts (Forgas, 1994). Paradoxically, the more intimately we are acquainted with a person or an issue, the richer and more extensive the number of positive and negative memories we can call upon, and the more likely that affect may have a strong selective influence on what comes to mind and the kind of responses we formulate. This may be the reason why there are often extreme affective-induced fluctuations in the way people behave in their familiar personal relationship at different times, despite having very detailed and extensive knowledge about these situations. 

As social interaction necessarily involves many rapid and largely subconscious cognitive decisions about alternative actions, we may expect that people in a positive mood should behave in a more confident, friendly, skilled and constructive way than do those in a negative mood. This basic prediction was confirmed when we asked female undergraduates to interact with a confederate immediately after they were made to feel good or bad as a result of watching a mood induction film (Forgas & Gunawardene, 2000). Independent raters blind to the mood manipulation found that happy students communicated more and did so more effectively, used more engaging nonverbal signals, were more talkative and disclosed more about themselves. They were seen as acting in a more poised, skilled and rewarding manner. Sad participants in contrast were judged as being less friendly, confident and relaxed than were happy participants. It seems then that affect will infuse not only people’s thoughts and judgments, but also their real-life social interactions. People are not usually aware of these effects. When questioned, students in this study did not realize that their behavior was in any way influenced by their moods. However, it seems that conscious effort and awareness can be quite effective in correcting for these mood effects (Berkowitz et al., 2000). 

Affective influences on interpersonal communication strategies
Several studies now also show that affect has a significant influence on the way people communicate in social situations. Requesting - asking a person to do something for us – is almost always a difficult and complex interpersonal task (Gibbs, 1985). People must phrase their request with great care so as to maximize the likelihood of compliance (by being more direct), without risking giving offence (by not being too direct). Requesting thus involves inherent ambiguity and conflict and typically requires some degree of constructive, substantive processing. 

Several experiments found that happy persons indeed interpret request situations in a more confident, optimistic way, and used more direct, impolite requests, while sad persons used more cautious, polite request forms. Further, these mood effects on requesting are much stronger when the request situation was demanding and difficult, and so required more extensive thinking (Forgas, 1998b; 1999a). Again, these effects were also found to occur in real-life interpersonal tasks. In one study, the actual requests used by students were analysed who were instructed to get a file from a neighboring office after receiving a mood induction (Forgas, 1999b, Exp. 2). Even in this ‘real’ situation, negative mood produced more polite, cautious and hedging requests than did positive mood. In order to assess the processing styles responsible for these effects, participants’ recall memory for the exact words used was also assessed. Recall accuracy – indicating more elaborate and detailed processing – was positively and significantly related to the degree of mood congruence in requests. This finding supports the theoretical prediction that affect infusion should be greater when more elaborate, substantive processing is used. The implications of such studies clearly extend to many real-life situations. The particular strategies used in an interpersonal task  – and their success - will partly depend on the current mood state: when happy, people seem to construct the situation in a more confident and optimistic manner, and tend to prefer more direct behavioural approaches. When feeling down, more cautious and polite forms are used. 

The role of affect in responding to social situations.
Ultimately affect may also influence how people respond to real-life interpersonal approaches, such as receiving an unexpected request (Forgas, 1998b). Responding to such approaches requires a rapid behavioral reaction based on the constructive cognitive processing of the situation that may be highly mood sensitive. In one unobtrusive study affect was induced in unsuspecting library users by leaving mood-induction folders containing pre-tested pictures (or text) on unoccupied library desks. Arriving students were surreptitiously observed to ensure that they fully exposed themselves to the mood induction (almost everybody did). Soon afterwards, they were approached by another student (in fact, a confederate) who made an unexpected polite or impolite request for several sheets of paper needed to complete an essay. There was a clear mood-congruent pattern in responses: negative mood resulted in a more critical, negative response to the request and the requester and less compliance than did positive mood. These mood effects were greater when the request was impolite rather than polite, as impolite, unconventional requests are likely to require more elaborate and substantive processing. This explanation was confirmed by better recall memory for these impolite messages later on. Routine, polite requests in turn were processed less substantively, were less influenced by mood, and were also remembered less well later on.
Affect and self-disclosure. Another important interpersonal communication task found to be highly affect sensitive is self-disclosure. It is through communicating increasingly personal and intimate information about ourselves that personal relationships are developed and a sense of self and identity is created (Forgas & Williams, 2002). It turns out that being in a good or a bad mood significantly influences the extent to which individuals feel comfortable about disclosing personal information about themselves. We found that people who were induced to feel good were more willing to disclose more intimate information and did so sooner than did persons experiencing temporary negative affect, and this effect was even stronger when the partner reciprocated with matching levels of disclosure (Forgas, 2005).
In a way, it seems that by selectively priming positive thoughts, positive affect creates a sense of confidence and well-being that leads people to interpret their situation in an optimistic way, and allows them to act in a more open and confident manner. Some researchers, like Yaacov Trope (see also this volume), suggested that positive affect can be considered a psychological resource. In their experiments, Trope and his colleagues (Trope et al., 2001) found that people experiencing positive mood were more willing to seek out and cope with negative and threatening information about themselves, as long as they believed the threatening information to be potentially useful. Another example of the interpersonal benefits of good mood is in the area of negotiation and bargaining.  
Affect and negotiation: Affect infusion into bargaining behaviors.

Bargaining and negotiation by definition involve a degree of unpredictability and require careful planning and preparation. Several studies found that happy persons are more likely to make concessions (Baron, 1990), are more likely to be cooperative (Baron, Fortin, Frei, Hauver & Shack, 1990), are less like to be confrontational (Carnevale & Isen, 1986), and tend to set themselves higher and more ambitious negotiating goals, expect to succeed more, and make plans and use strategies that are more optimistic, cooperative and integrative than do people in a neutral, or negative mood people (Forgas, 1998a; Thompson, 2005).
In one illustrative series of experiments we investigated mood effects on zero-sum interpersonal and integroup negotiations. After a positive or negative mood induction, participants engaged in an informal, interpersonal, and a formal, inter-group negotiating task. Those in a positive mood formulated more optimistic, cooperative and integrative action plans, actually behaved less competitively, were more willing to use integrative strategies such as make deals, and as a result proved to be more successful at this task. We may understand these effects in terms of positive affect selectively priming more positive thoughts and ideas that lead to more optimistic expectations and the adoption of more cooperative and integrative bargaining strategies. These effects are largely automatic and subconscious, and few people realize that they occur at all. We also found that the degree of affect infusion was moderated by individual differences between negotiants. High scores on measures such as machiavellism and need for approval were less influenced by mood than were low scorers on these measures. It seems that individual differences that predict the motivated processing of social information – such as self-esteem, social anxiety, and the like - tend to significantly moderate affective influences on social cognition and behavior (Ciarocchi & Forgas, 1999; 2000; Rusting, 1998; 2001). Overall, these results show that affect has a significant influence not only on people’s constructive interpretation of social situations, but even on carefully planned strategic interpersonal behaviors 

Rather than looking at positive and negative mood, in a series of experiments van Kleef (2004; van Kleef, de Dreu & Manstead, 2004) investigated the role of distinct emotions in a partner, such as anger and happiness on negotiator strategies, using a computer-mediated negotiation task where the simulated ‘partner’ displayed different emotions. Results showed that negotiators facing an angry opponent placed lower demands and made larger concessions, but those facing a happy opponent made smaller concessions. In a way, displaying motivated information processing, negotiators used the opponents emotional state as information to guide their own bargaining strategies, conceding more to an angry than to a happy opponent. Anger was interpreted as signalling low tolerance, and happiness as signalling high tolerance. Negotiators also displayed emotional contagion, responding to the opponent’s affective state with a matching emotion.


Affective influences on helping and altruism


Although there has been extensive past research on the influence of affective states on helping and altruism (e.g., Salovey & Rosenhan, 1989), a detailed review of this rich literature is clearly beyond the scope of the present article. Generally, research found that positive affect consistently promotes altruism and helping; however, negative affect was also found to have a similar but less consistent effect. Considerable uncertainty remains about the psychological mechanisms mediating these effects, and past explanations emphasized either cognitive or motivational principles (Salovey & Rosenhan, 1989; Schaller & Cialdini, 1990). The evidence reviewed here suggests that different information processing strategies are likely to play an important role in moderating affective influences on helping behavior, a hypothesis that is readily amenable to future empirical testing.
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The role of affect in linking attitudes to behavior

Positive and negative affect seems to play an important role in how people deal with cognitive dissonance, and whether they will be motivated or not to maintain consistency between their behaviors and attitudes (Harmon-Jones, 2001; Petty et al., 2001). As Festinger (1957) proposed many years ago, the experience of negative affect accompanying cognitive dissonance can be a potent mechanisms to produce attitude change (Cooper & Fazio, 1984; Harmon-Jones, 2001; Zanna & Cooper, 1974). Cognitive dissonance produces negative affect because discrepancy among cognitions undermines our clear and certain knowledge about the world, and thus our ability to engage in effective action (Harmon-Jones, 1999; 2001). Several studies suggest that positive affect reduces, and negative affect increases dissonance reduction even if the source of affect is unrelated (Kidd & Berkowitz, 1976; Rhodewalt & Comer, 1979). And conversely, once consonance is restored, affective state also tends to improve (Harmon-Jones, 1999, 2001; Elliot & Devine, 1994). It also appears that high self-esteem people seem generally better able to handle negative affective states (Forgas, Ciarrochi & Moylan, 2000; Harmon-Jones, 2001). It is interesting that qualitatively different dissonance experiences seem to trigger qualitatively different affective reactions. Belief disconfirmation is more likely to produce anxiety, whereas post-decisional dissonance is more likely to induce regret consistent with self-discrepancy theory that specifically predicts that different kinds of self-discrepancies evoke qualitatively distinct affective reactions (Higgins, 1989; 2001). Broadly speaking, it seems that positive affect enables individuals to tolerate dissonance without resorting to attitude or behavior change. Negative affect on the other hand tends to increase the aversive experience of dissonance and may hasten efforts to restore consonance. However, much work remains to be done in discovering the precise cognitive mechanisms responsible for moderating these effects.  

Positive affect as a resource in interpersonal behavior 

Affect also has an additional important influence on social behavior: positive mood may serve as a resource that allows people to overcome defensiveness and deal more effectively with potentially threatening situations (Trope, Ferguson & Ragunanthan, 2001). Dealing with threatening situations involves a powerful motivational conflict, and requires a trade-off between the immediate emotional cost against long-term gain (Trope, 1986). Trope and Neter (1994) found that people in a positive mood were more likely to voluntarily expose themselves to threatening information from others. In other words, positive mood functioned as a resource. This mood-as-a-resource hypothesis suggests that positive affect enables people to manage  relevant but threatening social situations. The theory also suggests that those in a good mood may be better able to behave in a rational and effective way in otherwise difficult situations, such as in bargaining encounters (Forgas, 1998a). These effects may have important applied consequences. For example, people in positive mood responded more positively to threatening information about health risks, as the next section will also suggest.

Affect and health-related behaviors
Positive or negative affective states may also influence health-related behaviors, and may ultimately also influence physical well-being (Salovey, Detweiler, Steward, & Bedell, 2001; see also Huppert, this volume). Numerous studies found a clear correlation between good moods and positive health outcomes (Salovey & Birnbaum, 1989). Several studies suggest that positive affect can influence health-related behaviors. Affect can influence beliefs about one's ability to manage one’s health, and is an important predictor of actual health behaviors such as engaging in safe sex, smoking cessation, and adopting a healthy diet (Salovey, Rothman, & Rodin, 1998). Although the effects of affect on health-related behaviors appear robust and reliable, the psychological mechanisms responsible for these effects are not yet fully understood. Perhaps positive mood primes more confident and optimistic beliefs as was also found in other domains reviewed here, or alternatively, positive affective states may directly influence the immune system and susceptibility to disease (Labott & Martin, 1990). Individual difference variables such as optimism, affect intensity, anxiety, hope and affect regulation skills appear to moderate many of these effects (Salovey et al., 2001). It appears then that affect can have a highly important influence on behaviors related to health and illness. However, these effects are again subject to complex mediating influences that are receiving growing attention (Salovey et al., 2001).

Affect and organizational behavior

Although past research on organizational behavior was dominated by behaviorist and cognitive perspectives (Ilgen & Klein, 1989), affect is increasingly recognized as an essential component of the organizational experience (Baron, 1993; Forgas & George, 2002; George, 1990; George & Jones, 1996, 1997). Even mild affective states can have a significant mood-congruent influence on many organizational behaviors such as personnel selection (Baron, 1987), appraisal (Sinclair, 1988), consumer decisions (Ciarrochi & Forgas, 2002) and bargaining behaviors (Forgas, 1998a). Affective states also seem to play a critical role in work motivation and performance (Baron, 1993; George, 1989). These findings also suggest that affective influences on organizational behavior are also likely to be significantly moderated by different information processing strategies (Forgas & George, 2002).
So far we have focussed on affect infusion, that is, the affect-congruent influence of feelings on the content of thinking and behaviour. It is now time to turn to the other major consequence of affect on everyday behavior: affective influences on the process of thinking.  
The processing effects of affect on social behavior.
It turns out that affect may not only influence the content of cognition but may also impact on the process of cognition, that is, how people produce a response (Clark & Isen, 1982; Fiedler & Forgas, 1988). Different processing strategies promoted by different affective states can have a direct influence on the ensuing interpersonal behaviours.  It was initially thought that good mood simply produces a more lazy, relaxed and superficial thinking style, as feeling good ‘informs’ us that the situation is safe and no particular effort is required. Bad mood in turn may function as warning signal to be more careful and attentive. However, positive affect can also produce distinct processing advantages. People in a positive mood often adopt more creative, open, constructive and inclusive thinking styles, and show greater cognitive and behavioral flexibility (Bless, 2000; Fiedler, 2000). It now appears that feeling good produces a thinking style that gives greater rein to our internal thoughts, dispositions and ideas. In this mode of thinking individuals tend to pay less attention to external information, and tend to assimilate external details into their preexisting knowledge about the world. Negative affect in contrast produces a more externally focussed thinking style where accommodation to the demands of the external world takes precedence over internal ideas (Bless, 2000; Fiedler, 2001). 

These differences in thinking style are consistent with evolutionary ideas that suggest that affect signals appropriate ways of responding to different situations. Positive affect tells us that the environment is benign and that we can rely on our existing knowledge in responding. Negative affect is more like an alarm signal, alerting us that the environment is potentially dangerous and that we need to pay close attention to external information. We now know that feeling good and feeling bad does make us deal very differently with the same social situation, as the studies below show.

Feeling bad - but thinking and acting effectively?

It is often assumed in everyday life that being in a good mood is not only more pleasant, but also has universally desirable consequences. Organisational psychologists often assume that happy employers work better, are more flexible and creative, and create more customer satisfaction (Forgas & George, 2002). Despite the many obvious benefits of positive affect, the kind of careful, vigilant and systematic attention to stimulus details typically recruited by negative moods can also be of considerable benefit in certain situations. For example, when responding to persuasive messages those in a negative mood tend to scrutinize the message more carefully and respond more in terms of message quality than do happy persons (Petty, DeSteno & Rucker, 2001). People in a happy mood also tend to rely more on their pre-existing stereotypes when forming impressions about outgroup members (although other negative affective states, such as anger can also increase the use of stereotypes; Bodenhausen, Mussweiler, Gabriel & Moreno, 2001).  Some clinical research also suggests that those feeling depressed are actually more realistic in how they see the world and themselves, and it is ‘normal’ people who tend to distort reality in a positive direction.
Affective influences on the quality of persuasive messages: When sad is better?

Mild everyday mood states may thus influence how well we think, and how well we do in demanding interpersonal situations, such as when we are trying to persuade others. In a recent series of experiments, we asked participants toe try to produce effective persuasive arguments either for, or against propositions such as (a) student fees should be increased, and (b) nuclear testing in the Pacific. When we asked subjects to do this immediately after a mood induction (Forgas, 2005), those in a negative mood consistently came up with higher quality persuasive arguments than did happy persons. The same effects were also obtained in a second study, when happy or sad people were asked to persuade a friend for or against Australia becoming a republic, and for or against a right-wing populist party. In a further experiment, individuals produced their persuasive arguments in interacting with a ‘partner’ through a computer keyboard as if exchanging emails. Half the participants were promised a significant reward (movie passes) if they were successful. Those in a negative mood again produced and used higher quality arguments. However, the provision of a reward reduced the size of mood effects by imposing a strong motivational influence on how the task was approached. 

Of course, the ‘real’ efficacy of such persuasive arguments depends on how effective they are producing real attitude change in people exposed to them. We tested this by assessing the relevant attitudes of students at the beginning of the year, and two months later exposing them to persuasive arguments on various topics written by persons who were either happy, or sad at the time. We found that irrespective of the topic argued, those exposed to arguments written by sad persuaders showed greater actual attitude change than did persons reading the arguments by happy persuaders.  These results suggest that mild negative moods promote a more careful, externally oriented processing style that is more attuned to the requirements of a given situation. However, a strong motivation to be effective can override these mood effects. The implications of such findings is that if a demanding interpersonal task is performed without any thought or awareness of affect, mood is likely to influence thinking style and the quality of the response. However, becoming aware that these effects occur, and being motivated to overcome them is likely to be a highly effective control strategy.
Affective influences on intergroup behaviors

It has long been assumed that affect plays an important role in how people behave towards members of outgroups (for reviews, see Cooper, 1959; Haddock, Zanna, & Esses, 1993; Stangor, Sullivan, & Ford, 1991). Based on psychoanalytic ideas and the frustration-aggression hypothesis, it was assumed that negative affect might contribute to inter-group aggression and discrimination. Conditioning processes may also play a role in explaining how regularly encountering and associating certain groups in aversive situations can elicit negative emotions like anger and resentment (Gaertner & Dovidio, 1986; Katz, 1976), just as evaluative reactions to individuals can be influenced by conditioning (Clore & Byrne, 1974). In turn, associating encounters with out-group members with positive feelings may produce more positive responses, according to the ‘contact hypothesis’ (Allport, 1954; Brewer & Miller, 1996; Jones, 1997; Stephan & Stephan, 1996).

Affect also influences intergroup behavior by influencing processing strategies. Thus, positive affect may promote more inclusive cognitive categorizations thus reducing negative inter-group behaviors (Dovidio, Gaertner, Isen, Rust & Guerra; 1998; Isen, Niedenthal, & Cantor, 1992). However, whether this effect is beneficial depends on whether the categories used are positive or negative, and whether they are used to discriminate between, or unify outgroups and ingroups. According to some recent studies, when group membership is of low relevance, positive mood may facilitate the use of simple in-group vs. out-group categories, and so increase negative responses to outgroups (Forgas & Fiedler, 1996). The experience of anxiety may also amplify reliance on stereotypes, increasing the tendency to respond to out-groups in discriminatory ways (Stephan & Stephan, 1985, Wilder & Shapiro, 1989). 

Recent experiments also found that trait anxiety can moderate the influence of negative affect on inter-group behavior (Ciarrochi & Forgas, 1999). Low trait anxious whites in the US reacted more negatively to a threatening Black out-group when experiencing aversive mood. However, high trait anxious individuals responded in exactly the opposite manner, and produced more positive reactions. It seems that negative affect when combined with high trait anxiety triggered a more controlled, motivated response strategy leading to the reversal of socially undesirable intergroup responses. 

Different negative affective states also have different processing consequences and so influence intergroup reactions. For example, sadness reduces, but anger and anxiety may increase reliance on stereotypes (Bodenhausen et al., 2001; Keltner, Ellsworth, & Edwards, 1993; Raghunathan & Pham, 1999). The process of “stereotyping” itself may involve at least four distinct cognitive operations (Gilbert & Hixon, 1991) that may be influenced by affect: the identification of the applicable category, activation of its contents, applying stereotyped features to the target, and correcting for inappropriate stereotyping. 

For example, since positive moods often facilitate top-down, schematic processing (Bless, 2000; Fiedler, 2000), happy persons are more likely to rely on stereotype information (Abele, Gendolla & Petzold, 1998; Bodenhausen et al., 2001; Bless, Schwarz, & Wieland, 1996; Forgas & Fiedler, 1996, exp. 1; Park & Banaji, 1999). However, negative states other than sadness, such as anger or anxiety may actually promote stereotyping according to evidence from several experiments (eg. Bodenhausen et al., 2001). Once a category is activated, affect may also influence the amount of stereotyped information people access. If processing resources are limited fewer stereotyped details may be retrieved (Gilbert & Hixson, 1991). In the simplest instance, once activated, stereotypic ideas can be directly used to produce responses. For example, we found that positive mood increased reliance on simple group stereotypes when making reward allocation decisions, but only when group membership was of low relevance (Forgas & Fiedler, 1996). At other times, stereotyped knowledge provides an initial influence on judgments that are likely to supplemented and modified by other information (Chaiken & Maheswaran, 1994; Duncan, 1976; Bodenhausen et al., 2001). When group membership was made more personally relevant, it was people experiencing negative affect who behaved in a more discriminatory way towards outgroup members (Forgas & Fiedler, 1996, Exp. 2).

Ultimately, a motivated tendency to correct discriminatory reactions may also influence intergroup reactions, as people correct or re-compute what appears to be an undesirable judgment (Strack, 1992). Negative affect may facilitate a cautious, defensive interpersonal style (Forgas, 1999a,b), and persons feeling sad, guilty or anxious seem to be more likely to engage in stereotype correction (Devine & Monteith, 1993; Lambert, Khan, Lickel, & Fricke, 1997). Thus, negative affect sometimes functions as a warning signal, indicating the need for a motivated re-assessment of potentially undesirable responses (Monteith, 1993). This alerting effect of negative mood is particularly strong for individuals high on trait anxiety (Ciarrochi & Forgas, 1999). Thus, affect plays a complex role in intergroup behaviors, potentially influencing every stage of the stereotyping process. Contextual and situational factors again play a critical role in mediating these effects (Forgas, 1995a; 2002). 

Negative affect and remembering social events. Another area where mild negative mood was shown to have significant beneficial effects is memory for social events. Remembering witnessed events accurately is not only important in everyday social behavior, but eyewitness accounts are also accorded special evidential status in the legal system. In several recent experiments, we evaluated mood effects on eyewitness accuracy (Forgas, Vargas & Laham, in press), by first allowing people to witness complex real-life social events. Some time later, good or bad mood was induced before they received question that either included, or did not include ‘planted’, misleading information about the episodes. Those who were in a negative mood when exposed to misleading information were more accurate in remembering the episode and did not incorporate ‘false’ details into their memory. Positive mood reduced accuracy, and increased the tendency to confuse misleading details with the original event. In other words, the more careful and externally oriented thinking style produced by mild negative moods can produce significant cognitive benefits and improve the accuracy of social memories. Reactions to many everyday interpersonal situation can be influenced by these effects, including important organizational decisions. For example, in a series of recent studies Stephanie Moylan (2000) showed that negative mood also tends to decrease the incidence of a variety of errors and distortions in performance assessment decisions. Although there has been much emphasis on the positive behavioural consequences of good moods, appreciating the potential benefits of mild negative mood states in certain problem solving tasks can be equally important. 
Towards a theoretical synthesis: The Affect Infusion Model (AIM).
Affect thus has a complex influence on both the content, and the process of social cognition and the resulting interpersonal behaviors (Forgas, 2000, 2001). A comprehensive theory of these effects should specify the circumstances that promote or inhibit affect congruence, and should also define the processing conditions that lead to affect priming, or affect-as-information processes. The Affect Infusion Model (Forgas, 1995a; 2002) accomplished this by predicting that affect infusion should only occur in circumstances that promote an open, constructive processing style (Fiedler, 1991; Forgas, 1992b, 1995b). Constructive processing may be defined as those cognitive tasks that involve the active elaboration and transformation of the available stimulus information, require the activation and use of previous knowledge structures, and result in the creation of new knowledge from the combination of stored information and new stimulus details. As the AIM has been adequately described elsewhere, only a brief overview will be included here (Forgas, 1992a; 1995a; 2002). 

The AIM identifies four alternative processing strategies people may use when responding to a social situation: direct access, motivated, heuristic, and substantive processing. These four strategies differ in terms of two basic characteristics: the degree of cognitive effort exerted in seeking a solution, and the degree of openness of the information search strategy (actively seeking and using new information to construct a response, or relying on existing knowledge). The combination of these two processing dimensions, quantity (effort), and quality (openness) produces four distinct processing styles: substantive processing (high effort/open), motivated processing (high effort/closed), heuristic processing  (low effort/open, constructive), and direct access processing (low effort/closed). Affect infusion is most likely when a constructive strategy is used, such as substantive or heuristic processing, as these strategies are most likely to require the creation of a novel response. In contrast, affect infusion is unlikely when a task calls for highly directed and pre-determine motivated or direct access processing (see also Fiedler, 2001, this volume).

The direct access strategy involves the direct retrieval of a pre-existing response, and is most likely when the task is highly familiar, and when no strong cognitive, affective, situational, or motivational cues that call for more elaborate processing. As no constructive processing is required, affect infusion should not occur. Motivated processing involves highly selective and targeted thinking dominated by a particular motivational objective that also precludes open information search, and should be impervious to affect infusion (Clark & Isen, 1982). Motivated processing may also produce a reversal of mood congruence effects (Berkowitz et al., 2000; Forgas & Fiedler, 1996; Forgas, 1991). 

In contrast, both heuristic and substantive processing require constructive thinking and thus may facilitate affect infusion. Heuristic processing is most likely when the capacity or motivation to think more elaborately is impaired, and there are no ‘direct access’ responses to fall back on. Heuristic processing can produce affect infusion when people rely on the ‘how do I feel about it’ heuristics (Clore et al., 2001; Schwarz & Clore, 1988). In most realistic situations people will need to engage in substantive processing, retrieving and combining memory-based knowledge with situational information. The AIM makes the interesting and counter-intuitive prediction that affect infusion (and behavioural mood congruence) should be greater when more extensive processing is required to deal with a more complex, demanding social tasks (Fiedler & Stroehm, 1986; Forgas, 1992b; 1993; 1995b; 1998a,b). 

The AIM also specifies how features of the task, the person, and the situation influence processing choices, and recognizes that affect itself can influence processing preferences (for details, see Forgas, 1995a). The two key predictions of the AIM when applied to social behavior are that (a) affect congruence should be directly the dependent on the degree of open, constructive processing required, and (b) negative moods may improve and positive mood impair the effectiveness of interpersonal strategies that call for the detailed and sensitive processing of situational information (such as the production of high-quality persuasive arguments). These implications have now been tested and confirmed in a number of experiments, as we have seen above. 

Summary and Conclusions

This review suggested that even mild everyday moods can have a significant effect on how people behave in everyday social situations. The experiments reviewed show that feeling good or feeling bad has a marked effect on both the content and valence of interpersonal behaviours, and the kind of information processing strategies people employ. Affect can influence responses to outgroup members, the quality and originality of the persuasive messages, organizational and health-related behaviours, the directness of requests, and the cooperativeness of bargaining strategies. Different information processing strategies play a key role in explaining these effects, as suggested by the Affect Infusion Model (Forgas, 1995a; 2002). In general, more extensive, substantive processing recruited by more difficult interpersonal tasks enhanced mood congruity effects (Forgas, 1992b; 1994; 1995b). 

In contrast, affect infusion is absent when a task could be performed using a simple direct access strategy, or a highly motivated strategy. In these conditions, there is less of opportunity for affectively primed thoughts to influence the outcome (Fiedler, 1991; Forgas, 1995a). Several experiments also showed that affect infusion into social behaviours reliable occurs in many real-life situations. Even dealing with relationship conflicts can be subject to significant mood-congruent bias (Forgas, 1994). A full understanding of how affect influence interpersonal behaviors requires careful attention to the cognitive processes underlying these effects. Clearly a great deal more research is needed before we can fully understand the multiple influences that affect has on strategic interpersonal behaviours. Hopefully this review will help to stimulate further interest in this fascinating and rapidly developing area of inquiry.




