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Abstract

In trying to design a scale measure of emotions the practitioner is faced with the prospect of having hundreds of emotions to consider as well as a variety of different academic approaches to scale development; many based on non-commercial criteria. Unfortunately, with much of the literature on emotion scales not well-known and existing in disparate journals, there remains a need to provide a single source of reference that provides details of those scales that have demonstrated a relationship to commercial value.  By providing such a source, it is hoped that the researcher will feel more comfortable in designing or using an emotional measurement instrument relevant to their commercial needs.
Emotions matter!

The consensus in marketing and research (e.g., Bagozzi, R.P., Gopinath, M. and Nyer, P.U., 1999; Havlena and Holbrook, 1986; Westbrook and Oliver 1991) is that emotions matter! The old model of assuming that consumer’s act rationally is, quite simply, no longer enough to explain consumer behaviour and attitude towards the firm (e.g., customer satisfaction and recommendation). However, it is only recently that the importance of emotions in decision-making has come to be more generally realised. For instance, through the empirical work of Antonio Damasio in Neuroscience (Damasio, 1994), emotions have now been shown to be fundamental to how we make decisions: they are to paraphrase, ‘in the loop of reason’.
Historically, within marketing this paradigm has been justified through the work of Fishbein and Ajzen (1975) in the 1970s who stated that positive and negative beliefs affect behaviour.  Likewise in the 1980’s a number of academics reported a link between emotion, motivation and consumer attitude. Here for instance Frijda (1989) talks of how emotions differentiate in terms of their ‘action-readiness’ while Zajonc (1980) contended that emotions come before and hence affect cognition: a reversal from the traditional conception of emotions following cognition. 

Since the 1980s there has been some reworking of this approach with the appearance of appraisal theory and the cognitive-motivational-relationship theory of Lazarus (1991); in this case emotion becomes the result of appraising events that promote or obstruct consumer well-being. Nonetheless at a theoretical level emotions are still seen as important to decision-making. 

Moving into the 2000s this importance of emotion has even been a defining feature of a new approach, Customer Experience Management where within commoditising markets a focus on emotional engagement is more important than a focus on features of product and price: “managing the total customer experience” requires recognising clues of experience related to functionality and clues of experience related to emotions.” (MIT Sloan Management Review, Berry, Carbone and Haeckel, Spring 2002).   Satisfaction is no longer enough its emotions that really make the difference; hence the concept of the emotional journey, mapping out and designing in the moments of delight in an experience as well as those of frustration.  ‘Moments of Delight’ have even become part of the lexicon of experience design for some hotel chains.

Emotional value

Beyond their theoretical importance on decision-making, however, the business researcher still needs to justify the use of emotion based on empirical evidence of their direct commercial impact on value. Yet demonstrating this link to value has not been the prime concern for many papers which instead tend to focus on understanding how emotions are structured: debates which frequently revolve around whether emotions should be conceived as dimensions (e.g., positive and negative conscious experience) or basic discrete emotions potentially ordered around a circumplex (Power, 2006).
To progress commercial understanding of emotion scales and their effect, we have therefore reviewed some of the key papers that express just such a link: see tables 1 and 2 (note that these do not cover every paper but do specify those that denote through regression analysis, with significance at or more than 90%, a prediction of value uplift or downshift).  
Overall this analysis tends to confirm the importance to value of not so much individual emotions but the positive and negative states that underlie them (see regressions on measure, which states the name of the dimensions or emotion words that regress on the measure – dependent variable – of interest): a finding which supports the contention that emotions are structured along two (e.g., pleasure and displeasure of Watson and Tellegren 1985) or three dimensional lines (e.g., pleasure- arousal and dominance of Mehrabian- Russell, 1974).  To put it simply, at a practical level, the regressions on value only work when emotions are grouped together.
This approach may appear contradictory to modern theories of emotions which focus on discrete emotions: for instance, Zeelenberg (2008)  in looking at regret, disappointment and worry has associated regret with negative word of mouth and disappointment with switching.  However, in a situation where firms only have a limited amount of time to invest in understanding their emotional landscape and which set of words applies (and whether the semantic labels even equate to an emotion), this approach holds the advantage of speed, coverage and easy demonstration of value. 

Table 1: Summary of Emotion Regressions

	Author
	Scales
	Measure
	Regressions on Measure
	Author
	Scale
	Measure
	Regressions on Measure

	Donovan, R.J. and Rossiter, J.R. (1982)
	Mehrabian-Russell: PAD
	Spend
	Pleasure = 0.40


	Westbrook,R.A. (1987)
	Izard: Differential Emotions Theory 
	Satisfaction (Automobile, Cable TV)
	Positive: 0.435; 0.365

Negative: -0.296; -0.323

	Donovan, R.J. and Rossiter, J.R. (1982)
	Mehrabian-Russell: PAD
	Affiliation


	Pleasure = 0.44

Arousal = 0.22


	Westbrook,R.A. (1987)
	Izard: Differential Emotions Theory
	Word of Mouth (Cable TV)
	Positive:  0.285

Negative:  0.315

	Foxall, G.(1997)
	Mehrabian-Russell: PAD
	Approach
	Pleasure = 0.32,0.51,0.51,0.37

Arousal = 0.06, 0.19,0.12,0.24

Dominance = 0.11,0.06,-0.05,0.11
	Westbrook, R.A. and Oliver, R.L. (1991)
	Izard: Differential Emotions Theory
	Satisfaction on emotion:


	Hostility:-0.476 to -0.571

Pleasant surprise: 0.229 to 0.403

Interest: 0.167 to 0.272

	Foxall, G.(1997)
	Mehrabian-Russell: PAD
	Avoidance
	Pleasure = -0.15,-0.28,-0.38,-0.37

Arousal = -0.11, -0,10

Dominance =-0.16, -0.07
	Allen, C.T., Machleit, K.A., and Schultze Kleine,S. (1992)
	Izard: Differential Emotions Theory
	Donation frequency (with attitude): 16+ prior donations   
	Shame = 0.402

Fear = -0.230

	Machleit, K.A. and Eroglu, S.A. (2000)
	Mehrabian-Russell: PAD
	Satisfaction


	Pleasure: 0.50; -0.56

Dominance: -0.09
	Machleit, K.A. and Eroglu, S.A. (2000)
	Izard: Differential Emotions Theory
	Satisfaction


	Interest = 0.13

Joy = 0.23; 0.27; 0.40

Surprise = 0.11; 

Anger = -0.20

Sadness = -0.10; -0.16; -0.25

Disgust = -0.25; 

Guilt = 0.10

	Bigne, J.E. and Andreu, L. and Gnoth, J. (2004)
	Russell
	Satisfaction


	Positive arousal = 0.10

Pleasure = 0.40
	Burns, D.J. and Neisner, L. (2006)
	Izard: Differential Emotions Theory
	Satisfaction
	Anger/ delight and shame for treatment 3 (high expectations and poor performance) respectively -1.058 and -0.868

	Bigne, J.E. and Andreu, L. and Gnoth, J. (2004)
	Russell
	Loyalty


	Pleasure = 0.37
	Machleit, K.A. and Eroglu, S.A. (2000)
	Plutchik


	Satisfaction


	Joy = 0.20; 0.22; 0.34

Sadness = -0.12

Acceptance = 0.25; 0.24;0.23

Expectancy = 0.08; 

Surprise = -0.10; -0.17

Anger =-0.11; -0.14

Fear = 0.08; -0.17

Distrust = -0.14


Table 2: Summary of Emotion Regressions (continued)
	Author
	Scale
	Measure
	Regressions on Measure
	Author
	Scale
	Measure
	Regressions on Measure

	Mano, H. and Oliver, R.L. (1993)
	PANAS and 

Mano
	Satisfaction
	Positive = 0.345

Negative = -0.489
	Mudie, P., Cottam, A. and Raeside, R. (2003)
	Consumption Emotions Set 
	Satisfaction
	Emotional intensity only very weakly explains satisfaction

	Oliver, R.L.,Rust, R.T. and Varki, S. (1997)
	PANAS
	Satisfaction
	Affect = 0.50 (Park): 0.56 (Symphony)
	Babin, B.J. and Dardin, W.R. (1996)
	Service quality
	Spend


	Positive = 0.12

	Dube, L. and Morgan, M.S. (1998)
	PANAS
	Satisfaction
	Positive = 0.16

Negative = -0.27
	Babin, B.J. and Dardin, W.R. (1996)
	Service quality
	Satisfaction


	Negative =-0.42

Positive = 0.31

	Bloemer, J. and De Ruyter, K. (1999)
	PANAS
	Satisfaction and Loyalty
	High involvement: positive emotions moderate relationship of satisfaction and loyalty
	Yu, Y-T and Dean, A. (2001)
	Service quality
	Word of Mouth
	Negative = 0.152

Positive = 0.369

	Edell and Burke (1987)


	Advertising
	Advertising attitude
	Upbeat = 0.32

Warmth = 0.18

Negative = -0.55
	Yu, Y-T and Dean, A. (2001)
	Service quality
	Loyalty
	Negative = 0.232

Positive = 0.336

	Edell and Burke (1987)


	Advertising
	Brand attitude


	Upbeat = 0.03

Warmth = 0.06

Negative = -0.17
	Liljander, V. and Strandvik, T. (1996)
	Self-design
	Satisfaction
	Emotions with service quality

Positive = 0.15 to 0.42

Negative = -0.26 to -0.38

	Holbrook, M.B. and Batra, R. (1987)
	Advertising  and brand
	Attitude to Ad


	Pleasure = 0.29

Arousal = 0.63

Domination = -0.23
	Dube, Belanger and Trudeau (1996)
	Self-design
	Satisfaction with overall hospitalisation (*other regressions on satisfaction available)
	Situation  negative = 0.158

Positive = 0.397

	Holbrook, M.B. and Batra, R. (1987)
	Advertising  and brand
	Attitude to Brand


	Arousal = 0.38


	Yoo, Park and MacInnis (1998)
	Self-design
	Store attitude
	Positive = 0.71

Negative = -0.29

	Babin, B.J. and Babin, L. (2001)
	Consumption situations
	Patronage Intention


	Excitement = 0.64

Shame = -0.27
	Schoefer, K. (2008)
	Service Recovery
	Satisfaction
	Positive emotions = 0.22

Negative emotions = -0.32

	Babin, B.J. and Babin, L. (2001)
	Consumption situations
	Hedonic value


	Excitement = 0.31
	Pullman and Gross (2004)
	Customer Experience
	Loyalty
	Basic = 1.05

VIP = -0.18


Are emotion scales built on sand?

However, in spite of this evidence a number of problems still exist. For instance, just over half of those regressions based on theories of environmental and evolutionary psychology (e.g., PAD, Izard, Plutchik)
 used a student or convenience sample taken from the general public.  Indeed, over all the specified papers, only one paper (Yu and Dean, 2001) used students as representatives of a directly relevant situation to their segment i.e., as users of educational services. By contrast, other papers used student samples as proxies for consumers (Donovan, 1981) or as part of an experimental design requiring them to ‘remember a situation’ or respond to certain given scenarios; in fact, 39 percent of papers overall relate to testing remembered or proxy situations rather than say focusing on the measurement of an actual experience in situ.
Furthermore, over all the regression papers stated in tables 1 and 2, the number of interviews (N base) is insufficient to make anything more than an exploratory statement of emotions effect on value: consider how if we view the 56 samples on the regression measures used over the 23 papers, 87 percent of samples report an N base less than 200 (see figure 1 below).
Figure 1: percentage of example regression article samples within n base categories


[image: image1]
As these scales provide the basis for other self-designed scales then the conclusion is that many scale developments are built on an exploratory design: excluding Emotional Signature® with a total N base of circa 20,000 and NERS which reports a total N base of circa 4,800 (2004) as client regressions are not publically available .   Likewise the tables reveal four further features that affect their validity.  

· Firstly, based on the specified papers, there is limited consideration of the value required by firms. Here we find that while many of the regressions focus on satisfaction (46 percent) there is a lower propensity to consider loyalty including word of mouth and affiliation (20 percent); attitude to store, brand and advertising (14 percent); behaviour such as spend and donation frequency (9 percent), and other areas of value such as approach-avoidance, intent to patronize and hedonic value (11 percent).  This is consequent on their age, hence as value has moved on to include Net Promoter® and other measures, the emotion scales have tended to lag behind – excluding notable examples such as Emotional Signature®.   
· Secondly, there is a limitation to the number of environments considered; often for practical purposes e.g., to achieve a result by focusing on emotionally engaging experiences or by letting the interviewees define the experiences they want to respond to by asking them to consider their emotions ‘in their next shopping trip’.  Hence, the environments involved in these regressions are dispersed across a fairly ad-hoc range of circumstances: hotels, low involvement-high involvement products, cable TV, healthcare, retail services, theme parks, blood donation, car ownership and purchase, TV advertising, dry cleaning services, garages, railways, local public service (including labour force bureau), educational services, a VIP experience, theatre, fast food, travel agency, concert goers, a variety of service recovery encounters and retail shopping experiences.  In addition, geographically, of the 23 papers outlined in tables 1 and 2: 15 are from North America (13 from the USA), 5 from Europe (2 from the UK), 1 unspecified and only 1 from Asia (Korea) and 1 from Australia. This geographical concentration is of concern, especially as the understanding of emotion terms is likely to be different in areas outside of the English speaking and Eurocentric countries. 
· Thirdly, the analytical methods vary, mostly due to the popularity of the regression or clustering techniques available at the time. Hence, of the 41 papers reviewed (which includes those in tables 1 and 2), 23 demonstrated the necessary focus on providing evidence of emotions commercial impact. Of these: 4 are derived from the 1980s, 11 from the 1990s and 8 from the 2000s (note that 18 papers reviewed did not concern themselves with commercial value).  Hence, while there has been an increasing number of papers using Structural Equation Modeling (SEM) - 5 in the 1990s (only 1 pre-1995) and 3 in the 2000s - there remains an emphasis on older regression techniques with in total around two-thirds using regression to one third using SEM.

· Fourthly, as has been shown in tables 1 and 2, there is a lack of consistency as to which emotion scale should be used.  For instance, table 3 outlines the wide variety of scale origins; note how that even if a scale origin is clear there are a number of variations i.e., should it be Izard or Plutchik in evolutionary psychology.

Table 3 the variety of emotion scale origins

	Origin
	Commentary

	Environmental Psychology
	These scales are concerned with the emotions evoked in an environmental interaction e.g., a shopping mall.  Its foundations fall outside consumer research practice.  Nonetheless, its influence has been as a basis for the development of other scales.

	Evolutionary Psychology
	Starting with the Darwinian perspective that emotions exist for survival purposes, a number of early scales use an evolutionary perspective. For instance, the analysis of facial expressions by Ekman led, through its association with emotions, to the development of scales by Izard and Plutchik: both popular in measuring emotions evoked in the commercial world (especially product).

	Circumplex
	Plutchik derives a circumplex, with primary emotions arranged in a circle and derived emotions in a third dimension based on intensity: this applies to Russell, Mano and Watson and Tellegren:  in the latter, the relevancy of positive and negative scales (valence) as underlying dimensions has led to a scale that expands on these terms.

	Advertising and Brand 
	To design scales with greater validity, a number of scales have been designed by context.  A key area of focus for these has been in advertising and brand.

	Consumption Situations
	Dissatisfaction with the relevancy of many scales to consumption situations, led Richins to design a single scale usable in the commercial field across contexts of consumption. 

	Service 
	As with brand and advertising, these focus on bespoke scale developments: though the effort put in has been less apparent than in other sectors, hence their restricted emotion coverage

	Self-Design 
	These have been less about providing an off-the-shelf design and more about providing a specific scale fit for purpose: e.g., for healthcare, retail and a hospitality experience. 

	Appraisal: Customer Experience; Component process
	As marketing moves to an Experience approach a measure of emotions becomes a necessity since Customer Experience is based on the concept of emotional engagement.  Emotional Signature® uses appraisals defined by such things as touchpoints to derive emotional reactions and value effects.  Scherer applies the concept of appraisal dimensions in the component process view.


The historical perspective
In reviewing these scales we also take an historical account of their development. For it is through the historical perspective that we not only highlight some of these validity failings, but also any paradigm shifts that offer the prospect of resolving these issues. In particular, the problems of emotion scale origin and commercial relevancy. 

The first wave of emotion scales: a focus on theory
The environmental psychology (table 4, 5), evolutionary psychology (table 6, 7), and circumplex (8, 9, 10) scales form the theoretical backbone for many of the commercially used and self-designed scales.  In these cases, emotions are assumed to derive from a psychological paradigm.  Typically in their origin these scales date from the 1970s or early 1980s and represent an attempt by researchers to ground commercial understanding of emotion in existing psychological frameworks. 
Unfortunately although theoretically appealing, this first wave of emotion scales has lacked relevancy to the commercial situation and proven in some cases difficult to field: due to unusual terms – such as jittery– and the presence of too many items.   Also, there is the problem of which theory to pick! Is Izard’s scale better for a shopping experience or Mehrabian-Russell’s? This in spite of relatively strong reliability scores: further, the number of commercially focused studies is relatively small in scale. 

It should be noted that  Power (2006) also mentions scales that combine valence (positive and negative) with discrete basic emotions but no relationship to commercial value is reported (e.g., Diener. Smith, and Fujita, 1995). Likewise in their Basic Emotions Scale, emotions are seen as derived from the ‘coupling’ of basic emotions; although once again, there has been no commercial reporting as to the value benefit of this approach. 

The second wave of emotion scales: the rise of context

One way around these concerns about validity and generalisability is to take a more contextualized approach to emotion scales, varying the emotions considered to the environment under consideration; hence, avoiding the issue of generalisability and providing greater validity to a scale construction. Indeed, this approach is supported by several key authorities. 
For instance,  Marsha Richins (1997), who developed the Consumption Emotions Set states that: ‘the emotions arising in interpersonal communication are likely to be different in intensity and content from those in everyday purchases, any scale developed without that context should not be considered appropriate for measuring consumer behaviour.’ In terms of scale construction the advantage of greater validity of a scale designed for a specific circumstance yet counterbalanced by a loss of generalisability is also supported by Rossiter (2002)  and Diamantopoulos (2005). 
In fact, just such an approach has occurred: a paradigm shift in emotion scale thinking that started in the late 1980s with the development of Advertising and Brand scales, moving into the late 1990s with the work of Richins (1997) on consumption emotions. Furthermore, this continues to bear fruit in the 2000s with the development of a Service Recovery scale, Service Quality emotion scales and Customer Experience scales 

At a meta-level this shift in emphasis is also seen in the literature under review, with two-thirds of the regression studies grounded in theory, the remaining one-third based on self-designed studies. The advertising and brand (tables 11, 12, 13), consumption situations (table 14), service (table 15) and self-design (table 16) scales represent this second wave.
The problem of self-design

However, this second wave of emotion scales is still off the mark in terms of an answer to the problem of emotion measurement. For, without the existence of a consistent theory, emotions risk becoming subject to folklore definition; as can be seen by the large variety and extent of emotion items used. Typically this also means that in any qualitative phase an emotion is accepted as an emotion simply because it follows on from the term ‘I feel…’ Even though the sensory quality of ‘I feel’ is not necessarily isomorphic with a foregoing emotion: as ‘I feel a headache coming on’ would demonstrate! 

Clare, Ortony and Collins (1988) raise these types of concerns using the concept of abandonment. Here they describe how: ‘abandonment has come to be construed as an emotion-inducing situation, which is, of course, quite different from saying that being abandoned is an emotion…the emotional content of feeling abandoned is contained not in the abandoned part but in the feeling part, presumably by virtue of the inferences about caring that it licences.’
Likewise, there is a concern over the very ambiguity of emotion terms. Here Clare, Ortony and Collins, use the example of surprise: someone can be surprised without feeling emotional; therefore surprise is a cognitive state ‘having to do with unexpectedness, which is, quite independent of valence.’
Clearly there might be less confusion if these emotion rules were widely accepted, but they are not. For instance, surprise or surprised is attributed as an emotion in nearly every major recognised scale including those attributed to evolutionary biology: e.g., PAD, DES-II, Emotion Profile Index, Ekman Facial Expressions, Frijda, PANAS-X, Holbrooke and Batra, Edell and Burke, Consumption Emotions Set and Liljander and Strandvik. Similarly, most scales have terms that could be construed as ‘situations’ for emotions not emotions themselves e.g., guided, curious, acceptance and concentrating are all used as emotion terms.

So, on the one hand scales have been designed from non-commercial contexts, using exploratory research designs that for the most part have been over-used in their application to consumer situations and suffer from serious validity issues: in particular ecological validity through their use of student populations (in most cases students being used not as relevant consumers but as proxy’s for specific consumption circumstances).   
And on the other hand, while self-design scales may be much more contextually relevant they are confused in their use of emotion terminology: a potentially serious situation if what you are measuring turns out not to be an emotion but an appraisal or an attitude. 

The third wave of emotion scales: new scales for a new paradigm

The current state of affairs seems to be one in the middle of a further paradigm shift. One led by the Customer Experience Management scales. Here, the theoretical link is to appraisal theory, that emotions need to be linked to some pre-existing event.  It is no longer enough to say happiness leads to satisfaction; the question is happiness in what? 

This is more than just a practical issue - businesses wanting to know what to do rather than be left with an abstract emotion term - this is also about how emotions are contingent upon how things are appraised. If an emotion or group of emotions is not relevant, they will simply not be linked in the model to any pre-existent appraisal and hence will be rejected. This also means that in the new scales, although some items may be fixed, how they group together can vary by context: a situation unlike that specified in say PAD where cross-bundles lack consideration and emotions fit into a pleasure, arousal or dominance dimension.

Furthermore, at least for Emotional Signature® (table 17), the key point about scale design is its commercial relevancy: the fact that the emotions measured are not designed to be all and sundry, but only those that have been predefined as relevant to value. 

This new paradigm also applies to the Geneva Emotion Wheel (table 18), which while not attempting to link emotions to initiating appraisals, does use the concept of appraisal in specifying the dimensions underlying emotions (hence the use of the control dimension) and how this leads not just to a valenced reaction but also the intensity of that valenced reaction as denoted by a specific emotion: one which the respondent selects typically over a graphical description (e.g., a coloured wheel).

Going Forward: the 7 Key Characteristics of an Emotion Scale
The history of scales has seen a gradual move away those based on non-commercial environments towards the bespoke. However, many of these still feel like scale developments for a lab rather than ones that can be executed in the field.  Furthermore, the degree of variety possible in the selection of emotion items means that a simple means of ‘cutting through the clutter’ with an effective, generalisable scale remains a core requirement for the practical business researcher interested in emotions effect on value.

The next development must therefore be in the move to provide scales that can be used more generally and within more complex service and experience field settings.  In summary the characteristics of such scales being that they are:

1. Generalisable:  scales are relevant for a wide set of commercial circumstances

2. Usable: scales demonstrate success in a large number of commercial studies, exhibiting a large sample size, not dependent on for instance a student sample

3. Consistent:  scales are theoretically grounded: in particular, more recent additions such as appraisal theory require an understanding and measure of emotions antecedents.  This is also important so as to avoid a possible free-for-all in the determination of emotion items

4. Value-based: scales are focused on understanding those emotions that link to value rather than every possible emotion (important for a commercial audience). In particular, scales must demonstrate an ability to predict a broad range of value predictors – not just satisfaction

5. Statistically sound: in analysis there is the need to use advanced statistical modeling , capable of delivering the predicted value of emotion uplifts or downshifts

6. Practical: scales encompass items that are understandable and not fatiguing to respondents

7. Authorative: scales have been designed by a recognized authority or authorities: or at least involving such authorities

It is the hope that the development of a grounded, widely available and easily executable scale will go some way to enabling the successful integration of emotional measurement into standard key performance indicators of satisfaction and recommendation (Net Promoter®) and the enablement of an increased focus by firms on emotional engagement as a means to differentiation.

It should be mentioned, however, that  the debate is still open as to the exact nature of emotion, particularly where empirical evidence on their neurological foundation remains unclear e.g., Barrett and Wager (2006) state that it is not possible to characterize each emotion by a ‘biological signature’ and that valence/ arousal has yet to be ‘meta-analytically evaluated.’  
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Environmental psychology scales

Table 4 Mehrabian and Russell (1974) 

	Name
	Context
	Items
	Name of Items
	Dimensions

	PAD 
	Environmental psychology
	36 Bipolar
	Happy – Unhappy

Pleased - Annoyed

Satisfied – Unsatisfied

Contented – Melancholic

Hopeful – Despairing

Relaxed – Bored

Stimulated – Relaxed

Excited – Calm

Frenzied – Sluggish

Jittery – Dull

Wide-awake – Sleepy

Aroused – Unaroused

Controlling – Uncontrolled

Influential – Influenced

In control – Cared for

Important – Awed

Dominant – Submissive

Autonomous - Guided
	Pleasure

Arousal

Dominance


Table 5 Russell and Snodgrass (1987)

	Name
	Context
	Items
	Name of Items
	Dimensions

	Russell and Snodgrass
(1987)
	Environmental psychology
	8 items
	Happy, pleased, satisfied and content; Unhappy, despair, unsatisfied, annoyed
	


Evolutionary psychology scales
Table 6 Izard (1977) / (1993)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	DES –II

DES-IV

(Differential Emotions Theory)
	Facial muscle movement and how this is associated with survival  

	36 Items and 12 categories
	Terms used in 36 questions:

interesting, interested, alert, curious, excited, glad, happy, joyful, rosy, surprised, amazed, unexpected, unhappy, blue, downhearted, sad, gloomy, discouraged, screaming, angry, irritated, annoyed, mad, stinks, disgusted, rotten, low-life, good-for-nothing, better than somebody, scared, uneasy, fearful, tense, afraid, shaky, jittery, regret, sorry, did something wrong, blamed, embarrassed, laugh at you, look at you when something goes wrong, sheepish, shy, bashful, embarrassed, can't stand yourself, mad at yourself, sick about yourself
	Positive: 

(Interest, Joy, Surprise)

Negative : (sadness, anger, disgust, contempt, hostility, fear, shame, shyness, guilt)


Table 7 Plutchik (1980)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Emotions Profile Index
	Focus on 8 primary emotions that serve a role in enhancing survival
Fits in Circumplex theory
	8
	Acceptance, Anger, Anticipation, Disgust, Fear, Joy, Sadness, Surprise
	62 paired descriptions resolve to 8 Items


Circumplex theories: positive and negative scales (with arousal)
Table 8 Watson et al. (1988)/ (1994)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	PANAS (1988)

PANAS-X (1994)
	Summative of Positive and Negative effect: defines a circumplex of emotions
	60 Items

11 categories
	Cheerful, disgusted, attentive, bashful, sluggish, daring, surprised, strong, scornful, relaxed, irritable, delighted, inspired, fearless, disgusted with self, sad, calm, afraid, tired, amazed, shaky, happy, timid, alone, upset, angry, bold, blue, shy, active, guilty, joyful, nervous, lonely, sleepy, excited, hostile, proud, jittery, lively, ashamed, at ease, scared, drowsy, angry at self, enthusiastic, downhearted, sheepish, distressed, blameworthy, determined, frightened, astonished, interested, loathing, confident, energetic, concentrating, dissatisfied with self
	Basic Negative: Fear, hostility, guilt and sadness 

Basic Positivity: Joviality, self-assurance and attentiveness

Other Affective: Shyness, Fatigue, Serenity and Surprise


Table 9 Mano (1991)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Mano, Haim (1991)
	Circumplex theory of emotion
	26 items


	Arousal: aroused, astonished, surprised

Elation: elated, active, excited

Pleasantness: pleased, satisfied, happy, in a good mood

Calmness: calm, at rest, relaxed

Quietness: quiet, still, quiescent

Boredom: sleepy, sluggish, drowsy

Unpleasantness: unhappy, sad, blue, in a bad mood

Distressed: anxious, fearful, nervous
	8 dimensions: arousal, elation, pleasantness, calmness, quietness, boredom, unpleasantness, distressed


Table 10 Russell (1980) 

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Russell (1980) 
	Circumplex theory and environmental psychology
	25 Items (bipolar)
	Angry-satisfied

Unhappy-happy

Dissatisfied-very pleased

Sad-joyful

Disappointed –delighted

Bored-entertained

Cheerful-depressed

Quiet-anxious

Enthusiastic-calm

Nervous-relaxed

Active-passive

Surprised-indifferent
	Pleasure and Arousal


Advertising and brand scales

 Table 11 Holbrook and Batra (1987)  and Edell and Burke (1987) 
	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Holbrook and Batra (1987)


	Advertising and Brand situations
	94 items 

29 categories
	Items: Joyful, happy, delighted, pleased; surprised, amazed, astonished; sad, distressed, sorrowful, dejected; angry, irritated, enraged, mad; disgusted, revolted, annoyed, full of loathing; scornful, contemptuous, disdainful; fearful, afraid, anxious; ashamed, embarrassed, humiliated; guilty, remorseful, regretful; loving, affectionate, friendly; aroused, active, excited; panicked, confused, over stimulated; bored, drowsy, sluggish; confident, in control, competent; powerless, helpless, dominated; playful, entertained, light-hearted; sceptical, suspicious, distrustful; proud, superior, worthy; restful, serene, comfortable, soothed; tense, frustrated, conflictful; desirous, wishful, full of craving, hopeful; moral, virtuous, dutiful; reverent. worshipful, spiritual; grateful, thankful, appreciative, innocent, pure, blameless; involved, informed, enlightened, benefited; unimpressed, uninformed, unexcited; attentive, curious; distracted, preoccupied, inattentive
	Pleasure:  (Duty, faith, pride, affection, innocence, gratitude, serenity. Desire, joy, competence)
Arousal: (interest, hypoactivation, activation, surprise, déjà vu, involvement, distraction, surgency, contempt)
Domination: (conflict, guilt, helplessness, sadness, fear, shame, anger, hyperactivation, disgust, skepticism)

	Edell and Burke (1987)
	Advertising situations
	69 Items
	Upbeat: active, adventurous, alive, amused, attentive, attractive, carefree, cheerful, confident, creative, delighted, elated, energetic, enthusiastic, excited, exhilarated, good, happy, humorous, independent, Industrious, inspired, interested, Joyous, light-hearted, lively, playful, pleased, proud, satisfied, stimulated, strong

Negative: angry, annoyed, bad, bored, critical, defiant, depressed, disgusted, disinterested,dubious,dull,fed-up,insulted,irritated,lonely.offended,regretful,sad,skeptical,suspicious

Warm:  affectionate, calm, concerned, contemplative,emotional,hopeful,kind,moving,peaceful,pensive,sentimental,touched,warmhearted (excludes: convinced, lazy, patriotic and silly)
	Upbeat

Warmth 
Negative


Table 12 Aaker, Ad Feeling Cluster (1988)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Aaker , Stayman and Vezina (1988):

Ad Feeling Cluster
	Advertising situations: uses term feeling rather than emotion, justified as feeling implies for authors lower intensity
	180 items
2 nested clusters of 22 and 31 identified
	Playful; childish; silly; mischievous; zany; youthful; spunky.  Friendly; pleasant; agreeable; sociable; good; trusting; cheery; humorous; amused; light-hearted; gay; entertained.  Wonderful; delighted; happy; ecstasy; marvellous; exhilarated; elated; enchanted; great; pleased; dreamy. Interested; fascinating; impressed; attentive.  Fearless; determined; strong; confident; powerful; courageous.  Affectionate; compassion; tender; love; warm-hearted; warm; sentimental; intimate; emotional; romantic; sympathetic; empathetic.  Relaxed; calm; serene; peaceful; comfortable; soothed; contentment; easygoing; leisurely; relief. Energetic; adventurous; impulsive; spontaneous; active; vigorous. Stimulated; enthusiastic; eager; inspired; excited; challenged.  Contemplative; wise; cautious; reflective; questioning; informed; mature.  Admiration; pride; positive.  Anticipation; persuaded; incorporated; accepted; expectant; tempted; hope; set; appetising.  Active; anticipation; determined; attentive; expectant; challenged; vigorous; tempted. Frightened; fear; afraid.  Astonished; amazed; shocked; confused; puzzled; bewildered.  Indifferent; uninterested; uninspired; unaffected; passive; apathy; so-so; lackadaisical; blah; dull; sluggish; washed-out; bored; tiresomeness.  Gloomy; sad; depressed; grief; sorrow; melancholy; sombre; dreary. Anxious; uptight; nervous; restless; tense; worried; impatient.  Inhibited; helpless; disconnected; discouraged; timid; dissonant.  Unattractive; ugly; stupid; embarrassed.  Pity; pain; empathetic; deceived; distrust; guilt.  Anger; mad; furious; hostile; bitter.  Intolerant; disagreeable; sarcastic; jealous.  Detest; hate; repulsion; disgusted; loathing; revolted; contempt; dislike; insulted. Agitated; aggravated; irritated; antagonised; annoyed. Moody; disturbed; distracted; emotional; frustrated.  Set; contentment; incorporated; trusting; calm; informed; persuaded.
	Positive:

Playful/Childish

Friendly

Humorous

Delighted

Interested

Strong/Confident

Warm/Tender

Relaxed

Energetic/Impulsive

Eager/Excited

Contemplative

Pride

Persuaded/Expectant

Vigorous/Challenged

Amazed

Set/Informed

Negative:

Fear

Bad/Sick

Confused

Indifferent

Bored

Sad

Anxious

Helpless/Timid

Ugly/Stupid

Pity/Deceived

Mad

Disagreeable

Disgusted

Irritated

Moody/Frustrated


Table 13 NERS (2006)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	NERS (Net emotional response strength)
(2006)
	Brand
	24 items
	Desire, sexy, arousal, stimulate, happy, fine, calm, fresh/healthy, pretty, expectant, pride, success, aggressive, smart, relief, critical, doubt, boring, sad, pain, loneliness, worry, annoying, fear
	Joy

Sorrow


Consumption scales

Table 14 Richins (1997)

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Consumption Emotions Set
(1997)
	Consumption situations
	47 Items

17 categories
Self-designed: CES

Used terms from a study and literature review
	Panicky, afraid, scared, worried, humiliated, nervous, tense, miserable, homesick, depressed, discontented, embarrassed, ashamed, irritated, sad, guilty, unfulfilled, enthusiastic, amazed. excited, thrilled, surprised, joyful, astonished, pleased, happy, encouraging,hopeful,optimistic,warm-hearted,eager,peaceful,calm,contented, fulfilled, proud, relieved, romantic, passionate, loving, sexy, sentimental, envious, jealous, lonely
	Positive:  romantic love, love, peacefulness, content, optimism, joy, excitement

Negative: anger, discontent, worry, sadness, fear, shame, envy, loneliness

Other: surprise, other items (guilty, proud, eager, relieved)


Service scales

Table 15 Liljander and Strandvik (1996), Schoefer et al. (2008) 

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Liljander and Strandvik
(1996)
	Service quality: designed from survey on Labour Force Bureau in Helsinki area
	8 items
	Happy, hopeful, positively surprised, angry, depressed, guilty and humiliated
	Negative 

Positive



	Schoefer and Diamantopoulos
(2008)
	Service Recovery Encounters Scale
	10 items
	Joyful, happy, proud, warm feelings, being valued (5 negative emotions)
	Positive 
Discontent



Self-design scales
Table 16 Healthcare, Retail services, Hotel

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Dube, L,  Belanger M-C. and Trudeau. E. (1993)
	Self-designed for healthcare
	15
	Tension, anxiety, worry, depression discouragement. distraught, frustration, loneliness, feeling neglected, suspicion, optimism, comfort, calm, respect, boredom
	Situation-attributed negative emotions

Other-attributed negative emotions

Positive emotions

	Yoo, C., Park, J. and MacInnis
	Based on bespoke research in retail using ethnography of Wallendorf and Belk (1989) and Arnold and Wallendorf (1994)
	11
	Attractive, proud, contented, excited, satisfied, pleased,  nullified, ignored, anxious, angry, displeased
	Positive

Negative



	Market Metrix Hotel Index (Barsky and Nash) 
	Self-designed for hotels from earlier qualitative research
	16
	Comfortable, welcome, content, practical, secure, important, entertained, extravagant, relaxed, elegant, pampered, hip/cool, excited, inspired, sophisticated, respected
	Individual emotions used


Appraisal based scales 
Customer Experience Management scales

Table 17 Customer Experience Management Scale:
	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Emotional Signature® 

(ES)
	Customer Experience Management: designed by Beyond Philosophy
	20
	Pleased, Happy

Cared for, trusting, valued, safe

Focused, stimulated, indulgent, energised, exploratory

Irritated, disappointed, dissatisfied, unhappy, hurried, stressed, frustrated, annoyed
	Advocacy

Recommendation

Attention

Destroyers



	Pullman and Gross (2004)

	Customer Experience Management formulated from Barsky and Nash (2002), Watson et al. (1988) and Mano and Oliver (1993)
	15
	Basic emotions: comfort, relaxed, happy, pampered, satisfied

VIP emotions: entertained, amused and excited

Other: sophisticated, privileged, hip, important, inspired, curious, part of show
	Basic

VIP

Other




Component process
Table 18 Geneva Emotion Wheel

	Name
	Context
	Items
	Name of Items
	Dimensions (categories)

	Geneva Emotion Wheel 
	Klaus Scherer; developed by University of Geneva
	64 items
	16 emotion categories with 4 adjectives per category: Anger, contempt, disgust, envy; guilt, shame, fear, sadness; surprise, interest, hope, relief; satisfaction, joyful, elation, surprise
	Control and valence (positive and negative)
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� Based on tables 1 and 2: note that Machleit tests multiple scales and Foxalls does not ask consumers in situ but rather based on their  remembrance of stated situations
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