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Abstract. This study aims to investigate the influence of emotion on consumer 

risk preference and to analyze the moderating role of information processing 

pathways in this relationship. Through experimental design, participants were 

first induced into positive or negative emotional states, and then engaged in risk 

decision-making tasks under different information processing conditions. The re-

sults indicate that positive emotions significantly enhance participants' risk pref-

erence, while negative emotions lead participants to favor risk avoidance. Addi-

tionally, information processing pathways play a crucial moderating role in the 

relationship between emotion and risk preference: central processing reduces the 

impact of emotion on risk decisions, whereas peripheral processing amplifies the 

emotional effect. The findings of this study offer new insights into the role of 

emotion in decision-making processes and have important practical implications 

for marketing strategies, public policy formulation, and consumer behavior man-

agement. The study also discusses its limitations and suggests directions for fu-

ture research. 
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1 Introduction 

In modern society, consumer decision-making is influenced by a multitude of factors, 
with emotion being a significant psychological state that markedly affects an individ-
ual's risk preference in various decision contexts[1]. Extensive research has demon-
strated that emotion is not merely an accompanying experience in the decision-making 
process[2]; it deeply engages in all aspects of information processing and deci-
sion-making mechanisms. Particularly in high-risk decision scenarios, emotion often 
acts as a moderator, influencing consumers' risk perception and coping strategies[3]. 

The theory of information processing pathways provides an effective framework for 
understanding the role of emotion in decision-making. This theory divides information 
processing into two pathways: the central pathway, which emphasizes rational and 
logical analysis, and the peripheral pathway, which relies on emotional and intuitive 
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responses. Emotion can lead to vastly different decision outcomes depending on the 
pathway[4], suggesting that information processing pathways may play a critical 
moderating role in the influence of emotion on risk preference. 

This study aims to explore the impact of emotion on consumer risk preference and 
further analyze the moderating role of information processing pathways in this process. 
By constructing a theoretical model and conducting empirical analysis, this paper seeks 
to elucidate the complex relationships among emotion, information processing path-
ways, and risk preference, providing new insights into the mechanisms of consumer 
decision-making. 

2 Literature Review 

The influence of emotion on consumer decision-making has become a significant 
research topic in the field of behavioral sciences. Early studies indicated that emotion 
not only affects consumers' judgments and choices but also directly impacts their 
information processing styles. Positive emotions tend to broaden an individual's in-
formation processing, thereby increasing their preference for innovative and diverse 
choices[5]. In contrast, negative emotions such as anxiety and fear often lead individ-
uals to adopt more conservative, risk-averse strategies. Numerous studies have con-
firmed that emotional states are critical factors influencing consumer deci-
sion-making[6]. 

Risk preference holds a central position in consumer behavior research. Prospect 
theory suggests that consumers exhibit asymmetric risk attitudes when faced with 
uncertainty. Consumers tend to avoid risks when potential gains are involved, but they 
are more likely to engage in risk-taking behavior when faced with potential losses[7]. 
Moreover, research shows that risk preference is influenced not only by emotion but 
also by personal characteristics, experience, and social environment. The complex 
interaction of these factors makes the study of risk preference particularly challeng-
ing[8]. 

The theory of information processing pathways is primarily used to explain how 
individuals make decisions during information processing. According to this theory, 
information processing pathways are divided into the central and peripheral routes. The 
central pathway relies on rational thinking and logical analysis, where individuals 
engage in deep processing of information, leading to stable and long-term attitude 
changes[9]. In contrast, the peripheral pathway depends on emotional reactions, intui-
tion, and simple cues, resulting in more superficial information processing and less 
durable attitude changes. Research indicates that emotional states may influence the 
choice of information processing pathway, thereby affecting the final decision out-
come[10]. 

Although research on emotion, risk preference, and information processing path-
ways is relatively mature individually, their interrelationships require further explora-
tion. Studies suggest that emotion not only affects risk preference but also indirectly 
influences risk decision-making by modulating the information processing path-
way[11]. For example, positive emotions may lead individuals to adopt the peripheral 
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pathway, increasing their risk-taking tendency, whereas negative emotions might steer 
individuals towards the central pathway, thereby enhancing risk-averse behavior. 
However, the mechanisms by which different types of emotions modulate information 
processing pathways are not yet fully understood, and further research is needed to 
reveal the full complexity of the consumer decision-making process. 

3 Methodology 

3.1 Research Design 

This study employs an experimental design to explore the impact of emotion on con-
sumer risk preference and the moderating role of information processing pathways in 
this relationship. The experimental design comprises four main components: emotion 
induction, risk decision tasks, operationalization of information processing pathways, 
and control group setup. 

In the first phase of the experiment, participants were subjected to emotion induction 
through video stimuli. Specifically, participants were randomly assigned to watch a 
5-minute video clip designed to elicit either positive emotions (e.g., happiness) or 
negative emotions (e.g., anxiety). The effectiveness of emotion induction was meas-
ured using the Positive and Negative Affect Schedule (PANAS) to ensure that partic-
ipants in different groups achieved the desired emotional state. In the second phase, 
participants completed a series of risk decision tasks. These tasks involved choosing 
between high-risk and low-risk options, such as selecting an investment plan or pur-
chasing insurance. By recording participants' choices in these tasks, the study assessed 
the impact of different emotional states on their risk preferences. To examine the 
moderating role of information processing pathways, the experiment was designed 
with two conditions: central pathway and peripheral pathway. In the central pathway 
condition, participants were required to read detailed background information about 
the decision and answer relevant logical questions, ensuring that decisions were made 
through rational analysis. In the peripheral pathway condition, participants only 
needed to quickly review brief decision prompts and make choices based on intuition. 
This design aimed to differentiate the moderating effects of different information 
processing pathways on the influence of emotion on risk preference. 

 

Fig. 1. Research Design. 
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Figure 1 illustrates the overall flow of the research design. After emotion induc-
tion, participants in each experimental group proceeded to the respective information 
processing pathway conditions and completed the corresponding risk decision tasks. 
In the control group, no emotion induction was performed, and participants directly 
participated in the decision tasks. This design ensures a systematic analysis of the 
relationships among emotion, information processing pathways, and risk preference, 
laying the foundation for subsequent data analysis and discussion. The experimental 
groups included: Positive Emotion Group (Central Pathway), Positive Emotion Group 
(Peripheral Pathway), Negative Emotion Group (Central Pathway), Negative Emotion 
Group (Peripheral Pathway), Control Group. 

3.2 Emotion Induction 

Data collection for this study was conducted in a controlled experimental environment. 
The participants, 150 university students randomly recruited, had an average age of 22 
years and an equal gender distribution. The experiment was conducted in a laboratory 
setting, where each participant completed the experiment individually, with the entire 
process recorded on video to ensure the accuracy of data collection. 

During the emotion induction phase, participants were successfully divided into 
positive and negative emotion groups by viewing pre-selected video clips. The effec-
tiveness of emotion induction was assessed using the PANAS scale, administered 
before and after the video, to verify the induced emotional states. In the deci-
sion-making phase, participants were presented with multiple rounds of carefully 
designed risk decision scenarios, and their choices and response times were recorded. 
These data were automatically logged by a computer program and stored in a database 
for subsequent analysis. 

Additionally, to ensure the validity of the experimental results, background infor-
mation about the participants—such as age, gender, academic background, and prior 
decision-making experience—was also collected. These background variables were 
used as control variables in subsequent analyses to account for potential confounding 
factors. 

3.3 Variables and Measurement 

The core variables in this study include emotional state, risk preference, and infor-
mation processing pathways. Each variable was quantified using specific measurement 
tools, as summarized in Table 1. 

As shown in Table 1, emotional state was quantified using the PANAS scale, a 
widely used tool in emotion research with high reliability and validity. Risk preference 
was measured by recording the number of high-risk and low-risk choices participants 
made during the decision tasks. Information processing pathways were operationalized 
through the different conditions: central pathway representing rational analysis and 
peripheral pathway representing intuitive decision-making. Control variables included 
basic demographic information and decision-making experience, which were con-
trolled for in the data analysis. 
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Table 1. Key Variables and Measurement Methods. 

Variable Measurement Tool Description 

Emotional State PANAS Scale 
Quantified by changes in scores before 

and after emotion induction 

Risk Preference 
Choices in Risk Decision 

Tasks 
Recorded as the number of high-risk or 

low-risk options chosen 

Information 
Processing 

Central and Peripheral 
Pathway Conditions 

Operationalized through different in-
formation processing conditions 

Control Varia-
bles 

Demographic and Back-
ground Information 

Includes age, gender, academic back-
ground, and decision experience 

3.4 Data Analysis Methods 

This study employs a variety of data analysis methods to comprehensively explore the 
relationships among emotion, information processing pathways, and risk preference. 
First, descriptive statistics were used to summarize the basic characteristics of the 
sample, including participants' age, gender, emotional state, and performance in the 
decision tasks. Next, analysis of variance (ANOVA) was conducted to examine the 
effects of different emotional states and information processing pathways on risk 
preference, analyzing the differences between experimental groups. 

To further investigate the moderating role of information processing pathways in the 
influence of emotion on risk preference, multiple regression analysis was employed. 
This method allows for the simultaneous consideration of multiple independent varia-
bles, making it suitable for examining complex interactions in this study. Additionally, 
to test the significance of moderating effects, the study utilized moderation analysis 
tools, such as the PROCESS macro, to quantify the moderating effect of information 
processing pathways on the relationship between emotion and risk preference. All 
statistical analyses were performed using SPSS statistical software to ensure the ac-
curacy and reliability of the results. 

4 Result and Discussion 

4.1 Descriptive Statistics 

A descriptive statistical analysis was conducted on the collected data to summarize the 
basic characteristics of the sample and the distribution of key variables. Table 2 pre-
sents the participants' age, gender distribution, emotion state scores, and overall per-
formance in the risk decision tasks. 

Table 2 shows that the average age of participants was 22.3 years, with males 
comprising 52% of the sample. After emotion induction, the average emotion score for 
the positive emotion group was 3.9, while the negative emotion group had an average 
score of 2.3. The participants' average number of high-risk choices in the decision tasks 
was 6.2, while the average number of low-risk choices was 4.8. 
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Table 2. Participant Characteristics and Descriptive Statistics. 

Variable 
Age 

(years) 
Male Pro-

portion (%) 

Positive 
Emotion 

Score 

Negative 
Emotion 

Score 

High-Risk 
Choices 

Low-Risk 
Choices 

Mean 22.3 52 3.9 2.3 6.2 4.8 

Standard 
Deviation 

2.1 - 0.7 0.8 2.5 2.3 

Minimum 19 - 2.5 1 2 1 

Maximum 28 - 5 4 10 9 

4.2 Hypothesis Testing 

To test the impact of different emotional states on risk preference and the moderating 
role of information processing pathways, an analysis of variance (ANOVA) was con-
ducted. Figure 2 illustrates the effect of different emotional states on the number of 
high-risk choices under central and peripheral pathway conditions. 

 

Fig. 2. Effect of Emotion State and Processing Path on High Risk Choices. 

Figure 2 indicates that under positive emotional conditions, participants were more 
likely to choose high-risk options in the peripheral pathway condition (average of 7.5 
times) than in the central pathway condition (average of 5.2 times). Conversely, under 
negative emotional conditions, participants made fewer high-risk choices, regardless of 
the pathway, with averages of 4.3 and 3.1 times for the central and peripheral pathways, 
respectively. These results support the hypothesis that emotional states significantly 
influence risk preference, with information processing pathways playing a moderating 
role. 

4.3 Moderation Effect Analysis 

To further examine the moderating effect of information processing pathways on the 
influence of emotion on risk preference, multiple regression analysis and moderation 
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effect testing tools were used. Figure 3 depicts the moderating effect of information 
processing pathways on high-risk choices under positive emotional conditions. 

 

Fig. 3. Moderating Effect of Processing Path on Emotion and High Risk Choices. 

Figure 3 shows that as the intensity of positive emotion increases, the number of 
high-risk choices significantly increases under the peripheral pathway condition, while 
the change is more gradual under the central pathway condition. This further confirms 
the moderating role of information processing pathways in the relationship between 
emotion and risk preference. 

5 Conclusion 

This study experimentally examined the impact of emotion on consumer risk prefer-
ence and validated the moderating role of information processing pathways in this 
relationship. The results revealed that under positive emotional conditions, consumers 
are more inclined to choose high-risk options, whereas negative emotions lead con-
sumers to prefer low-risk choices. Information processing pathways played a signifi-
cant moderating role in this process: rational analysis under the central pathway re-
duced the influence of emotion on risk decisions, while the peripheral pathway ampli-
fied the emotional effect, particularly enhancing risk preference under positive emo-
tional conditions. 

These findings not only deepen the understanding of the mechanisms through 
which emotion influences decision-making but also provide practical guidance for 
marketing strategies, public policy formulation, and consumer behavior management. 
However, the limitations of the study's sample and the controlled experimental envi-
ronment suggest that future research should expand the sample size and validate the 
findings in more realistic settings. Additionally, exploring other moderating variables, 
such as cognitive load, will further illuminate the complex effects of emotion on deci-
sion-making behavior. 
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source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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