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Abstract 

This dissertation explores the role of anticipated and experienced emotions in loan 

taking. It consists of three articles that focus on different phases of a loan taking 

process. The first article investigates the phase before loan acquisition and during 

repayment using an experimental design. Results show that different payment types are 

associated with different product-related emotions. Moreover, it is shown that 

anticipated emotions before loan acquisition and experienced emotions during 

repayment are not always corresponding. The second and third articles investigate the 

phase during loan acquisition, specifically the case of loan negotiations between bank 

advisor and client and consumers’ evaluation of different loan products. The second 

article uses a computer-simulation and shows that risk aversive behavior and 

willingness to compromise in loan negotiations is influenced by anticipated regret. 

Studies in the third article are scenarios. Results show that evaluation of loan products 

with improving sequences of installments is partly associated with anticipated emotions 

about these products. While the participants of the first and the second article were 

students, participants of the third article were consumer samples. The three articles 

contribute to the literature on loan taking and have practical implications for consumer 

education and marketing of shops and banks.  

 

Diese Dissertation beschäftigt sich mit der Rolle von antizipierten und erlebten 

Emotionen bei der Kreditaufnahme. Die Dissertation besteht aus drei Artikeln, die 

jeweils auf unterschiedliche Phasen eines Kreditaufnahmeprozesses fokussieren. Der 

erste Artikel untersucht die Phase vor der Kreditaufnahme und während der 

Rückzahlungen mittels eines experimentellen Designs. Die Ergebnisse zeigen, dass 

verschiedene Zahlungsarten mit unterschiedlichen produktbezogenen Emotionen 



 

 

einhergehen. Zudem wird gezeigt, dass antizipierte Emotionen vor der Kreditaufnahme 

und erlebte Emotionen während der Rückzahlungen nicht immer übereinstimmen. Der 

zweite und der dritte Artikel untersuchen die Phase während der Kreditaufnahme, im 

Besonderen den Fall einer Verhandlung über Kreditkonditionen zwischen Bankberater 

und Kunde und die Bewertung von verschiedenen Kreditprodukten. Der zweite Artikel 

verwendet eine Computersimulation und zeigt, dass risikoaverses Verhalten und 

Kompromissbereitschaft in Kreditverhandlungen durch antizipiertes Bedauern 

beeinflusst werden. Die Studien im dritten Artikel sind Szenario-Studien. Die 

Ergebnisse zeigen, dass die Bewertung von Kreditprodukten mit sich verbesserndem 

Ratenverlauf teilweise mit antizipierten Emotionen über diese Produkte 

zusammenhängt. Während die Teilnehmer des ersten und des zweiten Artikels 

Studierende waren, waren die Teilnehmer des dritten Artikels Konsumenten. Die drei 

Artikel leisten einen Beitrag zur Literatur zu Kreditaufnahmen und haben praktische 

Implikationen für die Verbraucherinformation als auch für das Marketing von 

Geschäften und Banken.   
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Introduction 

Consumer loan use has continued to increase in recent years (Girouard et al., 

2006). Because loan use has severe and long-lasting consequences on consumers’ lives 

(e.g., Brown et al., 2005) and many loan users have limited financial knowledge (e.g., 

Warwick & Mansfield, 2000), numerous questions emerge regarding how 

understandings of loan users’ behavior can be improved and how consumers can be 

helped to make decisions that are in their best interest. This involves questions 

concerning the consequences that the decision to take out a loan has in contrast to those 

of other financing opportunities, the potential consequences of an insufficient 

information search, or how to choose from a range of loan offers.  

To understand which factors encourage people to take out loans and are relevant 

for understanding the consequences of a loan decision, Kamleitner and Kirchler (2007) 

identified three steps of loan taking: processes prior to loan use, processes at loan 

acquisition, and processes during the repayment period. Certain factors influence the 

loan process during each of these steps (Kamleitner & Kirchler, 2007; Kamleitner et al., 

2012).  

One factor that is relevant in all three phases of loan taking is emotion. Emotions 

are known to influence consumer decisions (e.g., Pollai et al., 2011) and consumer 

behavior and satisfaction (e.g., Westbrook, 1987). There is evidence that emotions are 

an important aspect for understanding all three phases of loan taking. In the first phase, 

the phase prior to credit acquisition, people make the general decision of whether to 

take out a loan or use other forms of financing to make a purchase, such as saving. 

According to the model of double-entry mental accounting, consumers exhibit aversion 

to debt in general (Prelec & Loewenstein, 1998). In this context, the question arises of 

whether loan taking and saving are associated with different product-related emotions 
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that correspond to a general aversion to debt. Given the findings that emotions before 

and after an event are not always identical (e.g., Wilson & Gilbert, 2003), there is also a 

question of whether the emotions experienced in the first phase, before loan acquisition, 

always correspond to the emotions experienced in the third phase, repayment.  

Consumers frequently not only decide whether to take out a loan or to save but 

also face a variety of loan options. This decision is depicted in the second phase of the 

model developed by Kamleitner and Kirchler (2007), the loan acquisition phase. 

Potential borrowers can discuss different options with their bank advisor or choose from 

a range of different loan products. As emotions have been shown to influence behavior 

in negotiations (Larrick & Boles, 1995), the question arises whether and how emotions 

influence negotiations in loan taking. As emotions have also been shown to influence 

consumers’ product preferences (Shiv & Huber, 2000), this prompts the further question 

of whether product preferences regarding a specific loan product are associated with 

corresponding emotions.  

To address these questions, four studies were conducted that reflect the role of 

emotions at different phases of the loan taking process. The results of the studies were 

summarized in three articles. In the following sections, the relevant literature is 

reviewed, and the resulting research questions are specified. The design and the results 

of the studies are summarized, and concluding, all results are discussed jointly.   

Theoretical Background 

Consumer loans and debt have continued to rise sharply in recent years 

(Girouard et al., 2006), and a wide range of studies has been conducted to understand 

consumers’ predispositions and outcomes in loan taking. Some dramatic results showed 

the relevance of the topic, for instance, that young, low-income people (Autio et al., 

2009; Lachance et al., 2006) and numerous students are especially indebted (Jones, 



3 

 

2005; O’Loughlin & Szmigin, 2006), and there are several indicators that this trend will 

continue, such as students’ positive attitudes toward debt (Davies & Lea, 1995; Hayhoe 

et al., 2005), peer pressure (Wang & Xiao, 2009) or the tendency to engage in 

compulsive buying (Roberts & Jones, 2000). These findings are of crucial importance, 

as a variety of studies has shown that even small loans can have severe consequences on 

the life of a debtor (Autio et al., 2009; Brown et al., 2005; Hayhoe et al., 2009). Despite 

this trend of increasing consumer loans and debt, young people in particular have been 

shown to frequently have poor financial knowledge (Chen & Volpe, 1998), and many 

debtors have insufficient knowledge regarding their own credit-card details (Warwick & 

Mansfield, 2000) or underestimate the duration of a loan (Lewis & van Venrooij, 1995; 

Overton & MacFadyen, 1998; Ranyard & Craig, 1995), which can contribute to an 

inaccurate evaluation of the risks of loan taking.  

 Studies on loan taking have generally focused on isolated instances of loan 

taking (for reviews, see Kamleitner & Kirchler, 2007; Kamleitner et al., 2012). 

However, as loan use is normally not a single event but is occasionally a decades-long 

matter, it is useful to view loan use as an integrated process rather than a series of 

isolated events. Kamleitner and Kirchler (2007) therefore proposed the consideration of 

three different steps when analyzing loan taking: processes that occur prior to loan use, 

processes that occur at loan acquisition and processes that occur during the repayment 

period.  

An aspect that seems crucial for understanding all three steps of a loan taking 

process and its consequences on consumers is emotion. When considering emotions in 

detail, a distinction must be made between anticipated and experienced emotions. While 

anticipated emotions refer to emotions that people expect to experience in response to 

future events (Loewenstein et al., 2001), experienced emotions refer to the actual 

emotions experienced during an event (MacInnis et al., 2005). Both anticipated and 
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experienced emotions have been shown to have a substantial impact on consumer 

behavior. Anticipated emotions have been shown to influence decisions in various 

consumer contexts such as consumer and financial decision making (White et al., 2007), 

purchasing decisions (Wiener et al., 2007), product preferences (Shiv & Huber, 2000), 

insurance decisions (Hetts et al., 2000), the choice between conventional and 

unconventional products (Simonson, 1992), maintaining or discontinuing service 

relationships (Lemon et al., 2002), purchase intentions and the intention to take out a 

loan (Pollai et al., 2011). In turn, experienced product-related emotions have been 

shown to affect consumer satisfaction. For instance, product-related emotions have been 

shown to predict product satisfaction, complaint behavior and word-of-mouth 

transmission (Westbrook, 1987), and different affective experiences may be related to 

consumer satisfaction (Mano & Oliver, 1993; Westbrook & Oliver, 1991). Given the 

significant relevance of emotions in the consumer context generally, there is some 

evidence that emotions are also important in all three phases of loan taking which will 

be explained in the following sections.  

When considering the first and the third phases of a loan taking process, the 

phases before loan acquisition and during repayment, an important aspect concerns the 

general question of whether consumers elect to take out a loan or select another means 

of payment, such as saving (Kamleitner et al., 2012), and determining the consequences 

of this decision (Kamleitner & Kirchler, 2007). Standard economic theory assumes that 

loan taking will generally be favored over saving: discounted utility theory supposes 

that people prefer to experience a positive event sooner rather than later due to 

discounted utility over time (Fishburn & Rubinstein, 1982; Samuelson, 1937), which 

was confirmed by some studies (e.g., Berndsen & Van der Pligt, 2001). As loan taking 

allows a person to obtain a desired consumer good sooner, discounted utility theory 

assumes that loan taking will be preferred over saving. However, it has also been shown 
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that this is not always the case: people might derive additional utility from ‘savoring’ 

for a desired good, which results in a general preference for saving over loans 

(Loewenstein, 1987). Moreover, other studies have shown that people may prefer to 

experience positive events later when they are embedded in a sequence (e.g., 

Loewenstein & Prelec, 1991; 1993), which supports a preference for saving, that 

constitutes an improving sequence, over loan taking.  

Associated with this general preference for saving over loan taking, there are 

also some indications that loan taking is associated with more negative anticipated and 

experienced product-related emotions than saving. Based on the concept of mental 

accounting (Thaler, 1980, 1985), the model of double-entry mental accounting (Prelec 

& Loewenstein, 1998) proposes that consumers create two mental accounts, in which 

products and payments are ‘coupled’ (for a review, see Kamleitner & Hoelzl, 2009): the 

first concerns the net utility of consumption and is composed of the pleasure of 

consumption after subtracting painful thoughts regarding the payments to finance the 

good. The second concerns the net disutility of consumption and is composed of the 

pain of paying for the good after subtracting the joy derived from consumption. When 

taking out a loan, consumers’ joy regarding the desired good is damped by thoughts of 

the ongoing payments. When a good is already being consumed or consumers are 

habituated to it, negative feelings associated with payments are not ameliorated by the 

pleasure of consumption. In contrast, when saving, consumers’ pain from the advance 

payments is attenuated by thoughts of future consumption. The consumption can then 

be enjoyed without painful thoughts resulting from any outstanding payments. This 

thesis therefore proposes that a product financed with a loan is associated with lower 

levels of positive anticipated and experienced emotions than a product financed through 

saving (research question 1).  
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According to the explanations above, loan taking is assumed to be associated 

with lower levels of positive anticipated and experienced emotions than saving. 

However, anticipated and experienced emotions do not always correspond (for reviews, 

see MacInnis et al., 2005; Wilson & Gilbert, 2003). Anticipated and experienced 

emotions thereby do not generally differ in emotional character, as people normally 

make valid predictions regarding the quality and direction of their emotions regarding 

future events. However, it has been shown that people often mispredict the intensity and 

duration of their emotions, for instance, the amount of happiness after receiving tenure 

(Gilbert et al., 1998), disappointment after failing a driver’s license test (Ayton et al., 

2007) or the level of positive emotions during a long vacation (Mitchell et al., 1997). 

There is some evidence that people also mispredit their emotions in situations related to 

loan taking (Kirchler et al., 2008). In addition to several studies showing that people 

underestimate the durations of their loans (Lewis & van Venrooij, 1995; Overton & 

MacFadyen, 1998; Ranyard & Craig, 1995), recent studies showed that consumers also 

underestimate the future emotional burdens of their loans (Hoelzl et al., 2009). 

Therefore, this thesis proposes that the intensity of anticipated emotions before 

acquiring a loan does not always correspond to the emotions experienced during the 

repayment period (research question 2).  

There is evidence that emotions are also relevant in the second phase of a loan 

process, the loan acquisition process. Consumers, especially when taking out a larger 

loan, frequently have the opportunity to negotiate the loan’s conditions with their bank 

advisor. There is some evidence that anticipated emotions influence behavior in these 

loan negotiations.  

After making a decision, the parties to the negotiation might learn that an 

alternative offer from another bank or another client would have been better. According 

to regret theory, this induces regret (Bell, 1982; Loomes & Sugden, 1982), an aversive 
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feeling that most people actively attempt to avoid (Zeelenberg et al., 1996; Zeelenberg 

& Pieters, 2007). On occasion, when making a decision people are aware that they will 

subsequently learn the outcome of an alternative option. In these cases, it could be 

shown that people anticipate regret, in contrast to people who were told not to learn 

about any alternative outcomes after making a decision (Josephs et al., 1992; Larrick, 

1993; Ritov & Baron, 1995; Zeelenberg & Pieters, 2004). Accordingly, it could be 

shown that the availability of feedback about alternatives in negotiations influences 

anticipated regret and consequently the behavior of parties to the negotiation. 

Specifically, it was shown that people who was told to receive feedback only after an 

impasse, behaved more cooperatively than people who was told to receive feedback 

regardless of outcome. With this behaviour, they had a higher chance that the 

negotiation was successful, and they could avoid the regret-eliciting feedback (Larrick 

& Boles, 1995). Therefore, in this thesis it is proposed that anticipated regret influences 

cooperative behavior in loan negotiations (research question 3).  

When considering the second phase, it is also important to investigate emotions 

related to the loan itself, as loan takers normally have to choose from a wide range of 

loan products. As described above, the preference for saving over loan taking and the 

product-related emotions associated with that preference can partly be explained by a 

general preference for improvement (Loewenstein & Prelec, 1991; 1993). This 

preference for improvement is demonstrated in a variety of studies, in such different 

contexts as noise (Ariely & Zauberman, 2000) or pain patterns (Ariely, 1998; 

Kahneman et al., 1993), incomes (Loewenstein & Sicherman, 1991), or financial 

outcomes (Langer et al., 2005; Matsumoto et al., 2000; Schmitt & Kemper, 1996). 

Recent studies showed that there is also a preference for improvement in loan 

repayments (Hassenzahl, 2005; Hoelzl et al., 2011). Specifically, loan products with 

falling or constant installment plans were demonstrated to be preferred over loan 
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products with increasing installment plans, even when financial losses were the result 

(Hoelzl et al., 2011).  

 The preference for improving sequences in the financial context might be due to 

cognitive considerations and arguments in favor of a specific sequence (Read & Powell, 

2002). However, preferences for products have also generally been shown to be 

influenced by anticipated emotions (Shiv & Huber, 2000). Therefore, in this thesis, it is 

proposed that loan products with rising installment plans are associated with more 

negative and a lower level of positive anticipated emotions than loan products with 

falling installment plans (research question 4).  

Overview of Studies 

The core of this thesis consists of three articles that reflect different aspects of 

the loan taking process. The first article covers the first and the third phases of the loan 

taking process and addresses the most general question of different product-related 

emotions when taking out a loan and saving. It is proposed that a product financed with 

a loan is associated with lower levels of positive anticipated and experienced emotions 

than a product financed through saving (research question 1). Moreover, the first article 

also examines consumers’ general tendency to mispredict their emotions in a loan 

context. It is proposed that the intensity of anticipated emotions does not always 

correspond to that of the emotions experienced during a loan taking process (research 

question 2).    

The other two articles focus on anticipated emotions regarding the second phase 

of the loan taking process. The second article examines the role of anticipated regret in 

negotiations between bank advisors and clients concerning loan interest rates, and it is 

proposed that anticipated regret influences various behavioral indicators depicting 

cooperativeness in loan negotiations (research question 3). The third article investigates 
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whether the evaluation of loan products with different installment plans is associated 

with anticipated emotions and corresponding arguments. It is proposed that loan 

products with rising installment plans are associated with more negative anticipated 

emotions and a lower level of positive anticipated emotions than loan products with 

falling installment plans (research question 4).  

A variety of methods were employed in the three articles to view the addressed 

questions from different angles: The results in the first article were obtained through a 

longitudinal experiment. In the second article, a computer-simulated negotiation was 

used, and scenarios were used in the third article. The participants in the first two 

studies were students. As recent studies showed that students who volunteer for 

psychological experiments often differ from the general population with respect to 

certain personality variables (Van Lange et al., 2011), which might reduce ecological 

validity, the participants in the third article came from two consumer samples. 

Moreover, the studies used consumer products with different values: a gift basket, a 

student loan, an apartment, and a car. The three articles are described in greater detail 

below, and the results of all three articles are discussed jointly.  

 

Article 1: The effect of payment type on product-related emotions: Evidence from an 

experimental study1 

 The primary goal of the first article was to examine whether product-related 

emotions depend on payment type (i.e., repayment and prepayment). Moreover, it 

explored whether anticipated product-related emotions differ from those that are 

actually experienced.  

                                                           
1
 Hahn, L., Hoelzl, E. & Pollai, M. (2013). The effect of payment type on product-related emotions: 

Evidence from an experimental study. International Journal of Consumer Studies, 37(1), 21-28.  
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 A longitudinal experiment was conducted with two measurement points. 

Participants received a gift basket and paid for it with part of a received budget. 

Participants were randomly assigned to one of two conditions: ‘repayment’, in which 

they received the gift basket at the beginning of the study and paid for it afterward, or 

‘prepayment’, in which they paid for the gift basket first and received it at the end of the 

study. At the beginning of the study, the participants predicted their product-related 

emotions regarding the gift basket and emotions regarding the payments, which were 

then compared to the emotions that they actually experienced at two points in time.  

 The results demonstrated that when they received the basket, participants who 

prepaid for the gift basket experienced higher positive emotions related to the gift 

basket than those who repaid for it. In the ‘prepayment’ condition, there was also an 

increase in experienced positive emotions over time. These results corresponded to the 

finding that payments in the ‘prepayment’ condition were also associated with more 

positive experienced emotions than in the ‘repayment’ condition, which supported the 

idea of coupling between products and payments. Finally, most of the participants 

correctly predicted their emotions regarding the gift basket, but there was a slight 

overestimation of positive emotions in the ‘repayment’ condition at the first time point. 

 Overall, the first article shows that payment type influences product-related 

emotions. Prepaying for a product leads to more positive product-related experienced 

emotions than repaying. As a possible explanation for this difference, the article 

provides further evidence for the idea of coupling between product and payments. The 

article also shows that some consumers slightly mispredict their product-related 

emotions.  
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Article 2: The effect of feedback on process and outcome of loan negotiations: 

Consequences on risk aversion and the willingness to compromise2 

 The goal of the second article was to explore the influence that feedback about 

alternatives has on risk aversion and the willingness to compromise in loan negotiations. 

With this, it examined how anticipated regret influences the behavior of negotiators.  

A computer-simulated student loan negotiation was conducted. Participants were 

assigned the role of either a bank advisor or a bank client and negotiated the interest rate 

on a student loan for an MBA. The goal was to negotiate the most favorable outcome 

for oneself. Participants were randomly assigned to one of two conditions: they were 

told that after the negotiation, they would receive feedback regarding their ‘best 

alternative to negotiated agreement’ (BATNA; Fisher & Ury, 1981) either only if the 

negotiation was unsuccessful or regardless of the outcome. In the case of the bank 

advisors, the BATNA was a loan offer with a fixed interest rate that a colleague made to 

another client, who would receive the loan if the negotiation were unsuccessful. In case 

of the bank clients, the BATNA was a loan from another bank, again with a 

predetermined interest rate. Before the negotiation, participants were asked to set a 

‘reservation price’ (Raiffa, 1982), i.e., the lowest [highest] interest rate that they would 

accept, and to estimate the BATNA, i.e., the interest rate of the alternative. During the 

negotiation, participants made their offers over a maximum of five rounds and received 

standardized answers from a computer program playing the role of either a bank advisor 

or a client. 

The results showed that participants have greater risk aversion and a higher 

willingness to compromise when they only expected feedback if the negotiation was 

unsuccessful than when they expected feedback regardless of the outcome. In so doing, 

                                                           
2
 Hoelzl, E., Hahn, L., Pollai, M. & Masak, J. (in press). The effect of feedback on process and outcome 

of loan negotiations: Consequences on risk aversion and the willingness to compromise. Group Decision 

& Negotiation, doi 10.1007/s10726-012-9282-x 
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they anticipated and avoided the unpleasant feeling of regret. Participants then set a 

lower negotiation goal in the form of a less ambitious reservation price and a less 

ambitious estimated BATNA. They also began with less favorable offers for themselves 

and were quicker to make concessions during the course of the negotiation. Finally, they 

concluded the negotiation with less ambitious final offers, which more frequently 

violated their reservation price and their estimated BATNA. By doing this, they had a 

higher potential for agreement, which prevented them from obtaining information about 

the alternative offer, which might cause regret.  

Overall, the second article shows that anticipated regret influences behavior in 

loan negotiations. It demonstrated that negotiators attempt to avoid feedback that might 

elicit regret and consequently behave in a more risk aversive manner with a higher 

willingness to compromise.  

 

Article 3: Is evaluation of loan products with different sequences of installments 

associated with anticipated emotions and corresponding arguments?3 

 The goal of the third article was to examine how consumers evaluate loan 

products with different installment sequences. It explored whether the evaluation is 

associated with anticipated future emotions related to the loan plans and arguments in 

favor of a loan plan.  

 The third article consists of two scenario studies. In both studies, samples of 

consumers were assigned the role of a bank client who is about to take out a loan. 

Participants received an offer for a loan product from their bank advisor that had either 

falling, constant or rising sequences of installments. Participants were randomly 

                                                           
3
 Hahn, L. & Hoelzl, E. (under review). Is evaluation of loan products with different sequences of 

installments associated with anticipated emotions and corresponding arguments? Journal of Consumer 

Affairs  
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assigned to one of the three loan plans. In both studies, participants evaluated the loan 

installment plans and anticipated their future emotions related to the loans.  

 In Study 1, participants were about to buy an apartment and received an offer 

from their bank advisor for a loan of over 30,000 Euros with a repayment period of ten 

years. The results showed that participants’ evaluation was better for the loan products 

with falling and constant installments than for the loan product with rising installments. 

Their anticipated emotions partly corresponded to this finding: in one year, participants 

anticipated that they would have more positive emotions regarding the loan with the 

falling installments than that with rising installments. Their anticipated positive and 

negative emotions in other years generally moved in the same direction, although these 

results were not statistically significant. Moreover, the results concerning the 

participants’ anticipated negative emotions in one year were unexpected.  

 The aim of Study 2 was to reinforce and extend the results of Study 1 regarding 

the evaluation of loan products and anticipated emotions. To generalize the findings 

from Study 1, the scenario was slightly altered: The participants were about to buy a 

different consumer good, a car, and received a loan offer of 10,000 Euros with a 

repayment period of five years. Moreover, to explore additional factors associated with 

the evaluation, a list of arguments in favor of a loan plan was also provided to the 

participants. The participants indicated the extent to which they agreed with the 

arguments.  

The results of Study 2 bolster the findings from Study 1 regarding the evaluation 

of loan products: the loan products with falling and constant installments received better 

evaluations than the loan product with rising installments. Unexpectedly and contrary to 

the findings in Study 1, there were no differences in the anticipated emotions regarding 

the loan products. However, there were several arguments associated with the better 

evaluations of the loan products with falling and constant installments: The loan product 
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with falling installments was evaluated as being appropriate for the decreasing value of 

the car, and the participants expected that they would more easily adapt to both the 

falling and constant installment loan products that they also liked more. The constant 

loan product was also evaluated as clearer and having fewer major changes. There was a 

tendency to evaluate the loan product with falling installments as fitting better to the 

habituation to the car and providing a higher level of financial security.  

Overall, the third article shows that consumers evaluate loan products with an 

improving sequence better as loan products with a deteriorating sequence. As an 

extension of previous findings, it showed that better evaluations are partly associated 

with anticipated emotions and corresponding arguments.  

General Discussion 

The thesis contributes to the literature on the loan taking process by exploring 

the role of consumers’ anticipated and experienced emotions throughout the process. As 

proposed by Kamleitner and Kirchler (2007), loan taking can be divided into three 

phases: The first phase refers to the processes prior to acquiring a loan and involves 

questions concerning which type of payment to choose. The second phase refers to the 

loan acquisition process and involves questions concerning the negotiation of the terms 

of a loan with a bank advisor and which of a variety of products to choose. The third 

phase refers to the repayment period and involves questions regarding the consequences 

of taking out a loan. The three articles focus on the role of anticipated and experienced 

emotions in these three phases of the loan taking process.   

The first article investigated the first and the third phases of the loan taking 

process. It examined whether different payment types, i.e., loan taking and saving, are 

associated with different anticipated and experienced product-related emotions. The 

results demonstrated that loan taking is associated with a lower level of positive 
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product-related experienced emotions than saving. This finding is in line with the 

assumptions of the double-entry mental accounting model (Prelec & Loewenstein, 

1998), which assumes a general aversion to loan taking due to the coupling of products 

and payments. Evidence of coupling was also observed: corresponding to the 

experienced emotions about the product, payments were also associated with the lower 

level of positive experienced emotions in loan taking than in saving. The study also 

showed that experienced product-related emotions do not always correspond to 

anticipated product-related emotions, which is in keeping with the findings of studies on 

affective forecasting in other consumer contexts (e.g., MacInnis et al., 2005; Wilson & 

Gilbert, 2003).   

The results of the first article contribute to the literature on the double-entry 

mental accounting model (Prelec & Loewenstein, 1998). Numerous existing studies 

investigating anticipated emotions with the model used scenario techniques (e.g., 

Patrick & Park, 2006; Rajagopal & Rha, 2009; Raghubir & Srivastava, 2008). 

Moreover, “affective consequences are rarely measured” when examining the model 

(Kamleitner & Hoelzl, 2009, p. 443), and if they are measured, most studies 

investigating experienced emotions used real consumer cases (e.g., Inman et al., 2009; 

Soman, 2003; Yamamoto et al., 2008). Therefore, the results confirm the model’s 

general assumptions through an experimental design that allowed anticipated and 

experienced emotions to be directly measured in a controlled context. Moreover, the 

study highlights the importance of distinguishing between anticipated and experienced 

emotions when examining the model, as these are not always identical. As the 

differences between anticipated and experienced emotions in the loan context only 

recently became a topic of interest (Hoelzl et al., 2009; Kirchler et al., 2008), the results 

contribute to this first empirical evidence that borrowers are not always correct in their 

predictions.  
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 While the first article focused on processes prior to loan acquisition and during 

the repayment period, the second and the third articles focused on processes in the 

second phase of the loan taking process, loan acquisition. The second article explored 

the role of anticipated regret in negotiations on interest rates between bank advisors and 

clients. The results showed that anticipated regret affects behavior in loan negotiations. 

Negotiators who were informed that they would receive feedback about an alternative 

offer when the negotiation was unsuccessful behaved in a manner that prevented them 

from receiving feedback that might elicit regret. They behaved in a more risk averse 

manner and were more willing to compromise and therefore more likely to reach an 

agreement. These results are in line with research showing that feedback about 

alternatives might influence the level of anticipated regret (Josephs et al., 1992; Larrick, 

1993; Ritov & Baron, 1995; Zeelenberg & Pieters, 2004) and people often attempt to 

avoid this negative feeling (Zeelenberg et al., 1996; Zeelenberg & Pieters, 2007), also in 

negotiations (Larrick & Boles, 1995).  

 The results of the second article contribute to the literature on anticipated regret 

in decision making, especially in negotiations. This study demonstrated that prior results 

showing the effect of feedback on risk aversion (Larrick & Boles, 1995) can be 

transferred to the context of a loan negotiation. In the loan context, the effect of 

feedback on risk aversion and willingness to compromise emerged in a broader and 

more integrated manner than in the findings of Larrick and Boles (1995) in the context 

of a job application. Especially the higher willingness to compromise of negotiators 

who expected feedback in case the negotiation was unsuccessful throughout the whole 

loan negotiation highlights the importance of considering both the process and the 

outcome of a negotiation, as proposed by several authors (Druckman, 1994; Thompson 

et al., 2010).  
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The third article explored the relationship between anticipated emotions and 

arguments in the evaluation of different loan products. Specifically, it showed that loan 

products with an improving sequence received better evaluations than loan products 

with a deteriorating sequence. This result corresponds to findings from studies on the 

preference for improving sequences that showed that, contrary to the expectations of 

standard economic theory, people prefer sequences with better endings (Ariely, 1998; 

Ariely & Zauberman, 2000; Kahneman et al, 1993; Loewenstein & Prelec, 1991; 1993), 

which was also found in the context of financial decision making (Hassenzahl, 2005; 

Hoelzl et al., 2011; Langer et al., 2005; Loewenstein & Sicherman, 1991; Matsumoto et 

al., 2000; Schmitt & Kemper, 1996). The results further demonstrated that better 

evaluations of loan products with improving sequences are partly associated with 

anticipated emotions, which is in line with previous findings showing that anticipated 

emotions influence various aspects of consumer decisions, such as product preferences 

(Shiv & Huber, 2000) or purchase intentions (Pollai et al., 2011). Finally, the article 

also demonstrated that evaluations of loan products also correspond to different 

arguments in favor of a loan plan, which is consistent with previous findings that 

arguments are associated with a preference for improvement (Read & Powell, 2002).  

The results of the third article contribute to the literature on the general 

preference for improvement (Loewenstein & Prelec, 1991; 1993) and corroborate 

findings that a preference for improvement can also be observed in the context of loan 

product evaluation (Hoelzl et al., 2011). Moreover, the results indicate that the 

evaluation of loan products also involve emotional and cognitive factors. This result 

extends findings that product-related emotions are associated with product preferences 

(Shiv & Huber, 2000) to the loan context.   

Overall, the three articles show that considering anticipated and experienced 

emotions contributes to improved understandings of all three phases of the loan taking 
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process. The results extend previous findings from research on double-entry mental 

accounting, affective forecasting, regret theory and the preference for improvement by 

adding factors, transferring results to the loan context or corroborating findings by using 

a different methodology.  

Considering the research on the loan taking process as a whole, the topic of 

emotions is rather underrepresented in all three phases of the loan taking process. 

Research on the first phase generally emphasizes the motives and external factors that 

influence loan availability (Kamleitner & Kirchler, 2007), while settings where 

consumers also have to choose between different payment types have received little 

attention (Kamleitner et al., 2012). This thesis contributes to filling this gap by 

examining the role of anticipated emotions regarding different payment types. Some 

studies on the second phase of the loan taking process focus on the information search 

behavior of potential borrowers (Kamleitner & Kirchler, 2007). However, little is 

known about how the level of information influences behavior in loan negotiations. By 

showing that the availability of information regarding alternative offers influences 

anticipated regret and consequently risk aversion and the willingness to compromise in 

loan negotiations, this thesis reveals the consequences of an insufficient information 

search. Moreover, despite research on search behaviour in the second phase, little is 

known about consumers’ choice between different products (Kamleitner & Kirchler, 

2007). Results of the studies of the third article show that consumers evaluate loan 

products with an improving sequence of installments better than loan products with a 

deteriorating sequence and in part associate these products with more positive emotions. 

The results of this thesis therefore contribute to the question how loan takers choose 

between different loan products. Research on the third phase of the loan taking process 

includes studies on the emotional consequences of loan taking (e.g., Autio et al., 2009; 

Brown et al., 2005; Hayhoe et al., 2009). This thesis adds the sub-dimension of product-
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related emotions to the literature on the emotional consequences of loan taking by 

showing that loan taking and saving generate different product-related emotional 

patterns. Overall, this thesis contributes evidence on the role of emotions throughout the 

loan taking process to the literature about loans.  

Some findings of the studies presented in this thesis could be strengthened and 

expanded in future research. The studies in this thesis focused on processes prior to loan 

acquisition, loan acquisition processes and repayment processes. However, repayment 

processes were only examined for a short period of time. To explore the loan taking 

process in a more comprehensive manner, studies on long-term consequences, i.e., 

consequences over years and decades, should also be conducted to investigate whether 

and how emotions change throughout the loan period. As loans typically have long 

repayment periods, individuals will likely become habituated to the loan-financed 

product, which might decrease the joy about the product and in turn increase the pain of 

making payments. This seems to be an important additional aspect of examining the role 

of emotions throughout the loan taking process.  

Another point that should be addressed in future studies is ecological validity. 

The samples of the studies were student and consumer samples. Nevertheless, all of the 

studies were either laboratory or simulation studies, which might reduce ecological 

validity and the generalizability of the findings. In future studies, it would be interesting 

to explore the role of anticipated and experienced emotions in a real-world loan taking 

process. By collaborating with shops, it would be possible to investigate how different 

payment types influence product-related emotions, and consequently, customer 

satisfaction. By collaborating with banks, it would be possible to explore how 

anticipated emotions influence actual negotiation behavior and how they are associated 

with evaluations of existing loan products and the effect they have on customer 

satisfaction.  
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The studies presented in this thesis have several practical implications for the 

marketing decisions of shops and banks and for consumer education. First, shops 

offering consumer loans should be aware that a given product might produce different 

product-related emotions according to the chosen payment type. Product-related 

emotions have been shown to be related to customer satisfaction (Mano & Oliver, 1993; 

Westbrook, 1987; Westbrook & Oliver, 1991). Therefore, shops might profit from 

developing specialized marketing strategies for consumers purchasing a product using 

consumer loans. Examples of such strategies could include a special customer service or 

small gifts during the repayment period that might increase customer satisfaction even 

though this payment type is generally associated with more negative experiences.  

Second, banks could use the findings to increase their awareness of the role 

anticipated emotions might play in important decisions by banks and customers. Banks 

could use the knowledge of this consumer preference to improve the design of loan 

products to conform to this preference. They could also use this knowledge in product 

presentations, marketing campaigns, and advisory discussions to obtain higher closure 

rates. As the evaluation of loan products has been shown to be partly associated with 

anticipated emotions, such strategies are likely to have positive effects on customer 

satisfaction. Regarding loan negotiations, bank advisors should actively search for 

information on alternatives before they begin a loan negotiation. In so doing, they will 

reduce the likelihood of being overly risk averse and, consequently, avoid unsatisfactory 

outcomes.  

Third, consumers might also benefit from the findings described above. 

Consumer education programs might be designed to improve consumer understandings 

and awareness of the emotional consequences of a payment type decision, the 

importance of an extensive search for alternatives before closing a deal with a bank, and 

the emotional aspects regarding different loan products that might prevent them from 
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intuitively selecting a “wrong” (e.g., more expensive) loan product. This is especially 

important, as most people have been shown to perform particularly insufficient 

information searches (e.g., Peterson & Black, 1984).  

Given substantial increase in consumer loans (Girouard et al., 2006) on the one 

hand and the far-reaching consequences of loans (Autio et al., 2009; Brown et al., 2005; 

Hayhoe et al., 2009) and the frequently inaccurate estimations of loans on the other 

(Lewis & VanVenrooij, 1995; Overton & MacFadyen, 1998; Ranyard & Craig, 1995; 

Warwick & Mansfield, 2000), these recommendations might allow consumers, shops, 

and banks to make correct decisions in the long run.  

In conclusion, this thesis contributes to the understanding of anticipated and 

experienced emotions in the loan taking process. Theoretically, this thesis corroborates 

and extends findings from studies on double-entry mental accounting, affective 

forecasting, regret theory and the preference for improvement or transfers them to the 

loan context. By employing an integrated approach across all three phases of the loan 

process, this thesis contributes to filling gaps in the loan taking literature. In practical 

terms, the results can help shops and banks to design special marketing strategies or 

products to enhance consumer satisfaction, and consumers can benefit by having a 

greater awareness of the underlying psychological processes during loan taking that can 

lead them to make decisions that are not in their best interest.   

References 

Ariely, D. (1998). Combining experiences over time: The effects of duration, intensity  

changes and on-line measurements on retrospective pain evaluations. Journal of 

Behavioral Decision Making, 11(1), 19-45.  



22 

 

Ariely, D. & Zauberman, G. (2000). On the making of an experience: The effects of 

breaking and combining experiences on their overall evaluation. Journal of 

Behavioral Decision Making, 13(2), 219-232.  

Autio, M., Wilska, T.-A., Kaartinen, R. & Lähteenmaa, J. (2009). The use of small  

instant loans among young adults – a gateway to consumer insolvency?  

International Journal of Consumer Studies, 33(4), 407-415. 

Ayton, P., Pott, A. & Elwakili, N. (2007). Affective forecasting: Why can’t people  

predict their emotions? Thinking and Reasoning, 13(1), 62-80.  

Bell, D. E. (1982). Regret in decision making under uncertainty. Operations Research,  

30(5), 960-981.   

Berndsen, M. & Van der Pligt, J. (2001). Time is on my side: Optimism in  

intertemporal choice. Acta Psychologica, 108(2), 173-186.  

Brown, S., Taylor K. & Price S. W. (2005). Debt and distress: Evaluating the  

psychological cost of credit. Journal of Economic Psychology, 26(5), 624-663.  

Chen, H. & Volpe, R.P. (1998). An analysis of personal financial literacy among  

college students. Financial Services Review, 7(2), 107-128.   

Davies, E. & Lea, S. E. G. (1995). Student attitudes to student debt. Journal of  

Economic Psychology, 16(4), 663-679.    

Druckman, D. (1994). Determinants of compromising behaviour in negotiation. Journal  

of Conflict Resolution, 38(3), 507-556.  

Fishburn, P. C. & Rubinstein, A. (1982). Time preference. International Economic  

Review, 23(3), 677-694.  

Fisher, R. & Ury, W. (1981). Getting to yes: Negotiating agreement without giving in.  

Boston, MA: Houghton Mills.  



23 

 

Gilbert, D. T., Pinel, E. C., Wilson, T. D., Blumberg, S. J. & Wheatley, T. P. (1998). 

Immune neglect: A source of durability bias in affective forecasting. Journal of 

Personality and Social Psychology, 75(3), 617-638. 

Girouard, N., Kennedy, M. & André, C. (2006). Has the rise in debt made households 

more vulnerable? OECD Economics Department Working Paper 535.  

Hassenzahl, M. (2005). Intertemporale Wahl: Die Präferenz für Verbesserung bei der 

Rückzahlung von Schulden. Wirtschaftspsychologie, 7(3), 102-108. 

Hayhoe C. R., Leach, L. & Turner, P. R. (1999). Discriminating the number of credit  

cards held by college students using credit and money attitudes. Journal of  

Economic Psychology, 20(6), 643-656.   

Hetts, J. J., Boninger, D. S., Armor, D. A., Gleicher, F. & Nathanson, A. (2000). The  

influence of anticipated counterfactual regret on behavior. Psychology &  

Marketing, 17(4), 345-368.   

Hoelzl, E., Kamleitner, B. & Kirchler, E. (2011). Loan repayment plans as sequences of 

installments. Journal of Economic Psychology, 32(4), 621-631.   

Hoelzl, E., Pollai, M. & Kamleitner, B. (2009). Experience, prediction, and recollection  

of loan burden. Journal of Economic Psychology, 30(3), 446-454.   

Inman, J. J., Winer, R. S. & Ferraro, R. (2009). The interplay among category  

characteristics, customer characteristics, and customer activities on in-store  

decision making. Journal of Marketing, 73(5), 19-29.  

Josephs, R. A., Larrick, R. P., Steele, C. M. & Nisbett, R. E. (1992). Protecting the self  

from the negative consequences of risky decisions. Journal of Personality and  

Social Psychology, 62(1), 26-37.   

Jones, J. E. (2005). College students’ knowledge and use of credit. Financial  

 Counseling and Planning, 16(2), 9-16.    



24 

 

Kahneman, D., Fredrickson, B. L., Schreiber, C. A. & Redelmeier, D. A. (1993). When 

more pain is preferred to less: Adding a better ending. Psychological Science, 

4(6), 401-405.  

Kamleitner, B. & Hoelzl, E. (2009). Cost-benefit associations and financial behavior.  

Applied Psychology: An International Review, 58(3), 435-452.  

Kamleitner, B. & Kirchler, E. (2007). Consumer credit use: A process model and  

literature review. European Review of Applied Psychology/Revue Européenne de  

Psychologie Appliqué, 57(4), 267-283.  

Kamleitner, B., Hoelzl, E. & Kirchler, E. (2012). Credit use: Psychological  

perspectives on a multifaceted phenomenon. International Journal of  

Psychology, 47(1), 1-27.  

Kirchler, E., Hoelzl, E. & Kamleitner, B. (2008). Spending and credit use in the private  

household. Journal of Socio-Economics, 37(2), 519-532.  

Lachance, M. J., Beaudoin, P. & Robitaille, J. (2006). Quebec young adults’ use and  

knowledge of credit. International Journal of Consumer Studies, 30(4), 347-359. 

Langer, T., Sarin, R. & Weber, M. (2005). The retrospective evaluation of payment 

sequences: Duration neglect and peak-and-end effects. Journal of Economic 

Behavior & Organization, 58(1), 157-175.  

Larrick, R. P. (1993). Motivational factors in decision theories: The role of self- 

protection. Psychological Bulletin, 113(3), 440-450.   

Larrick, R. P. & Boles, T. L. (1995). Avoiding regret in decisions with feedback: A  

negotiation example. Organizational Behavior and Human Decision Processes, 

63(1), 87-97.   

Lemon, K. N., White, T. B. & Winer, R. S. (2002). Dynamic customer relationships:  

Incorporating future considerations into the service retention decision. Journal 

of Marketing, 66(1), 1-14.    



25 

 

Lewis, A. & van Venrooij, M. (1995). A note on the perceptions of loan duration and 

repayment. Journal of Economic Psychology, 16(1), 161-168.  

Loewenstein, G. (1987). Anticipation and the valuation of delayed consumption.  

Economic Journal, 97(387), 666-684.  

Loewenstein, G. & Prelec, D. (1991). Negative time preference. American Economic  

Review, 81(2), 347-352.  

Loewenstein, G. & Prelec, D. (1993). Preferences of sequences of outcomes.  

Psychological Review, 100(1), 91-108.  

Loewenstein, G., and Sicherman, N. (1991). Do workers prefer increasing wage 

profiles? Journal of Labour Economics, 9(1), 67–84. 

Loewenstein, G., Weber, E. U., Hsee, C. K. & Welch, N. (2001). Risk as feelings. 

Psychological Bulletin, 127(2), 267-286.  

Loomes, G. & Sugden, R. (1982). Regret theory: An alternative theory of rational  

choice under uncertainty. Economic Journal, 92(368), 805-824.    

MacInnis, D. J., Patrick, V. M. & Park, C. W. (2005). Looking through the crystal ball:  

The role of affective forecasting and misforecasting in consumer behavior.  

Review of Marketing Research, 2, 43-79.  

Mano, H. & Oliver, R. L. (1993). Assessing the dimensionality and structure of the  

consumption experience: evaluation, feeling, and satisfaction. Journal of  

Consumer Research, 20(3), 451-466.  

Matsumoto, D., Peecher, M. E. & Rich, J. S. (2000). Evaluations of outcome sequences. 

Organizational Behavior and Human Decision Processes, 83(2), 331-352.  

Mitchell, T. R., Thompson, L., Peterson, E. & Cronc, R. (1997). Temporal adjustments  

in the evaluation of events: The “rosy view”. Journal of Experimental Social  

Psychology, 33(4), 421-448. 



26 

 

O’Loughlin, D. & Szmigin, I. (2006). “I’ll always be in debt”: Irish and UK Student 

behaviour in a credit led environment. Journal of Consumer Marketing, 23(6), 

335-343.  

Overton, A. A. & MacFadyen, A. J. (1998). Time discounting and the estimation of loan 

duration. Journal of Economic Psychology, 19(5), 607-618. 

Patrick, V. M. & Park, C. W. (2006). Paying before consumption: Examining the  

robustness of consumers’ preference for payment. Journal of Retailing, 82(3),  

165-175.  

Peterson, R. L. & Black, D. A. (1984). Consumer-credit search. Journal of Money,  

Credit and Banking, 16(4), 527-535.  

Pollai, M., Hoelzl, E., Hahn, L. & Hahn, A. (2011). The influence of anticipated 

emotions on consumer decisions. Zeitschrift für Psychologie/Journal of 

Psychology, 219(4), 238-245.  

Prelec, D. & Loewenstein, G. (1998). The red and the black: Mental accounting of  

savings and debt. Marketing Science, 17(1), 4-28.   

Raghubir, P. & Srivastava, J. (2008). Monopoly money: The effect of payment coupling  

and form on spending behavior. Journal of Experimental Psychology: Applied,  

14(3), 213-225.  

Raiffa, H. (1982). The art and science of negotiation. Cambridge, MA: Harvard  

University Press.    

Rajagopal, P. & Rha, J. Y. (2009). The mental accounting of time. Journal of Economic  

Psychology, 30(5), 772-781. 

Ranyard, R. & Craig, G. (1995). Evaluating and budgeting with instalment credit: An 

interview study. Journal of Economic Psychology, 16(3), 449-467. 

Read, D. & Powell, M. (2002). Reasons for sequence preferences. Journal of 

Behavioral Decision Making, 15(5), 433-460.  



27 

 

Ritov, L. & Baron, J. (1995). Outcome knowledge, regret and omission bias.  

Organizational Behavior and Human Decision Processes, 64(2), 119-127.   

Roberts, J. A. & Jones, E. (2001). Money attitudes, credit card use, and compulsive 

buying among American college students. Journal of Consumer Affairs, 35(2), 

213-240.  

Samuelson, P. A. (1937). A note on measurement of utility. The Review of Economic 

Studies, 4(2), 155-161.  

Schmitt, D. R. & Kemper, T. D. (1996). Preference for different sequences of increasing 

or decreasing rewards. Organizational Behavior and Human Decision 

Processes, 66(1), 89-101.  

Shiv, B. & Huber, J. (2000). The impact of anticipating satisfaction on consumer 

choice. Journal of Consumer Research, 27(2), 202-216.  

Simonson, I. (1992). The influence of anticipating regret and responsibility on purchase  

decisions. Journal of Consumer Research, 19(1), 105-118.    

Soman, D. (2003). The effect of payment transparency on consumption: Quasi- 

experiments from the field. Marketing Letters, 14(3), 173-183.  

Thaler, R. (1980). Toward a positive theory of consumer choice. Journal of Economic  

Behavior and Organization, 1(1), 39-60.  

Thaler, R. (1985). Mental accounting and consumer choice. Marketing Science, 4(3),  

199-214.   

Thompson, L. L., Wang, J., Gunia, B. C. (2010). Negotiation. Annual Review of  

Psychology, 61, 491-515.  

Van Lange, P., Schippers, M. & Balliet, D. (2011). Who volunteers in psychology  

experiments? An empirical review of prosocial motivation in volunteering. 

Personality and Individual Differences, 51(3), 279-284.   

Wang J. & Xiao, J. J. (2009). Buying behaviour, social support and credit card  



28 

 

indebtedness of college students. International Journal of Consumer Studies,  

33(1), 2-10.   

Warwick, J. & Mansfield, P. (2000). Credit card consumers: College students  

knowledge and attitude. Journal of Consumer Marketing, 17(7), 617-626.   

Westbrook, R. (1987). Product/consumption-based affective responses and postpurchase  

processes. Journal of Marketing Research, 24(3), 258-270.   

Westbrook, R. & Oliver, R. L. (1991). The dimensionality of consumption emotion  

patterns and consumer satisfaction. Journal of Consumer Research, 18(1), 84- 

91.  

White, T. B., Lemon, K. N. & Hogan, J. E. (2007). Customer retention when the  

customer’s future usage is uncertain. Psychology & Marketing, 24(10), 849-870.  

Wiener, R. L., Holtje, M., Winter, R. J., Cantone, J. A., Gross, K. & Bock-Lieb, S. 

(2007). Consumer credit card use: The role of creditor disclosure and anticipated 

emotions. Journal of Experimental Psychology: Applied, 13(1), 32-46.  

Wilson, T. D. & Gilbert, D. T. (2003). Affective forecasting. In M. P. Zanna (Ed.),  

Advances in experimental social psychology (pp. 345-411).  San Diego, CA:  

Elsevier.   

Yamamoto, Y., Suzuki, A., Fuwa, Y. & Sato, T. (2008). Decision-making in electrical  

appliance use in the home. Energy Policy, 36(5), 1679-1686.  

Zeelenberg, M. & Pieters, R. (2004). Consequences of regret aversion in real life: The  

case of the Dutch postcode lottery. Organizational Behavior and Human  

Decision Processes, 93(2), 155-168.  

Zeelenberg, M. & Pieters, R. (2007). A theory of regret regulation 1.0. Journal of  

Consumer Psychology, 17(1), 3-18.   

Zeelenberg, M., Beattie, J., Van der Pligt, J. & De Vries, N. K. (1996). Consequences of  



29 

 

regret aversion: Effects of expected feedback on risky decision making. 

Organizational Behavior and Human Decision Processes, 65(2), 148-158.   

 



30 

 

 

 

 

 

Article 1 

Hahn, L., Hoelzl, E. & Pollai, M. (2013). The effect of payment type on product-related 

emotions: Evidence from an experimental study. International Journal of Consumer 

Studies, 37(1), 21-28.  

 



31 

 



32 

 

 



33 

 

  



34 

 

  



35 

 

  



36 

 

  



37 

 

  



38 

 

  



39 

 

 

Article 2 

Hoelzl, E., Hahn, L., Pollai, M. & Masak, J. (in press). The effect of feedback on 

process and outcome of loan negotiations: Consequences on risk aversion and the 

willingness to compromise. Group Decision & Negotiation, doi 10.1007/s10726-012-

9282-x.  



40 

 

 



41 

 

  



42 

 

 



43 

 

  



44 

 

  



45 

 

  



46 

 

  



47 

 

  



48 

 

  



49 

 

  



50 

 

  



51 

 

  



52 

 

  



53 

 

  



54 

 

  



55 

 

  



56 

 

 



57 

 

  



58 

 

  



59 

 

 

Article 3 

Hahn, L. & Hoelzl, E. (under review). Is evaluation of loan products with different 

sequences of instalments associated with anticipated emotions and corresponding 

arguments? Journal of Consumer Affairs.  

 



 

 

60 

 

IS EVALUATION OF LOAN PRODUCTS WITH DIFFERENT SEQUENCES OF 

INSTALLMENTS ASSOCIATED WITH ANTICIPATED EMOTIONS AND 

CORRESPONDING ARGUMENTS? 

 

Luise Hahn
a
*, Erik Hoelzl

b
 

a
Faculty of Psychology, University of Vienna, Austria 

b
Faculty of Management, Economics and Social Sciences, University of Cologne, Germany 

 

*Corresponding author: Luise Hahn, University of Vienna, Faculty of Psychology, 

Department of Applied Psychology: Work, Education and Economy, Universitaetsstraße 7, A-

1010 Vienna; tel. +43 1 4277 47808; fax +43 1 4277 47889, luise.hahn@univie.ac.at 

 

 



 

 

61 
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ABSTRACT 

Preferences for improving sequences have been shown in a variety of studies. 

Correspondingly, loan products with falling sequences of installments should be evaluated 

better than loan products with rising sequences of installments. Moreover, it has been 

suggested that this effect corresponds to anticipated emotions and arguments in favor of a 

loan product with an improving sequence. These ideas were tested in two scenario studies 

with consumer samples. As hypothesized, loan products with falling sequences of installments 

were evaluated better than products with rising sequences of installments. Moreover, this 

effect to some extent corresponds to anticipated emotions and arguments. These studies have 

practical implications for banks and consumers. Banks can use the finding that consumers 

prefer loan products with improving sequences of installments for marketing activities. 

Consumer education programs can strengthen the awareness of this preference for avoiding 

unsatisfactory decisions for consumers and debtors.  
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INTRODUCTION 

Credit use in Western societies has increased dramatically in recent years (Girouard, 

Kennedy, and André 2006). In particular, student debt reached large proportions (O’Loughlin 

and Szmigin 2006), and problems related to consumer credit, such as compulsive buying or 

the feeling that one is expected to similar consumption as important others, have become 

widespread, particularly in younger generations (Roberts and Jones 2001; Sotiropoulos and 

D’Astous 2012). Additionally, an extensive number of different loan products are available to 

consumers. Given the empirical evidence that loan takers often have, without specific 

education, poor financial knowledge (e.g., Walstad, Rebeck, and MacDonald 2010; Warwick 

and Mansfield 2000), it seems probable that loan products are often not well understood and 

that the decision for or against a specific loan product is made based on insufficient 

information. This point is especially critical because credit decisions are far-reaching and 

have been shown to have severe consequences on a consumer’s life (Brown, Taylor, and Price 

2005; Hayhoe, Leach, and Turner 1999). To better understand the biases consumers have in 

their decisions on specific loan products and to be able to help consumers in choosing the best 

product for their needs, it is important to investigate how and why different loan products are 

evaluated.  

Because loans can be viewed as sequences of installments that must be paid, the 

evaluation of loan products can be connected to the evaluation of sequences (Hoelzl, 

Kamleitner, and Kirchler 2011). Based on research on preferences for improvement (e.g., 

Ariely 1998; Hsee and Abelson 1991; Kahneman et al. 1993; Loewenstein and Sicherman 

1991), newer studies have shown that loans with falling or constant sequences of installments 

are preferred over loans with rising sequences of installments (Hoelzl, Kamleitner, and 

Kirchler 2011).  

Therefore, different sequences of installments might influence a consumer’s 

evaluation of the loan product, which in turn has an impact on the decision to take up the loan. 
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In addition, preference for products has been shown to be influenced by the anticipated 

emotions that are associated with it (e.g., Simonson 1992). In understanding preferences for a 

specific loan product, it is therefore important to take into account product-related emotions.  

The finding that loan products are evaluated differently according to their sequence of 

installments, even when the total amount of all installments is the same, is relevant for both 

banks and consumers. Banks should be aware of this effect and can improve their services by 

designing loan products that meet the consumers’ preferences, which could result in better fits 

of products to clients’ needs and higher closure rates. Consumers will likely benefit from 

products that will meet their expectations. Therefore, in our studies, we were interested in the 

evaluation of loan products with different sequences of installments and explored the 

anticipated emotions and arguments that were associated with these products.  

Preference for Improvement in Financial Decision-Making 

 Standard economic theory suggests that utility is discounted over time (Samuelson 

1937); therefore, people are assumed to want to enjoy pleasurable things quickly and to delay 

experiencing unpleasurable things. However, there are now a multitude of studies showing 

that people often prefer better events at the end of a sequence rather than at the beginning, as 

would be suggested by the discounted utility model. Such a pattern was termed negative time 

preference or preference for improvement (Loewenstein and Prelec 1991; 1993). 

There are various examples of preferring a better ending. For example, studies on 

noise showed that participants who were asked to retrospectively evaluate a pattern of 

annoying sounds evaluated the patterns with increasing final trends as more annoying than 

patterns with decreasing final trends (Ariely and Zauberman 2000). Similarly, in a study on 

the evaluation of pain patterns, participants rated patterns with increasing pain intensities 

toward the end as more painful overall than patterns with decreasing pain intensities (Ariely 

1998) and even preferred a longer duration of pain over a shorter one if the ending of the 

longer duration was better (Kahneman et al. 1993).  
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 This preference for a better ending has also been found in financial decision making. 

In one classical study, participants showed a preference for increasing, rather than decreasing, 

incomes over time. When exposed to arguments in favor of present-value maximization, only 

some participants changed their preference, whereas the majority of participants continued to 

prefer increasing incomes (Loewenstein and Sicherman 1991). Similarly, in studies on 

received payments, participants preferred increasing received payments over constant ones 

(Schmitt and Kemper 1996), and participants retrospectively preferred sequences with a 

positive end, even when these sequences had higher total losses (Langer, Sarin, and Weber 

2005). In another study, participants were differentiated according to their knowledge of 

concepts of present value. People with less knowledge on these concepts tended to be less 

impatient than people with high knowledge on present value concepts and therefore preferred 

improving sequences for several financial outcomes (Matsumoto, Peecher, and Rich 2000). 

Regarding loans, it has been found that people prefer a larger repayment at the beginning than 

at the end (Hassenzahl 2005). A more recent study found that loan products with falling or 

constant sequences of installments were preferred over loan products with rising sequences of 

installments, even when the interest conditions would have favored rising sequences (Hoelzl, 

Kamleitner, and Kirchler 2011).  

Arguments for Preference for Improvement in Financial Products 

In the context of loan decisions, both rising incomes and falling loan installments can 

be seen as improving sequences, whereas falling incomes and rising loan installments can be 

seen as deteriorating sequences. There are several explanations for why people prefer 

improving over deteriorating sequences. One of the earliest propositions suggested that people 

“savor” waiting for a desired good and derive additional utility from that anticipation and, 

conversely, “dread” an undesired good and derive additional disutility from that anxiety 

(Loewenstein 1987). Therefore, people try to postpone positive events in order to anticipate 

them longer. Later explanations also included loss aversion, as deteriorating sequences could 
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be seen as losses from one time period to the next (Loewenstein and Prelec 1991), and 

recency effects, as decision makers tended to place more weight on later periods when 

evaluating a sequence (Loewenstein and Prelec 1993; Varey and Kahneman 1992). 

Additionally, the norm of delayed gratification was a proposed explanation, as delaying 

gratification might be seen as mature behavior (Ross and Simonson 1991).  

Read and Powell (2002) integrated these different explanations and examined 

arguments for money and health sequence preferences using think-aloud protocols. In their 

study, they clustered participants’ arguments in favor of one sequence into four different 

categories: Optimization referred to the standard economic explanation of choosing a 

sequence due to higher present value or maximization of total utility. For example, arguments 

were allocated into this category when participants chose a money sequence in order to be 

able to save more money in the long run. Constraint maximization referred to participants’ 

estimation that a sequence with a higher total value is difficult to manage due to motivational 

or cognitive limitations. For example, some participants reported difficulties in saving money 

due to limited self-control. They would therefore argue in favor of a money sequence that 

would help them manage their expenses. Ideal distribution referred to arguments that favored 

a sequence due to aspects of its distribution. For example, participants evaluated the 

distribution of income sequences as status-enhancing or motivating. The last category, ideal 

consumption, refers to arguments that favor a sequence because it fits the consumption needs 

of the decision maker. For example, participants argued for a sequence because they 

anticipated expenses at a specific time point and wished for money to be available at that 

time.  

To summarize, there are a number of studies showing that people prefer improving or 

constant sequences over deteriorating ones, and there is also evidence that this is the case for 

loan products with different sequences of installments. In our studies, we seek to further 
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strengthen this evidence in the context of loans and to investigate the motivation behind this 

preference for improving sequences.  

Anticipated Emotions in the Evaluation of Financial Products 

 According to the findings described above, financial products with improving 

sequences will be preferred over products with deteriorating sequences. One aspect that lies 

behind preference for a product is product-related emotions. Consumer decisions have been 

shown to be influenced by the anticipated emotions that are associated with products, e.g., 

anticipated regret (Simonson 1992), satisfaction (Shiv and Huber 2000) or positive emotions 

(Wiener et al. 2007). It could be shown that anticipated positive emotions have a broad 

influence on different aspects of consumer decisions, such as product preference (Shiv and 

Huber 2000), purchase timing and brand choice (Simonson 1992) or purchase intention and 

deciding to take out a loan (Pollai et al. 2011). These studies demonstrated the relevance of 

anticipated emotions for a broad range of products, such as technical equipment (Simonson 

1992) or hedonic and utilitarian products (Pollai et al. 2011).  

 Given the evidence that consumer preferences and decisions are influenced by 

product-related anticipated emotions, we seek to explore whether a preference for loan 

products with improving sequences is connected to anticipated emotions related to these 

products.  

Research Questions 

 In our study, we investigated people’s preferences for loan products with different 

sequences. We sought to replicate the finding that people prefer a loan product with a falling 

sequence of installments to a loan product with a rising sequence of installments (Hoelzl, 

Kamleitner, and Kirchler 2011). Moreover, we wanted to explore possible differences in the 

anticipated emotions about three loan products and whether different arguments were favored 

for the three loan products.  

STUDY 1 
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Study 1 examined the evaluation of loan products for an apartment with falling, 

constant or rising installments. Participants were given a scenario of an offer for a loan 

product with different patterns of installments and were then asked to evaluate the loan 

product. Moreover, we also assessed anticipated emotions about the loan product at years one, 

five, and 10. Our participants were a consumer sample.  

Method 

Participants  

Participants were 121 consumers (72 females; 49 males). The median age was 27 

years, and ages ranged from 18 to 71. Participants were approached in the largest shopping 

mile in Vienna, Austria. They received candy as incentive to participate in a short survey that 

would take no more than 10 minutes to complete. 

Materials and procedure 

Participants read a scenario about a loan decision, anticipated emotions about how 

they would feel over the course of the loan, gave evaluations of the loan product and rated its 

acceptability, and completed demographic questions.  

The first part of the scenario was identical for all participants. They were asked to 

imagine themselves in the role of an Austrian employee, with a net income of 1,450 Euro per 

month (which is the average net income of Austrian employees, Österreichischer 

Rechnungshof 2008), who is about to buy an apartment. Because participants would still need 

a lump sum of 30,000 Euro to finance the apartment, they decided to talk to their bank advisor 

to get an offer for a loan. They would have to pay an amount of 600 Euro per month to repay 

the loan.  

The second part of the scenario differed in the profile of the installments for the loan. 

Participants were randomly assigned to one of three loan products.  

Loan product. Participants were told that the loan the bank advisor offered them had 

falling, constant or rising installments. In the case of falling installments, participants would 
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start with a monthly payment of 510 Euro, which would then be reduced by 40 Euro per 

month every year. In the case of constant installments, participants would have to pay a 

constant monthly rate of 330 Euro over a period of 10 years. In the case of rising installments, 

participants would start with a monthly payment of 150 Euro, which would then increase by 

40 Euro per month every year. Therefore, the total amount to be repaid for all loan products 

was 39,600 Euro. All loan products were illustrated by a figure showing the pattern of 

installments over the whole period.  

Anticipated emotions. Participants indicated their anticipated emotions about the loan 

product in the first, the fifth, and the 10
th

 years of repayment. The instruction was to “Imagine 

that you are about to make the decision to accept the offer for the loan product. How do you 

think you would feel in the first [fifth; 10
th

] year when you think about the loan product?” To 

measure anticipated emotions, three subscales from the Consumption Emotion Set (Richins 

1997) were used: “joy” with the items happy, pleased, and joyful; “contentment” with the 

items contented and fulfilled; and “worry” with the items nervous, worried and tense. Possible 

answers ranged from 1 (not at all) to 4 (very much). To control for order effects, we used two 

versions of the questionnaire: half of the participants started with the items on anticipated 

emotions in year one, the other half with year 10.  

Evaluation. Participants evaluated the loan product using the Hedonic/Utilitarian scale 

(Voss, Spangenberg, and Grohmann 2003) with 10 semantic differential response items. 

Example items are “pleasant-unpleasant” for hedonic or “effective-ineffective” for utilitarian 

evaluations, answered on a seven-point scale. The instruction read, “Imagine that you are 

about to make the decision to accept the offer for the loan product. How do you think you 

would evaluate the loan product?” Participants were then asked how they would evaluate the 

loan product in general (“very positive-very negative”) and whether they would accept the 

loan offer (“certainly-certainly not”; both on a seven-point scale).  

Results and Discussion 
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Preliminary Analysis 

A principal component analysis was conducted for the 12 items related to evaluating 

the loan product. The analysis yielded a one-factor solution, explaining 44% of the variance. 

The items “exciting” and “thrilling” were excluded from further analyses because they loaded 

less than .40 on the extracted factor. The remaining 10 items were recoded and averaged into 

a scale “evaluation of loan product”, with higher values indicating a better evaluation. 

Cronbach’s α for this scale was .89.  

 Further principal component analyses were conducted for the eight items measuring 

anticipated emotions in the first, fifth and 10
th

 years. At all three time points, the analyses 

yielded two-factor solutions, explaining 81% of the variance in year one, 75% of the variance 

in year five, and 79% of the variance in year 10. The five items loading higher than .40 on the 

first factor (happy, pleased, joyful, contented, and fulfilled) were averaged into a scale 

“positive emotions”, with Cronbach’s α between .89 and .93. The three items loading higher 

than .40 on the second factor (nervous, worried, and tense) were averaged into a scale 

“negative emotions”, with Cronbach’s α between .88 and .92.  

Evaluation of Loan Product 

To examine differences in the evaluations of the three loan products, an Analysis of 

Variance (ANOVA) was conducted with the loan product (falling vs. constant vs. rising) as 

the between-subject factor. The dependent variable was the evaluation of the loan product 

according to the items described above. As expected, the results showed a significant 

difference in the evaluation of the three loan products, F(2, 118) = 6.81, p < .01, ηp² = .10. As 

shown in the upper part of Table 1, the evaluation was better for the falling than for the rising 

loan product, t(79) = 3.16, p < .01, and better for the constant than for the rising loan product, 

t(79) = 3.19, p < .01. The difference between the constant and the falling loan products was 

not significant.  

[Insert Table 1 about here] 
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Anticipated Emotions about the Loan Product 

To explore differences in the anticipated emotions between the three loan products, a 

Multivariate Analysis of Variance (MANOVA) was conducted with the loan product type 

(falling vs. constant vs. rising) as the between-subject factor and six dependent variables on 

“positive emotions” and “negative emotions” at years one, five, and 10. The multivariate 

results showed a significant difference in anticipated emotions about the three loan products, 

F(12, 228) = 2.57, p < .01, ηp² = .12. As shown in the univariate results in Table 2 (on the 

right), there was a significant difference between the loan products in anticipated positive 

emotions at year five and in anticipated negative emotions at year one. Moreover, there was a 

marginally significant difference between the loan products in anticipated positive emotions at 

year 10 and in anticipated negative emotions at years five and 10.  

[Insert Table 2 about here] 

As shown in Table 2 (on the left), participants anticipated more positive emotions for a 

falling than for a rising loan product in year five, t(79) = 2.66, p < .01; differences between 

constant and falling and between constant and rising loan products were not significant. 

Unexpectedly, in year one, participants anticipated more negative emotions for a falling than 

for a constant loan product, t(78) = -3.49, p < .01, and for a rising than for a constant loan 

product, t(79) = -3.00, p < .01, although there was no significant difference between falling 

and rising loan products.  

Discussion of Study 1 Results 

The results show that the evaluation of loan products was better for falling and 

constant than for rising loan products. This result is consistent with previous findings (Hoelzl, 

Kamleitner, and Kirchler 2011).  

The results on anticipated emotions about the three loan products showed a similar 

pattern for anticipated emotions in year five: participants anticipated more positive emotions 

for the falling than for the rising loan product. The results for anticipated positive emotions in 
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year 10 and for anticipated negative emotions in years five and 10 pointed in the same 

directions but were only marginally significant. However, the anticipated emotions in year 

one showed a rather inconsistent pattern: while there was no significant difference in positive 

emotions in year one, participants anticipated more negative emotions for a falling and a 

rising than for a constant loan product.  

To generalize the main finding of more favorable evaluations of falling and constant 

than rising loan products, we conducted another study in which a different product was used. 

Moreover, we wanted to explore the inconsistent results of the anticipated emotions about the 

loan products. Because the perception of a loan offer may be linked to the different arguments 

people use when thinking about loans, we explored differences in the agreements of the 

arguments about the three loan products.  

STUDY 2 

Study 2 examined the evaluation of a loan product for a car, which is presumably a 

less valuable product than an apartment. Therefore, the repayment period was reduced to five 

years. As in study 1, we assessed hedonic and utilitarian evaluations and anticipated emotions 

about the loan product. Moreover, we included a list of arguments that could lie behind the 

participants’ evaluation of the loan product. Our participants were again a consumer sample.  

Method 

Participants  

Participants were 120 consumers (59 females; 61 males). The median age was 29 

years, and ages ranged from 15 to 74. Participants were approached in the largest shopping 

mile in Vienna, Austria. They received candy as incentive to participate in a short survey that 

would take no more than 10 minutes to complete. 

Materials and Procedure 

Participants again read a scenario about a loan decision, anticipated how they would 

feel over the course of the loan, gave evaluations of the loan product and rated its 
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acceptability, and completed demographic questions. In addition to the questions from Study 

1, participants also indicated different arguments for a loan product.  

The first part of the scenario was again identical for all participants. They were asked 

to imagine themselves in the role of an Austrian employee with a net income of 1,450 Euro 

per month who is about to buy a car. They would still need a lump sum of 10,000 Euro to 

finance the car, and they would have 300 Euro per month available to repay the loan.  

The second part of the scenario differed in the profile of the installments for the loan. 

Participants were randomly assigned to one of the three loan products.  

Loan product. Participants were told that the loan product the bank advisor offered 

them had falling, constant or rising installments. In the case of falling installments, 

participants would start with a monthly payment of 250 Euro, which would then be reduced 

by 15 Euro per month every year. In the case of constant installments, participants would have 

to pay a constant monthly rate of 200 Euro over a period of five years. In the case of rising 

installments, participants would start with a monthly payment of 150 Euro, which would then 

be increased by 15 Euro per month every year. Therefore, the total amount to be repaid for all 

loan products was 12,000 Euro. All loan products were illustrated with a figure showing the 

pattern of installments over the whole period.  

Anticipated emotions. Participants anticipated their emotions about the loan product in 

the first, the third, and the fifth years using the same eight items as in Study 1.  

Evaluation. Participants evaluated the loan product on the same 12 items as in Study 1.  

 Arguments. To examine the evaluations of the loan products in more detail and to 

allow inferences on specific characteristics of the loan products, we provided 10 arguments 

that consisted of attractive characteristics of loan products in general. The items were based 

on the results of Read and Powell (2002) and included arguments adapted from the categories 

“ideal consumption”, “constraint maximization” and “optimization”. All items are shown in 
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Table 3 (left). The instruction was “How much do you agree with the following arguments 

about the loan product?” Possible answers ranged from 1 (not at all) to 7 (very much). 

[Insert Table 3 about here] 

Results and Discussion 

Preliminary Analysis 

As in Study 1, a principal component analysis showed that 10 of the 12 items 

evaluating the loan product loaded on one factor, explaining 38% of the variance. The items 

“exciting” and “thrilling” were again excluded from further analyses due to factor loadings 

less than .40. Cronbach’s α was .86 for the scale “evaluation of loan product” with the 

remaining 10 items.  

Anticipated emotions also showed the same factor structure as in Study 1. At all three 

time points, the analyses yielded two-factor solutions, explaining 68% of the variance in year 

one, 63% of the variance in year three, and 69% of the variance in year five. Cronbach’s α for 

“positive emotions” was between .71 and .76; Cronbach’s α for “negative emotions” was 

between .72 and .81.  

Evaluation of Loan Product 

As in Study 1, an ANOVA was conducted with loan product (rising vs. constant vs. 

falling) as the between-subject factor and the dependent variable was evaluation of the loan 

product. The results again showed a significant difference in the evaluation of the three loan 

products, F(2, 117) = 7.32, p < .01, ηp² = .11. As shown in Table 1 (lower part), the evaluation 

was better for the falling than for the rising loan product, t(80) = 3.12, p < .01, and for the 

constant than for the rising loan product, t(77) = 3.35, p < .01. The difference between the 

constant and the falling loan product was not significant.  

Anticipated Emotions About the Loan Product 

As in Study 1, a MANOVA was conducted with loan product (rising vs. constant vs. 

falling) as the between-subject factor and six dependent variables, “positive emotions” and 
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“negative emotions”, at years one, three, and five to explore differences in anticipated 

emotions between the three loan products. Contrary to the previous results, there were no 

significant differences in anticipated emotions among the three loan products, F(12, 226) = 

0.75, p = .71, ηp² = .04.  

Arguments for Loan Product 

To explore the differences in arguments among the three loan products, a MANOVA 

was conducted with loan product (rising vs. constant vs. falling) as the between-subject factor 

and agreement with the 10 arguments as the dependent variables. The multivariate results 

showed a significant difference in agreement with arguments for the three loan products, 

F(20, 208) = 4.78, p < .01, ηp² = .32. As shown in Table 3, there was a significant difference 

between the loan products for the arguments 1, 2, 5, 6, 7, and 8, as well as a marginally 

significant difference for arguments 4 and 9.  

Participants agreed that the constant loan product was more clear than the falling or 

the rising loan products; all detailed results are shown in Table 3. Consistent with the results 

on the evaluation of the loan product, participants agreed that they liked the pattern of the 

falling and the constant loan products more than that of the rising loan product. They also 

agreed that the constant loan product had less major changes than the falling or the rising loan 

products. Moreover, participants agreed that the falling loan product more closely fit their 

expected decreasing car value than the constant or the rising loan products. They expected to 

habituate more easily to the installments of the falling or the constant loan products than to 

the installments of the rising loan product and agreed that, with the falling loan product, the 

worst part would be over sooner than with the constant or the rising loan products.  

Moreover, there were marginally significant results in participants’ agreement that the 

falling loan product better fit their expected habituation to the car and provided a higher level 

of safety than the rising loan product.  

Discussion of Study 2 Results 



 

75 

 

The results corroborated the findings of Study 1 and previous studies (Hoelzl, 

Kamleitner, and Kirchler 2011) in that evaluation was better for the falling and constant than 

for the rising loan product. However, contrary to Study 1, we did not find any differences in 

anticipated emotions between the three loan products.  

Regarding the arguments, we found evidence for why the falling and constant loan 

products were evaluated more positively than the rising loan product. In addition to the fact 

that participants said they liked the pattern of installments for the falling and constant loan 

products more than the rising loan product, participants evaluated the falling loan product as 

fitting better to the decreasing car value. The falling and constant loan products were 

evaluated as the loan products with installments to which the participants habituated more 

easily. Moreover, the constant loan product was evaluated as clearer and provided less major 

changes than the other two. There was a tendency for participants to evaluate the falling loan 

product as better fitting their habituation to the car and to the loan product, which provides the 

highest level of safety; however, these findings were only marginally significant.  

GENERAL DISCUSSION 

These studies showed that people prefer sequences with a better ending when 

evaluating loan products; specifically, it was shown that the evaluations of loan products with 

falling or constant rates of installments were more positive than those with rising rates of 

installments. Moreover, this study is the first to show that this evaluation partly corresponds 

to anticipated emotions about these loan products and to several arguments associated with 

them.  

These studies extend the findings from existing studies on the preference for 

improving sequences. Contrary to standard economic theory (Samuelson 1937), several 

authors proposed and empirically confirmed that people prefer sequences with a better ending, 

even if the present value was not maximized or the total value was less (Ariely 1998; Ariely 

and Zauberman 2000; Hsee and Abelson 1991; Kahneman et al. 1993). This preference for 
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improving sequences was also found in financial decision making (Hoelzl, Kamleitner, and 

Kirchler 2011; Langer, Sarin, and Weber 2005; Loewenstein and Sicherman 1991; 

Matsumoto, Peecher, and Rich 2000; Schmitt and Kemper 1996).  

Our studies were designed based on these results and showed that loan products with 

falling or constant sequences of installments were evaluated more positively than loan 

products with rising sequences of installments. This result agrees with previous findings 

(Hoelzl, Kamleitner, and Kirchler 2011).  

Furthermore, these studies explored which factors might influence the preferential 

evaluation of falling or constant over rising loan products. Based on the results that consumer 

decisions are often influenced by anticipated emotions associated with the product (Shiv and 

Huber 2000; Simonson 1992; Pollai et al. 2011; Wiener et al. 2007), it was shown that the 

improved evaluation of falling or constant loan products partly corresponds to anticipated 

emotions. However, this effect was not very pronounced. While in Study 1, we found higher 

positive emotions associated with the falling loan product at year five and a similar tendency 

for anticipated positive emotions in year 10 and anticipated negative emotions in years five 

and 10, these results could not be replicated in Study 2.  

Although the two studies were designed very similarly, the “good” for the loan was 

changed from an apartment in Study 1 to a car in Study 2, which might have influenced the 

anticipated emotions about the loan products. Some studies showed that the type of product 

regulates the influence that anticipated emotions and cognitive evaluations have on consumer 

decisions (e.g., Kempf 1999). Therefore, it is possible that participants based their evaluations 

of the loan product for the good in Study 2 (car) on more cognitive dimensions and the 

evaluation of the loan product for the good in Study 1 (apartment) on more affective 

dimensions.  

Another factor that is important in exploring the preference for falling and constant 

sequences is the existence of arguments in favor of a loan product. Read and Powell (2002) 
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proposed several arguments that corresponded to a better evaluation of improving sequences. 

We based our research on these results and found the first evidence that better evaluation of 

falling and constant loan products might be due to better fits with the participants’ ideal 

consumption; specifically, participants evaluated the falling loan product as fitting the 

decreasing car value and expected to habituate more easily to the installments of the falling or 

constant loan products. Moreover, participants also argued in favor of the constant loan 

product due to arguments related to constraint maximization; they evaluated it as clearer and 

having fewer major changes. An additional argument favored the falling and constant loan 

products because participants liked their patterns more. There was also a tendency for 

participants to evaluate the falling loan product as fitting better with their habituation to the 

car and providing a higher level of safety.  

Some limitations need to be considered. First, scenarios were used and participants 

were asked to imagine themselves in the position of an employee with a given salary. This 

approach could be seen as problematic because participants might have had problems 

identifying with the described person if their own life and work situations were different than 

the one described in the scenario. Therefore, the participants’ answers might differ from real-

life evaluations. However, we tried to explicitly adapt our scenario as closely as possible to 

the majority of Austrian employees: we used the average net income of Austrian employees 

as the described salary and described goods for the loan (car and apartment) that are easy to 

identify with and that many people have experience with. Together with our use of a non-

student sample, we are confident that participants were able to immerse themselves in the 

scenario. Second, we explored participants’ anticipated emotions about the loan products. In 

addition to the fact that our results showed some inconsistencies and should be strengthened 

in further studies, the results regarding anticipated emotions should be considered with care. 

Several studies showed that anticipated emotions might diverge from emotions actually 

experienced (for a review, see Wilson and Gilbert 2003). Therefore, in future studies, possible 
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differences between anticipated and experienced emotions should be taken into account to 

obtain a more complete picture of how product-related emotions develop over time. Lastly, in 

exploring arguments behind the preference for a better ending, we used a closed format with 

predetermined answers. Although we based our items on the results of Read and Powell 

(2002), additional arguments that were not assessed could be important. Therefore, an 

additional open format might be valuable in future studies.  

 Our studies show several implications for both banks and consumers. It was shown 

that consumers prefer loan products with improving over deteriorating sequences. Banks can 

use this knowledge to develop and sell products that meet this preference. In product 

presentations, marketing campaigns and advisory discussions, banks might benefit from 

highlighting the improving sequences of loan products to attract more clients. Moreover, 

aspects that lie behind this preference, such as better fit to decreasing car values or better 

habituation to the installments of loan products with falling sequences, might also be 

leveraged.  

 Because it has been shown that loan takers often have poor financial knowledge (e.g., 

Warwick and Mansfield 2000), efforts to better educate consumers and debtors should 

generally be intensified. As a part of consumer education programs and advisement, 

awareness of consumers’ preferences for improvement can be strengthened. On the one hand, 

this would help consumers to actively search for products that meet their preferences and has 

a higher potential for consumer satisfaction. On the other hand, after becoming aware of their 

preferences, consumers might avoid intuitively choosing a more expensive product.  
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TABLE 1 

Studies 1 and 2: Evaluation of Three Loan Products  

 Loan Product      

 Falling  Constant  Rising 

Dependent Variable  M (SD)  M(SD)   M(SD)  

Study 1: Evaluation   4.21
a
 (1.18)   4.16

a
 (1.02)   3.40

b
 (1.13)   

Study 2: Evaluation  4.54
a 
(1.03)  4.59

a
 (0.96)  3.80

b
 (1.13) 

Note: Values indicate evaluation from 1 = negative to 7 = positive. Within lines, means 

with different superscripts differ at p < .05 
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TABLE 2 

Study 1: Anticipated Positive and Negative Emotions for Three Loan Products  

 Loan Product       Univariate 

ANOVA 

F(2, 118) =  

 Falling  Constant  Rising  

Dependent Variable  M (SD)   M (SD)   M (SD)   

Positive Emotions Year 1 2.06 (0.87)  2.29 (1.01)  2.05 (0.94)  0.87, p = .43 

Positive Emotions Year 5 2.28
a
 (0.69)  2.10 (0.81)  1.86

b
 (0.70)  3.21, p = .04 

Positive Emotions Year 10 3.13 (0.75)  2.90 (0.97)  2.90 (0.88)  2.88, p = .06 

Negative Emotions Year 1 2.74
a
 (0.80)  2.08

b
 (0.90)  2.70

a
 (0.96)  7.00, p < .01 

Negative Emotions Year 5 2.23 (0.82)  2.33 (0.90)  2.58 (0.84)   2.37, p = .10 

Negative Emotions Year 10  1.67 (0.85)  1.86 (1.02)   2.15 (0.92)   2.95, p = .06 

Note: Values indicate anticipated emotions from 1 = not at all to 4 = very much. Within lines, means with different superscripts differ at p < .05 
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TABLE 3 

Study 2: Arguments for Loan Products 

Note: Values indicate agreement to arguments from 1 = not at all to 7 = very much. Within lines, means with different superscripts differ at p < .05

 Loan Product      Univariate 

ANOVA 

F(2, 112) = 

 Falling  Constant  Rising  

Dependent Variable M (SD)  M (SD)  M (SD)  

1. The loan product is clear. 5.26
a
 (1.48)  6.14

b
 (1.55)  5.20

a
 (1.65)   3.98, p = .02 

2. I like the pattern of the installments over time. 5.00
a
 (1.51)   5.00

a
 (1.65)  3.28

b
(1.87)  13.67, p < .01 

3. The loan product fits to my expected income. 4.61 (1.65)  4.46 (1.59)  3.98 (1.79)  1.51, p = .23 

4. The loan product fits to my expectation that I will habituate to the car. 4.42 (1.41)  3.73 (1.77)  3.55 (1.88)  2.81, p = .06 

5. There are no major changes in the loan burden over time.   3.63
a
 (1.51)  4.76

b
 (1.81)  3.35

a
 (1.81)  7.07, p < .01 

6. The loan product fits to the fact that the value of the car diminishes over time. 4.08
a
 (1.79)  3.19

b
 (1.66)  3.15

b
 (1.81)  3.42, p = .04 

7. The loan product fits to my expectation that I will habituate to the installments.  4.50
a
 (1.67)  4.70

a
 (1.70)  3.30

b
 (1.54)  8.38, p < .01 

8. With this product, I have the feeling that the worst part is over soon.   4.58
a
 (1.63)  2.86

b
 (1.63)  2.58

b
 (1.68)  16.52, p < .01 

9. The product promises a high level on security. 3.82 (1.54)  3.62 (1.62)  3.08 (1.53)  2.37, p = .10 

10. The product fits to my tendency to keep current costs low. 3.47 (1.64)  3.70 (1.97)  4.00 (1.84)   0.80, p = .45 



 

86 

 



 

87 

 

Conference Contributions 

Parts of the PhD thesis were presented on a number of conferences: 

Hahn, L., Hoelzl, E. & Pollai, M. (2010). The effect of payment type on consumption-

related emotions. IAREP/SABE/ICABEEP 2010 Conference, Cologne, Germany, 

September 5th – 8th 2010. [Talk]  

Hoelzl, E., Hahn, L. & Masak, J. (2010). Anticipated regret in negotiations on loan rates. 

IAREP/SABE/ICABEEP 2010 Conference, Cologne, Germany, September 5th – 8th 

2010. [Talk]  

Hahn, L. & Hoelzl, E. (2009). Choice of product variety and the appraisal of non-chosen  

alternatives at different points in time. SPUDM 2009 Conference, Rovereto, Italy, 

August 23rd – 27th 2008. [Poster] 

Hahn, L. & Hoelzl, E. (2008). The role of emotional competences in forecasting of regret. 

IAREP/SABE 2008 Conference, Rome, Italy, September 3rd – 6th 2008. [Talk] 

 

 

 



 

88 

 

Curriculum Vitae 

Personal Data  
 
Address    Dipl.-Psych. Luise Hahn  

Fasangartengasse 20/9, A-1130 Vienna  
 
Phone     +43/699/10719474 
 
E-Mail      luise.hahn@gmx.de 
 
Date and place of birth  Oktober 20th, 1979, Bonn / Germany 
 
Nationality   German 
 
 
Education  
  
Since March 2008   University of Vienna  

     Dissertation in Economic Psychology  

 

University of Trier  
 
May 7th, 2007    Master degree in Psychology (grade: very good) 
 
October 2000 – May 2007  Study of Psychology  

 

Manchester Metropolitan University, Great Britain  
 
September 2003 – April 2004  Semester abroad   

 

September 1990 – June 1999  Clara-Schumann-Gymnasium, Bonn 
 

Professional Experience 
 

Strametz & Partner, Vienna  
 
Since November 2010  HR Senior Consultant Recruiting, Executive Development 

& Assessments 

 

     University of Vienna  
 
June 2009 – October 2010  Course lecturer & scholarship student  

 

Heidrick & Struggles (former Ray & Berndtson CEE), 

Vienna  
 
July 2007 – May 2009 HR Consultant Recruiting & Assessments  
 
October – November 2006   HR Internship Recruiting & Assessments  

 

 University of Trier  
 
December 2005 – March 2006 Student research assistant   

 

 Deutsche Telekom AG, Bonn 
 
May – July 2005 HR Internship Executive Development  
 
 
 GITP Deutschland GmbH, Düsseldorf 

 
April – June 2004   HR Internship Recruiting & Assessment  



 

89 

 

Grants 
 
October 2008 – June 2009 Research grant (“Förderstipendium”)  

 University of Vienna  

 

January 2010 – September 2010   PhD grant (“Forschungsstipendium”)   

University of Vienna  

  

Special Skills  
 
Languages  German (native), English (fluent), Spanish & French 

(intermediate)  
 
Computer literacy   Microsoft Office, SPSS 

 

Publications  
 
Hahn, L., Hoelzl, E. & Pollai, M. (2013). The effect of payment type on product-related emotions:  

Evidence from an experimental study. International Journal of Consumer Studies, 37(1), 

21-28.  
 
Pollai, M., Hoelzl, E., Hahn, L. & Hahn, A. (2011). The influence of anticipated emotions on  

consumer decisions: Examining the role of product type and belief in adaptation. Zeitschrift 

für Psychologie/ Journal of Psychology, 219(4), 238-245. 
 
Hoelzl, E., Hahn, L., Pollai, M. & Masak, J. (in press). The effect of feedback on process and  

outcome of loan negotiations: Consequences on risk aversion and the willingness to 

compromise. Group Decision & Negotiation.  
 
Hahn, L. & Hoelzl, E. (under review). Is evaluation of loan products with different sequences of  

instalments associated with anticipated emotions and corresponding arguments? Journal of 

Consumer Affairs.  

 

Conference Contributions  
 
Hoelzl, E., Pollai, M., Hahn, L. & Hahn, A. (2011). Affective forecasts and consumer decisions:  

Exploring moderating effects of product type and belief in adaptation. SPUDM 23 

Conference, Kingston upon Thames, UK, August 21st – 25th 2011. [Talk]  

 

Hahn, L., Hoelzl, E. & Pollai, M. (2010). The effect of payment type on consumption-related  

emotions. IAREP/SABE/ICABEEP 2010 Conference, Cologne, Germany, September 5th – 

8th 2010. [Talk]  
 
Hoelzl, E., Hahn, L. & Masak, J. (2010). Anticipated regret in negotiations on loan rates.  

IAREP/SABE/ICABEEP 2010 Conference, Cologne, Germany, September 5th – 8th 2010. 

[Talk] 
 
Pollai, M., Hoelzl, E., Hahn, L. & Hahn, A. (2010). Influence of anticipated emotions on consumer  

decisions. IAREP/SABE/ICABEEP 2010 Conference, Cologne, Germany, September 5th – 

8th 2010. [Talk]  
 
Hahn, L. & Hölzl, E. (2009). Choice of product variety and the appraisal of non-chosen  

alternatives at different points in time. SPUDM 2009 Conference, Rovereto, Italy, August 23rd  

– 27th 2008. [Poster] 
 
Hahn, L. & Hoelzl, E. (2008). The role of emotional competences in forecasting of regret.  

IAREP/SABE 2008 Conference, Rome, Italy, September 3rd – 6th 2008. [Talk] 

 

 
 

 


