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Research shows that affective states can have a profound effect on 
decision-making and judgements. The work of Lerner, Small, & 
Lowenstein (2004), importantly looks at the way specific emotions  
affect decision-making. Typical mood inductions have used scenes from 
movies (Lerner, Small & Lowenstein, 2004) or instructed participants to 
think of a time they felt a certain way (Lerner, Small & Fischoff, 2003). 
For example, on a risk assessment, 
anger resulted in more optimistic 
assessments than fear. However, 
there are certainly many other 
factors that influence moods in the
real world. According to statistics
reported by the Pew Research 
Center (2018), more than 784,000 
Americans view daytime news 
daily and 1.15 million view the 
evening news daily, and 68% of adults report getting news on social 
media. The purpose of this study is to examine whether news stories 
have a sufficiently large effect on our affective states to affect 
individuals’ likelihood judgements about future events.
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• Results were analyzed by taking a composite score of the ratings for positive events and for negative events 
following each manipulation.

• Participants consistently rated negative events as being less likely to occur than positive events, showing a main 
effect of event type, F(1,18) = 12.9, p = .002, np

2 = .419
• There was no effect found for video type or order, however there was a video type x order interaction where 

whichever video that was viewed first elicited higher likelihood estimates. 

Participants (N =20) were presented with lists of events from a study conducted by Zelenski & Larsen (2002) and 
were asked to rate each item on a sliding scale from 0-100 on how likely they perceived each event to be. Each 
participant viewed a “positive” and “negative” news clip as a mood induction
• 12 items were considered “negative” events and 12 were considered “positive”
• The “positive” news clip detailed the reunification of immigrant families and the “negative” news clip detailed 

the early stages of the Covid-19 outbreak.

One conclusion that can be drawn from this study is that individuals 
tend to view positive events as having a greater likelihood of 
occurrence than negative events, in accordance with the research on 
unrealistic optimism by Weinstein (1980). However, the results of 
this particular study failed to show that news events have enough of 
an impact on affective states to affect predictions about future 
events.

• Events were not paired for objective likelihood; therefore, it is 
possible that certain events in each cluster were objectively more 
likely than others

• It is possible that the videos shown weren’t effective at inducing 
emotional states, but that other videos might be. For example, not 
everyone may have viewed the positive video as being positive.

• Small sample size (20 participants) inhibits external validity and 
ability to generalize findings

Order 1
Baseline-Rate 8 Events

Positive Video-Rate 8 Events

Negative Video-Rate 8 Events

Order 2
Baseline-Rate 8 Events

Negative Video-Rate 8 Events

Positive Video-Rate 8 Events

Example Events (8 or 24 total)

Figure1. Shows subjective measures of likelihood for positive and negative 
events following the positive clip then the negative clip, with columns 1 and 3 

representing negative events.

Figure2. Shows subjective measures of likelihood for positive and negative 
events following the negative clip then the positive clip, with columns 1 and 3 

representing negative events.
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