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Purpose:

This research explores whether affective, or
emotional, responses to experiences align with
monetary valuations of those experiences (or
willingness to pay to engage in positive or avoid
negative experiences). See Pachur et al. (2014).
(e.g., a day at the beach, a night in jail)

The impact of experience duration is also examined
as a potential factor in a participant’s affective
responses and monetary valuations.

“* Do longer
experiences =

stronger affect and
WTP responses?

s Do more potent
affective reactions
= Higher WTP?

Participants
Online survey given to 238 USF undergraduates via
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Figures 1 & 2: Median WTP in Positive and Negative Scenarios

* Participants were willing to pay more to avoid longer negative and engage in longer

positive experiences than to avoid/engage in a corresponding shorter experience.

* Greater gap in WTP observed with the transition from minor to major experiences.

The evidence suggests that monetary
valuations of experiences generally align with
affect-based valuations of the same
experiences, with a few exceptions

Long experiences were linked to greater
willingness to pay and higher affect ratings
when compared with short experiences.

» This held true both for engaging in
positive experiences and for avoiding
negative experiences.

» Positive affect ratings were relatively
high across experiences with a small
gap in long vs short.

Affect scale had an upper limit of 10 while

WTP was limitless - maybe explaining the
larger gap for longer vs shorter experiences
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o 1-10 rating scale Figures 3 & 4: Affect Ratings in Positive and Negative Scenarios

* |n both the positive and negative conditions, longer experiences yielded higher
affect ratings than shorter experiences.

* Long vs short gap was smaller in the positive condition, with more variation in the
negative condition

Example affect rating item for positive condition
“How happy would you be if you got to spend a short
time with your romantic partner at the beach?”
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