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Abstract-The consumer happiness is considered as dynamic perception. There is only a small 
information accessible about how consumer satisfaction is established over time. Cognition 
and affect have stretched history of influencing the buying behaviour of an individual. The 
modification in one of the dimensions pointers to selected proportionate change in equivalent 
factor. This paper brings out the review of literature of Affect, Cognition and customer 
satisfaction.  A numeral of investigation readings have been supported out to determine the role 
of cognition and affect in consumer decision making. However, in majority of the research, 
absence of proof of scientific reliability and legitimacy and nature of itemization in previous 
scales/papers has not been widespread as well. Based on actual consumer consumption data, 
this literature analysis shows the influence of cognition on the customer consummation 
assessment upsurges and the impact of affect declines over time. Furthermore, these effects are 
mitigated with unpredictable enactment understandings. As a final point, this paper indicates 
that the change in customer satisfaction mutually described by cognition and affect upsurges 
as knowledge accrues. This paper reconnoitres the progression for in what way extremely 
reliable and valid displays of cognition and affect have been urbanised.  
Keywords: Affect, Cognition, Marketing, Customer Satisfaction 
INTRODUCTION 
In contemporary marketing, consumers are seen as the protagonists because they work to fulfil 
a variety of needs and desires that are partially tied to the fundamental services. Customers 
continually acquire opinions regarding the actual service provided to them in comparison to 
their expectations when their requirements and wants are not met according to their 
expectations. Every organization's performance arguably rests on how well it caters to its smart 
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clients. The degree to which customers are satisfied with a service determines how frequently 
they use it. Customer happiness and sales are intimately correlated; therefore, in order to 
enhance sales and encourage repeat business, service delivery quality must be improved. 
It is generally accepted that services that constantly and continuously please clients result in 
their happiness and satisfaction. As a result, people develop a sense of loyalty and keep using 
the product, which helps an organisation make money and expand. 
Customer satisfaction be determined by affects and cognition. A surplus studies emphasised 
that consumers are engrossed in their social perspective, and their thoughtful and emotion 
might be moderately due to social influences (Rychalski, A, 2017) but can also be exaggerated 
by their awareness, prior outlooks, personality traits (Yu, T.-Y,2015 ) and other variables. 
Therefore, in order to study them as potential predictors of purchase behaviour, customers' 
satisfaction and other effects linked to consumers' experiences should be more thoroughly 
analysed. (Morgeson ,2015). 
THEORY OF ABC 

Social psychology is established on the ABCs of affect, behaviour, and cognition. We depend 
on these three fundamental and interconnected human capacities in order to successfully 
sustain and improve our respective lifestyles through successful connection with others: Affect 
(feelings), Behavior (interactions), Cognition (thought) 

 
Affect refers to the emotional state that one experience as portion of our daily lives. As the day 
goes on, we could experience various emotions, including joy or sorrow, gratitude or 
resentment, pride or embarrassment. Our affective experiences often support us in functioning 
effectively and in a way that improves our chances of survival, even though affect can be 
damaging if it is unmanaged or unregulated. 
We have learned how to make these conversations go smoothly and successfully since we 
affect and engage with one another every day. In order to achieve results we could not achieve 
on our own, we work together with others and exchange commodities, services, and other 
benefits. 
Cognition is that communicates to social activities and that benefits us comprehend and 
forecast the behaviour of ourselves and others. Because of their tremendous intelligence, 

Social 
psychology

Affect 
(feelings)

Behavior 
(interactions)

Cognition 
(thought)



Journal of Northeastern University 
Volume 25 Issue 04, 2022 

Copyright © 2022. Journal of Northeastern University. Licensed under the Creative Commons Attribution Non-
commercial No Derivatives (by-nc-nd). Available at https://dbdxxb.cn/ 

2882

                                                                                 

                                                                 
 

humans utilise cognition in every aspect of their daily life. Cognition is defined by 
psychologists as the mental process of organising information and using it to make decisions. 
Affect and cognition have a long history of affecting a person's purchasing decisions. When 
one of the dimensions changes, the related factor also changes proportionately. Numerous 
studies have been done to determine a consumer's cognition and affect. However, the majority 
of research lack evidence supporting their scientific validity and dependability. 

LITERATURE SURVEY 

The present work shows on cognition and affect accompanying with an end user emphases on 
enhanced, authenticated and comprehensive outline of scale expansion from consumer 
behaviour viewpoint. 

The Covid times were deliberated most life-threatening eras that prominently predisposed the 
behaviour of customer. One of the investigation carries out consumer spending enactment in 
Covid 19 times. The affect subjugated the errands behaviour of customers. The fear appeal 
(fears for health and economic fears) are associated with the vicissitudes in customer behaviour 
and stimulus outmoded and online shopping associated to COVID-19.( Eger, L et al 2021) 

Another study recommended that the socio-demographic variables were considerably liable for 
change in customer behaviour during Covid 19. This investigation examined predictors 
affecting customer intention to use online food services amid the Coronavirus disease (COVID-
19) pandemic. (Hong, C et al.,2021) 

Mattila and Wirtz, 2000 in her investigation inspect the effect of presumption affect on 
consumers' post purchase assessments. Two rudimentary scopes of affect—pleasure and 
arousal—subsidise to customer evaluations of dissimilar forms of services.  

Szymanski and Henard's 2001 study's important finding states that equality and subjective 
norms have the strongest average relationships with customer satisfaction. Customer 
satisfaction is closely tied to this effect. 

As a result, it is proposed that Affect has a direct favourable influence on work assessments, 
customer happiness, and inclinations to make additional purchases. According to other studies, 
the emotions felt when acquiring and using services—such as delight, pleasure, and despair a 
big impact on how satisfied customers are. 

Various studies demonstrates the impact of cognition on customer satisfaction. According to 
certain research findings, emotional state has a stronger influence on customer satisfaction 
than cognitive state. (Lazarus, 1999; Oliver, 1980, 1981) 
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According to Levitt (1981), "buyers usually rely to a somewhat degree from both aesthetic 
and exterior impression when evaluating intangible things (such as services). More than the 
service provider, the atmosphere has an impact on the customer's evaluation and judgement 
of the products. Additionally, customers engage with the external surroundings more so than 
service providers. 

According to Gestalt psychology, it really is clear that the cognitive state of the user 
contributes significantly to the assessment of Service quality. "A person's emotional 
responses are sparked because of his or her cognitive perceptions" (e.g., preference, 
stimulation, and ascendancy) (Mehrabian and Russell, 1974). 

Therefore, as Lazarus (1999) noted, "when individuals are judging the Servicescapes, 
cognition precedes emotion." German psychologists who studied how populations that may 
produce spontaneous stimuli reacted came up with gestalt psychology, which holds that 
"perceptions are fundamental elements containing basic units as attitudes termed Gestalts" 
(Schiffman, 2001). With this strategy, the relationship between perception producers inside 
the management structure is guaranteed. Researchers have demonstrated that individuals’ 
behaviors are a result of their interaction with their environment” (Schiffman, 2001, pp. 174–
176). 

The findings imply that contradiction and contentment are complementary concepts that 
describe various aspects of a customer's mental state following a transaction. Different types 
of behaviours are controlled by cognitive dissonance and satisfaction. While loyalty—i.e., 
future intention to buy and word-of-mouth—is influenced by satisfaction, cognitive dissonance 
helps to explain complaint behaviour. 

In both academia and business, there is still a lot of interest in consumer pleasure. Initial 
academic research emphasised the impact of expectations on satisfaction. From a business 
standpoint, the development of macroeconomic indices has sparked interest in the study of 
contentment. However, study into the causes and effects of contentment is now a common 
occurrence in many marketing-related fields. (Matzler et al, 2004). 

The hypothesis states that following a shopping or consumption event, customers evaluate their 
experiences positively and negatively. In general, satisfaction is viewed as a bipolar variable 
with a level of intensity that is somewhere in the middle of agreement and disagreement (Mittal 
et al, 1999). Despite a phenomenal increase in unhappiness studies in the 1980s, there is a 
larger body of material on satisfaction as a favourable outcome. 

Regarding the causes of satisfaction and discontent, disconfirmation is the most frequently 
acknowledged theory inside the literature (Oliver, 1980). It gives a variety of benchmarks for 
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comparative results, the most pertinent of which are expectations, wishes, and experience-
based norms. However, academics have increasingly become interested in other cognitive 
factors, particularly in the investigation of dissatisfaction. The aforementioned variables are 
founded on equity and the idea of identifications of causality (Folkes, 1984). (Oliver and Swan, 
1989a, 1989b). 
On the basis of these studies, our aim is to investigate the impact of affect and cognitive on 
customer satisfaction.  
 
In his research, Kambiz Heidarzadeh (2012) noted that the study focuses on the function of 
cognitive and affective trust in establishing connections with customers. The author looked at 
the idea that customer trust in service suppliers has unique cognitive and affective 
characteristics with associated antecedents and outcomes. In terms of the effects of cognitive 
and affective trust, the findings indicated that while both have an impact on the expectation of 
upcoming interactions, cognitive trust has a stronger influence than affective trust. 
 
FINDINGS 
Customer satisfaction should be tracked throughout time as it is dynamic in nature. In light of 
this, our study simultaneously explores how affect and cognition play a role in shaping 
satisfaction.  
Even though researches has documented the role of affect and cognition in professed service 
quality and satisfaction, the literature is unsuccessful to postulate the circumstances below 
which dissimilar magnitudes of affect and cognition will or will not direct service quality 
assessment and satisfaction. Our foremost outcome is that impact of affect is most important 
in the early stages of customer satisfaction development, when they are still learning well about 
product or service. 
However, the impact of cognition should grow as more experience with the product is gained. 
We also look at this procedure in the context of rather sophisticated utilitarian products. Our 
research also demonstrates that cognition and affect together account for a greater proportion 
of the variation in customer satisfaction as experience with a product or service increases. 
Additionally, this study supports management practise and advances analytical frameworks. 
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CONCLUSION  
Study of Consumers behaviour have generated new trials in customer satisfaction. This has 
gained attention of researchers as well as businessman. Recent decades have seen a renaissance 
in the study of emotion that has the potential to alter decision-making paradigms. The combined 
impact of cognition and affect on the production of satisfaction is dynamically analysed in this 
study. Scientists in the fields of organisational behaviour, consumer behaviour, and other 
multidisciplinary fields will view the current work with greater trust. 
According to the research, emotions are strong, pervasive, predictable, occasionally 
detrimental, and occasionally advantageous determinants of decision making. As the customer 
gains knowledge of product and services, cognitive plays it part and leads to customer 
satisfaction. This study intended to observe how and when, affect and cognitive influence the 
judgments and decisions across a variety of domains in service marketing.  
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