
Pub
lis

he
d 

in
 A

dv
an

ce
s 

in
 C

on
su

m
er

 R
es

ea
rc

h,
 2

8,
 2

00
1,

 1
15

-1
21The Effect of Mood on Self-Referencing

in a Persuasion Context1

A. Bosmans a, P. Van Kenhove b, P. Vlerickc,
& H. Hendrickxd

Research Centre for Consumer Psychology and Marketing

Nr. 00/95
November 2000

                                                                

a Anick Bosmans is a Doctoral Candidate, Research Centre for Consumer Psychology and Marketing, Hoveniersberg 24, 9000
Ghent, Belgium. E-mail: Anick.Bosmans@rug.ac.be

b Patrick Van Kenhove is Professor at University of Ghent, Faculty of Economics and Business Administration and at the Vlerick
Leuven Gent Management School, Department of Marketing, Hoveniersberg 24, 9000 Ghent, Belgium. E-mail:
Patrick.VanKenhove@rug.ac.be

c Peter Vlerick is Professor at University of Ghent, Faculty of Psychology and Educational Sciences, Department of Personnel
Management, Work and Organizational Psychology, Henri Dunantlaan 2, 9000 Ghent, Belgium. E-mail:
Peter.Vlerick@rug.ac.be

d Hendrik Hendrickx is Visiting Professor at University of Ghent, Faculty of Economics and Business Administration,
Department of Marketing, and Director of the Research Centre for Consumer Psychology and Marketing. Hoveniersberg 24,
9000 Ghent, Belgium. E-mail: Hendrik.Hendrickx@rug.ac.be

1 This paper is presented at the Annual Conference of the Association for Consumer Research, October 19-22 2000, Utah, Salt
Lake City

D/2000/7012/16




