
Received: February 8th, 2025 | Revised: August 8th, 2025 | Accepted: August 21st, 2025 

DOI: 10.53106/102596272025120502001   

Journal of Business Administration, 2025; 50(2):1-17 

Effect of temperature on bidding behavior from the 

perspective of embodied cognition 

Su-Hui Kuo 1 | Cheng-Pei Chu 2 | Hung-Ming Lin 3

1 Department of Business Administration, Ming Chuan University, Taipei City, Taiwan. 

2 Department of Business Administration, National Changhua University of Education, Changhua City, 

Taiwan. 

3 Corresponding author, Department of Cosmetic Science, Chang Gung University of Science and 

Technology, Taoyuan City, Taiwan, hmlin@mail.cgust.edu.tw. 

ABSTRACT 

This study investigates how temperature influences consumers’ bidding behavior in auction 

settings, drawing on the framework of embodied cognition. Two experiments were conducted to 

investigate how both product temperature (Experiment 1) and ambient temperature (Experiment 

2) influence consumers’ bidding prices. In each experiment, participants were exposed to either a 

warm or cold condition and asked to place a bid on a selected product. The results showed that 

participants in the cold condition consistently placed higher bid prices than those in the warm 

condition. These findings suggest that physical coldness elicits psychological discomfort, which 

in turn triggers compensatory behaviors such as increased willingness to pay. The study 

contributes to the literature by integrating embodied cognition theory into the domain of consumer 

bidding behavior and offers implications for sensory marketing strategies. 
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摘要 

本研究探討溫度如何影響消費者在拍賣情境中的競標行為，並以內具認知的理論框架作

為基礎。研究共進行兩個實驗：實驗一檢驗產品溫度，實驗二則檢驗環境溫度對消費者

出價的影響。在每個實驗中，受試者分別暴露於「溫暖」或「寒冷」的條件下，並被要

求對指定產品進行出價。結果顯示，處於寒冷情境的參與者一貫地給出比溫暖情境更高

的出價，這些結果指出，身體的寒冷會引發心理上的不適，進而觸發補償性行為，例如

提升支付意願。本研究的貢獻在於將具身認知理論應用於消費者競標行為領域，並對感

官行銷策略提出啟示。 
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