Lecture 5 (Thursday 6th February, 2015) – Attitudes and Attitude Change

What is an attitude?
· Attitude: An evaluation of a person, object, or idea
· Can be positive, negative, or both (ambivalence)
- For example: Feminists, abortion and the capital punishment can be seen as both, positive and negative terms 
· Attitudes have three components:
· Affective component: Emotional reactions towards the attitude of an object (e.g.: another person or a social issue)
· Cognitive component: Thoughts and beliefs about the attitude object
· Behavioral component: Actions and observable behavior toward the attitude object
· Although attitudes are created by affective, cognitive and behavioral experiences of people, not all attitudes are created equally. 

Affectively based attitudes
· Do not result from rational examination of issues
· Falling in love with someone even though they have a history of being untrustworthy
· Not governed by logic (persuasive arguments about the issues seldom change an affectively based attitude)
· Persuasive arguments don’t really have a big influence
· Often linked to people’s values
· Attitudes toward abortion, the death penalty, and premarital sex are all likely to be based on people’s value systems and morals 
· Trying to change affective attitudes can challenge people’s values

Cognitively based attitudes
· Focus on objective facts/merits/properties, pluses and minuses, etc.
· Quickly assess and find the pros and cons of a certain object
· E.g., buying a car and analyzing its mileage/speed etc.  – what are the advantages of having this car versus disadvantages? 
· We can feel positively about something or someone (positive affective attitude), even if we have negative beliefs about the something or someone (negative cognitive attitude)
· E.g., The “bad boy” or “bad girl”

Behaviorally based attitudes
· Stem from people’s observations of how they behave toward something or someone
· Ties to self-perception theory



Attitudes
· When attitudes are negative toward a particular group, they often have a cognitive basis
· Belief that the group threatens a person’s value system
· Why don’t you like cats? Come up with more cognitive arguments rather than affective arguments
· Your opinion on homosexuality – cognitive arguments fuelled from affective emotions
· When attitudes are positive toward a particular group, they often have an affective basis
· Also true of attitudes toward social issues
· Affective driven even if you come up with cognitive arguments

Explicit and implicit attitudes
· Explicit attitudes: Consciously endorsed, easily reported
· Implicit attitudes: Involuntary, uncontrollable, and sometimes unconscious
· We can be aware of our implicit attitudes (Hahn et al., 2014)
· Explicit attitudes are usually assessed with scales
· “How attractive is this person?”
1 Not at all
2  
3  
4 Somewhat
5  
6  
7 Extremely
· Implicit attitudes are usually assessed in other ways
· E.g., Body language, physiological responses, the Implicit Association Test (IAT), the name-letter task, etc.
· Project Implicit

The IAT (Implicit Association Test)
· Categorize and match words/images (5 blocks)
· Attributes
· Pleasant (e.g., sunshine, puppies)
· Unpleasant (e.g., garbage, vomit)
· Concepts
· What people have an attitude about
· Liberal versus Conservative
· Canadian versus Foreign
· Block 1: Learn the concepts
· Conservative vs Liberal
· Have to classify if the person is conservative or liberal
· Learning to pair concepts with buttons
· Block 2: Learn the attributes
· Pleasant vs Unpleasant
· Puppies
· Block 3: Concept-attribute pairing #1
· Really important block
· Conservative or Pleasant	(goes on the left) and Liberal or Unpleasant (goes on the right)
· Block 4: Learn new location of the concepts
· Liberal	(left)	Conservative (right)
· Steven Harper shows up so you go to the left
· Block 5: Concept-attribute pairing #2
· Second critical block
· Opposite of Block 3 – concepts have switched positions
· How quickly do people match liberals with pleasant things and conservatives with unpleasant
· Liberal or Pleasant		Conservative or Unpleasant
· To get at implicit attitudes, subtract the reaction times from Block 3 and Block 5
· If you favor Conservatives over Liberals you should respond faster to Block 3 than to Block 5

The Name-letter task
· People rate each letter of the alphabet
· “How aesthetically pleasing is this letter?”
1 Not aesthetically pleasing at all
2  
3  
4 Somewhat aesthetically pleasing
5  
6  
7 Very aesthetically pleasing
· Responses to the name-letter task can predict:
· Romantic satisfaction and longevity
· Self-esteem – people who don’t like their initials seem to have lower self-esteem compared to those who like their initials
· Depression
· Others

When do attitudes predict behavior?
· The theory of planned behavior suggests that the best predictor of planned, deliberate behavior is intention
· Intentions are determined by:
· Specific attitude(s) toward the behavior 
· [image: ]Subjective norms
· Perceived behavioral control


· Example: CONDOMS and if you should use them

Attitude Change
· Even though attitudes don’t always predict our behavior, people will try to change our attitudes and hope that the behavior they want will follow
· Advertisement #1
· Advertisement #2
· Persuasive communication: Some medium of communication that advocates a particular point of view
· The Yale Attitude Change Approach suggests that whether people change their attitudes is a question of “Who said what to whom”
· Source of communication
· Nature of communication
· Nature of audience

Source of communication
· The person or source delivering the communication is more persuasive when they are perceived as:
· Credible
· Trustworthy
· Attractive
· Likeable

Nature of communication
· The communication itself is more persuasive when it:
· Does not seem to be designed to influence attitudes
· Is two-sided (i.e., represents both sides of an argument)
· For best results, present both sides of the argument and refute the arguments of the side that opposes the view you’re advocating

Nature of Audience
· Listeners are often persuaded to a greater extent if they:
· Are distanced during the communication
· Have lower intelligence
· Have moderate self-esteem
· Are between 18-25 years of age

Heuristic-Systematic persuasion model
· Systematic processing is characterized by high motivation
· People reflect on the merits of the argument
· Heuristic processing is characterized by low motivation
· People use mental shortcuts when evaluating the argument (e.g., “experts are always right”)

Elaboration likelihood model
· The central route is characterized by high motivation and ability
· People pay attention to the facts/arguments
· The peripheral route is characterized by low motivation and ability
· People are swayed by surface characteristics

Fear and attitude change
· Sometimes persuasive messages will try to educe attitude change by arousing fear
· Too much fear is bad
· People will tune out or not take the message seriously
· Fear works in moderate amounts
· Motivates people to pay attention
· Most effective when specific recommendations to enable change are included in the message

Advertising
· Most people think that advertising works on everyone but themselves
· But! Advertising works: When a product is advertised, sales tend to increase
· Sales go up therefore advertising does work
· The type of ad that works best depends on the basis of the attitude
· For affectively-based attitudes, using emotion is best
· For cognitively-based attitudes, using rational and personal relevance is best



Subliminal messages
· Subliminal message: Words or pictures, intended to persuade, that are not consciously perceived
· No empirical evidence seems to support the idea that subliminal messages in advertising exerts any influence over consumers’ behavior
· But! Sometimes subliminally priming people with certain products can alter their behavior
· Fitzsimons et al. (2008)

Resisting persuasive messages
· Attitude innoculation: Make people immune to attitude change attempts by exposing them to small doses of the arguments against their position
· Awareness of product placement
· Warn people in advance that someone is about to try to change their attitude

Cognitive Dissonance

What is cognitive dissonance?
· Cognitive dissonance: Feelings of discomfort caused by the realization that your behavior is inconsistent with your attitudes, or that you hold two conflicting attitudes
· Often occurs when we do something that makes us feel silly or immoral
· The discomfort of dissonance motivates us to try and reduce it

Reducing cognitive dissonance
· People try to reduce cognitive dissonance in a few ways:
· Change cognition to be more in line with the dissonant behavior
· Change behavior to be more in line with the dissonant cognition
· Add new (sometimes mistaken) cognitions

Post-Decision Dissonance
· Making a decision can trigger cognitive dissonance
· When this happens, we typically enhance the attractiveness of the thing we chose, and devalue the thing(s) we rejected
· The need to reduce post-decision dissonance is stronger when the decision is more permanent
· In some cases, we change our value systems

Dissonance and the brain
· Reasoning areas of the brain shut down when people are confronted with dissonant information
· When the inconsistency is resolved, the areas of the brain associated with pleasure activate

Justifying dissonance
· External justification: Explaining our dissonant behavior in terms of things outside ourselves (e.g., to get a reward, to avoid hurting someone’s feelings)
· Internal justification: Reducing dissonance by changing something about ourselves (e.g., attitudes, behavior)

Insufficient justification
· Counter-attitudinal advocacy occurs when we express an opinion or attitude that counters our private beliefs or feelings
· If we can’t find external justification, we find or create internal justification
· With the internal justification, we come to believe the counter-attitudinal opinion or attitude we expressed

Punishment
· Perhaps surprisingly, sometimes the key to lasting attitude change when you want someone to stop doing something is mild punishment
· Severe punishment provides too much external justification

Justifying bad deeds
· According to cognitive dissonance theory, when we hurt someone we sometimes come to dislike or hate that person
· Justifies our cruelty
· E.g., Dehumanizing victims of war

Rationalization trap
· [bookmark: _GoBack]Our attempts to reduce dissonance can yield a succession of self-justifications that end up resulting in several silly or immoral actions
· Self-affirmation can counteract this to some degree
· Focus on competence on an unrelated dimension
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