Chapter 7 – Attitudes

Attitudes: Lasting, general evaluation of people, objects, or issues
	Attitude object: Anything to which one has an attitude

Why do consumers have attitudes?
· Katz’s Functional Theory: Attitudes help people achieve their basic goals.
· Four expressions:
· Value-Expressive (Express identity): A person forms a product attitude not because of its objectives benefits, but because of what the product says about him or her as a person.
· Ego-Defensive (protect against insecurities): Products that promise to help a man project a rugged, manly image may be appealing to his insecurities about his masculinity.
· Knowledge (need for order/structure): This need is often present when a person is in an ambiguous situation or is confronted with a new product.
· Utilitarian (Rewards & Punishments): The function is related to the basic principles of reward and punishment. We develop some of our attitudes toward products simply on the basis of whether these products provide pleasure or pain

3 Components of an attitude (ABC Model):
1. Affect (feelings): The way a consumer feels about an attitude object.
a. I like Crest as a toothpaste
2. Behaviour (doing): Involves the person’s intentions to do something with regard to an attitude object.
a. I intend to buy Crest
3. Cognition (beliefs): The beliefs a consumer has about an attitude object.
a. Crest prevents cavities

Forming Attitudes
· 3 Strategic means of influence:
· 1. Cognitive change
· 2. Affective change
· 3. Behaviour change

Hierarchy of Effects
· High Involvement (cognitive learning): Beliefs(Cognitive)  Feelings(Affective)  Actions(Behaviour)
· Low Involvement (behavioural learning): Beliefs(Cognitive)Actions(Behaviour) Feelings(Affective)
· Hedonic Consumption (Zajonc’s model): Feelings(Affective)Actions(Behaviour)  Beliefs(Cognitive)

Attitude toward the advertisement
· We form attitudes toward objects other than the product; an influence product selections
· We often form product attitudes from ads
· Aad: Attitude toward advertiser + evaluations of ad execution + ad evoked mood + ad arousal effects on consumer + viewing context

Ads can create powerful feelings
· Commercials evoke emotion
· Upbeat feelings, Warm feelings, Negative feelings


Forming Attitudes
· Classical vs. Instrumental Conditioning
· Levels of Commitment
· Compliance: A the lowest level of involvement, an attitude is formed because it helps gain rewards or avoid punishments from others. This attitude is superficial.
· Identification: A process of identification occurs when attitudes are formed so that the consumer will then feel similar to another person or group.
· Internalization: At a high level of involvement, deep-seated attitudes are internalized and become part of the person’s value system.
· Cognitive Consistency (Should review pg194)
· Harmony: 
· Dissonance: 
· Reactance: 

Attitude Theories
· Self-Perception Theory: Provides an alternative explanation of dissonance effects
· Foot-in-door technique: A consumer is more likely to comply with a request if he or she has first agreed to comply with a smaller request.
· Low-ball technique: A person is asked for a small favour and is informed after agreeing to it that it will be very costly.
· Door-in-the-face technique: A person is first asked to do something extreme and then is asked to do something smaller.
· Social Judgement Theory
· We assimilate new information about attitude objects in light of what we already know/feel
· Initial attitude=frame of reference
· Latitudes of acceptance and rejection
· Assimilation effects: Messages that fall within the latitude of acceptance tend to be sun as more consistent with our own position than they actually are.
· Contrast effects: Messages falling in the latitude of rejection tend to be seen as even farther from our own position than they actually are
· Balance Theory
· Considers how a person might perceive relations among different attitude objects and how he might alter attitudes to maintain consistency
· Triad attitude structures:
· Person 
· Perception of attitude object
· Perception of another person/object

Attitude Models
· Attitude assessment can be complex
· Product/service may have many attributes
· Attitudes are affected by other factors
· Attitude models help identify influencers of evaluations

Multi-Attitude Attitude Model
· Key Idea: Evaluation of salient beliefs cause overall attitude
· [bookmark: _GoBack]Is a useful tool when examining attitude formation and predicting attitudes
· The Fishbein Model: Ao=Bi*Ii
· A0: is the overall attitude toward the object
· Bi: is the belief that object i has to a certain attribute
· Ii: is the importance weight of an attribute
· Theory of reasoned action: Considers other elements of predicting behaviour	
· Intentions versus behaviour
· Social pressure
· Subjective norm
· Attitude toward buying
· Weakness in Model:
· Outcomes of behaviour
· Unintentional behaviour
· Attitudes may not lead to consumption
· Timeframe between attitude measurement and behaviour
· Consumer’s direct, personal experience, and indirect experience
· We can change customer attitudes in 3 ways
· By changing a specific component belief, which can be done by changing the perception of the corresponding attribute level or associated consequence
· By changing the importance customers assign to an attribute or the evaluation of consequence
· By introducing a new attribute into customers’ evaluation process
· Capitalize on relative advantage
· Strengthen perceived product/attribute linkages
· Add a new attribute
· Influence competitors’ ratings

 Normative Influences
· Descriptive Norms: Norms that convey what others are doing
· Injunctive Norms: Norms that convey what others think you should do 








Video Question (ON EXAM)
Airbnb
1. How has the rise of online purchasing activities changed consumer buying behaviour?
a. People are moving away from buying products, and are now looking to get experiences. 
2. What types of products/services are in existence now in the past few years which have changed consumer buying attitudes?
a. Netflix because now we don’t buy/rent movies/tv shows. Uber
3. What functions of attitudes does Airbnb show?
a. Value-expressive: advertise in a way to show your nice house and the value of it.
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