Social Psychology 
Attitudes 

Internal Attributions 
· Something about the person is the cause (attitude, preference, personality trait) 

External attributions 
· Something about situation is the cause (most people would react in the same way in those circumstances) 

Fundamental Attribution Error 
· When people overestimate the role of dispositional factors in an individual’s behaviour and underestimate the situational factors (or other way around) – this leads to illogical conclusions

Correspondence Bias 
· People are too inclined to make correspondent inferences 


Explanations for F.A.E:
1. Motivation: wanting dispositions
a. Need for control
2. Perceptual salience 
a. Focus of people’s attention 
b. Actor-observer differences 
c. Cultural differences 
d. 

(salience is another word for something that grabs your attention)

Salience bias
· Tendency to attribute outcomes to those factors that stand out in our field of attention 

Attitude Change 
· Cognitive dissonance 
· Persuasive communication 

Persuasive communication 
· Source of communication 
· Expertise, attractiveness 
· Communication content 
· Quality of arguments
· Primacy-recency effect 
· Length of message 
· Nature of the audience 
· Hostility, distraction, age, self-esteem/intelligence 
Central and peripheral routes to persuasion 
Central route 
· Systematic processing 
· Increases with ability to pay attention 
· Clear comprehensible language 
· Pay attention to communication content 
· Consistent 
Peripheral route 
· Heuristic process 
· Increases under cognitive load 
· Complicated jargon 
· Pay attention to source of communication 
· Changeable 

Application: Advertising 
Cognitive approaches (central) 
· E.g rational arguments
· For utilitarian products 

Affective approaches (peripheral) 
· E.g famous endorsers 
· For social identity products 

Cognitive values need to match culture 

Subliminal Advertising 
(i.e. words and pictures flashed too quickly to perceive consciously, words/pictures hidden in overt pictures, self-help tapes listened to while asleep) 
BUT 
No evidence shows that subliminal advertisement works
Some evidence for subliminal influence in the lab but; 
· Tightly controlled conditions 
· Brief time span (effects only immediately afterwards) 

Conscious advertisement 
· Very effective 
· Compels attention 
· Repeated exposure leads to liking 
· Can build scripts/schemas for behaviour 
· Can use both the central and peripheral route to persuasion  


Resisting persuasive messages 
· Attitude inoculation (brief, weak attempts at persuasion first)
· Role-playing anticipation 
· Being alter to product placement 
· Making sponsors explicit
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