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Conceptualizing Advertising Attitudes (Aad)

Advertising attitude, often denoted in the literature as Aad, represents a crucial psychological

construct defined as a consumer's predisposition to respond in a consistently favorable or

unfavorable manner to a particular advertising stimulus during a specific exposure occasion. This

definition emphasizes that $text{A}_{text{ad}}$ is not merely a momentary feeling, but a relatively

enduring evaluative judgment formed immediately following exposure to an advertisement. It is

distinct from the attitude toward the brand itself ($text{A}_{text{b}}$), though the two are intrinsically

linked, serving as a primary mediator in the communication process that links exposure to

persuasive marketing material with subsequent purchase intentions and behavior. Understanding

$text{A}_{text{ad}}$ is foundational to consumer psychology, as it dictates the effectiveness of

advertising communication and profoundly influences how cognitive and emotional elements of a

message are processed and translated into actionable consumer responses.

The conceptualization of $text{A}_{text{ad}}$ places it squarely within the domain of social

psychology, borrowing heavily from attitude theory, which posits that attitudes are learned,

enduring, and evaluative summaries of objects, people, or issues. In the marketing context, the

"object" is the advertisement itself--its creativity, execution quality, emotional tone, and inherent

trustworthiness. Early research recognized that consumers often react to the vehicle of

communication (the advertisement) separately from the object being advertised (the brand or

product). If the consumer finds the advertisement irritating, confusing, or simply unlikable, this

negative $text{A}_{text{ad}}$ can create a significant barrier, preventing the persuasive content

intended to build a positive brand attitude from ever being effectively processed, regardless of the

quality or necessity of the product being promoted.

Furthermore, $text{A}_{text{ad}}$ is viewed as a dynamic, multifaceted construct. It is not

monolithic but is influenced by a complex interplay of internal consumer states, such as mood,

motivation, and prior knowledge, and external contextual factors, including the media environment,

the surrounding programming, and the frequency of exposure. The immediate context of viewing

an advertisement--for instance, whether it appears during a highly involving drama versus a low-

involvement comedy show--can significantly modulate the cognitive resources allocated to

processing the ad, thereby influencing the formation and strength of the resultant

$text{A}_{text{ad}}$. This complexity necessitates sophisticated theoretical models capable of

capturing the transient yet impactful nature of the consumer-advertisement interaction.

The Tripartite Model and Early Conceptualizations

Historically, the understanding of attitudes, including $text{A}_{text{ad}}$, has often been framed

by the Tripartite Model of Attitude Structure, which segments attitude into three primary

components: cognitive (beliefs and knowledge), affective (feelings and emotions), and conative
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(behavioral intentions). Applying this model to advertising attitudes suggests that consumers

evaluate an ad based on their cognitive assessment of its veracity and informativeness, their

affective reaction to its aesthetic and emotional appeal, and their behavioral inclination to avoid or

seek out the ad in the future. While this model provides a useful conceptual framework, modern

research tends to focus more heavily on the interplay between the cognitive and affective elements

as the direct antecedents of the overall evaluative judgment that constitutes $text{A}_{text{ad}}$.

One of the most influential early formalizations of $text{A}_{text{ad}}$ came through the adaptation

of the Fishbein Multi-Attribute Model, initially designed to predict attitudes toward objects based

on salient beliefs and their evaluations. In this adaptation, $text{A}_{text{ad}}$ was conceptualized

as the sum of the consumer's weighted beliefs about specific attributes of the advertisement (e.g.,

creativity, informativeness, entertainment value) multiplied by the consumer's evaluation of those

attributes. This cognitive approach highlighted that consumers actively process the features of an

advertisement. However, this model faced limitations because it struggled to account for the

powerful, non-cognitive, emotional reactions that advertisements often elicit, particularly in low-

involvement purchase scenarios where peripheral cues dominate processing.

The necessity to incorporate emotional responses led to a critical theoretical shift in the late 1970s

and early 1980s. Researchers recognized that an ad could be effective even if the consumer did

not explicitly process its factual claims, provided the ad generated a positive mood or feeling state.

This realization gave rise to models differentiating between cognitive responses (thoughts about

the ad's claims and execution) and affective responses (feelings elicited by the ad itself, often

termed feelings-toward-the-ad). This distinction paved the way for more nuanced dual-process

theories, such as the Elaboration Likelihood Model (ELM), which demonstrated that the route to

attitude formation--central (cognitive) or peripheral (affective)--fundamentally alters the role and

impact of $text{A}_{text{ad}}$ in the overall persuasion process.

Cognitive and Affective Antecedents of Aad

The formation of advertising attitudes is driven by two primary, often interacting, sets of

antecedents: cognitive processes and affective reactions. Cognitive antecedents involve the

rational and analytical processing of the advertisement's content. These typically include the

consumer's assessment of the advertisement's informativeness, its credibility, the perceived quality

of the arguments presented, and the consumer's self-generated counterarguments or supporting

arguments regarding the claims. When consumers are highly motivated and able to process

information (high involvement), these cognitive responses are the dominant drivers of a strong,

enduring $text{A}_{text{ad}}$. A positive cognitive response leads to a favorable evaluation

because the consumer perceives the advertisement as a useful, trustworthy source of information

about the product category.
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Conversely, affective antecedents relate to the non-utilitarian, emotional, and hedonic aspects of

the advertisement experience. These are the feelings and moods evoked by the advertisement's

execution elements, such as music, visual aesthetics, humor, or the use of appealing

spokespersons. Affective responses can operate independently of, or in conjunction with, cognitive

processing. In situations of low involvement, where consumers lack the motivation or time to

carefully scrutinize the message arguments, affective responses often become the primary

determinant of $text{A}_{text{ad}}$. For example, an advertisement utilizing a catchy jingle or a

heartwarming narrative may generate a positive $text{A}_{text{ad}}$ purely through emotional

contagion or classical conditioning, even if the consumer cannot recall a single factual claim about

the product.

The interaction between cognition and affect is complex and often mediated by the level of

consumer involvement. In high-involvement situations, affect may serve as an initial filter,

determining whether the consumer pays enough attention to engage in deep cognitive processing.

However, in low-involvement scenarios, affect can bypass deep cognition entirely. Research has

identified specific categories of affective responses that contribute to $text{A}_{text{ad}}$,

including:

Arousal: The degree to which the ad stimulates physiological and psychological activation (e.g.,

excitement, surprise).

Pleasure/Displeasure: The general positive or negative emotional valence experienced (e.g., joy,

irritation, warmth).

Dominance/Submissiveness: The feeling of control or lack thereof induced by the advertising

message.

The balance between these cognitive and affective pathways determines the overall direction and

persistence of the resulting $text{A}_{text{ad}}$. Effective advertising typically manages to optimize

both streams, offering compelling information while presenting it in an emotionally engaging and

aesthetically pleasing manner, thereby maximizing the chance of generating a strong, positive

attitude toward the advertising vehicle itself.

The Crucial Link: Aad to Brand Attitude (Ab)

The central importance of $text{A}_{text{ad}}$ in marketing lies in its established role as a key

antecedent to attitude toward the brand ($text{A}_{text{b}}$), which, in turn, is a powerful

predictor of purchase intention. The relationship between $text{A}_{text{ad}}$ and

$text{A}_{text{b}}$ is not always direct but is best explained by the Dual Mediation Hypothesis

(DMH), a widely accepted theoretical framework developed by Shimp, MacKenzie, and others. The

DMH posits that $text{A}_{text{ad}}$ influences $text{A}_{text{b}}$ through two distinct pathways: a

cognitive route and an affective route.
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The cognitive route suggests that a positive attitude toward the advertisement enhances the

perceived credibility and trustworthiness of the source (the ad itself). This positive perception

makes the consumer more accepting of the brand-related claims presented in the ad. In essence,

the favorable feelings toward the execution of the advertisement spill over, leading the consumer to

generate more favorable thoughts (cognitive responses) about the brand's attributes, thus

strengthening $text{A}_{text{b}}$. For instance, if an ad is perceived as highly creative and

professional, the consumer is more likely to believe the brand's claims regarding quality or

performance.

The affective route, which is often considered the more direct and powerful path, suggests that

the positive feelings evoked by the advertisement are directly transferred or conditioned onto the

advertised brand, independent of the cognitive processing of the brand claims. If an advertisement

makes the consumer feel happy, warm, or humorous, these positive emotional states become

associated with the brand name itself through classical conditioning. This direct affective transfer is

particularly significant in the context of hedonic products or in low-involvement purchase scenarios

where emotional resonance outweighs factual information processing, demonstrating that

$text{A}_{text{ad}}$ serves as a powerful, non-propositional source of persuasion that bypasses

rigorous scrutiny of product attributes.

The strength and dominance of these two routes are highly dependent on mediating factors,

particularly the level of consumer involvement and the type of product being advertised. For

utilitarian products requiring careful deliberation, the cognitive route is often stronger. However, for

experiential or symbolic products, the affective route tends to be the more potent driver,

highlighting why advertisers invest heavily in creating emotionally resonant content, even if it lacks

explicit product information. Ultimately, a successful advertising campaign must generate a

sufficiently positive $text{A}_{text{ad}}$ to effectively mediate the link between exposure and the

desired shift in $text{A}_{text{b}}$.

Moderators of the Aad - Ab Relationship

While the Dual Mediation Hypothesis establishes the general pathways linking advertising attitude

to brand attitude, the strength of this relationship is not constant but is significantly influenced by

several critical moderating variables. These factors determine the conditions under which

$text{A}_{text{ad}}$ is a strong or weak predictor of $text{A}_{text{b}}$, providing vital insights for

media planning and creative strategy. The most prominent moderators include consumer

involvement, prior brand attitude, and the nature of the advertising repetition schedule.

Consumer Involvement stands out as the most powerful moderator. Involvement refers to the

personal relevance and importance of the product category to the consumer. In high-involvement

situations (e.g., purchasing a car or a house), consumers are motivated to process information
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centrally and rely heavily on product-related arguments. In this context, $text{A}_{text{ad}}$ still

plays a role, primarily through the cognitive route, but its direct influence on $text{A}_{text{b}}$ is

attenuated because brand beliefs derived from deep processing become the dominant predictor.

Conversely, in low-involvement situations (e.g., buying paper towels), consumers lack the

motivation for deep processing and rely heavily on peripheral cues and heuristic processing. Here,

$text{A}_{text{ad}}$ becomes an extremely strong predictor of $text{A}_{text{b}}$ because the

positive feelings toward the ad are easily transferred to the brand, often without the consumer even

recalling the specific product claims.

Another crucial moderator is the consumer's Prior Attitude Toward the Brand. If a consumer

already holds a strongly positive $text{A}_{text{b}}$, the influence of a single, new advertisement

(and its $text{A}_{text{ad}}$) is often diminished, as the existing strong brand schema resists

change. Similarly, if the prior $text{A}_{text{b}}$ is strongly negative, a positive $text{A}_{text{ad}}$

may not be sufficient to overcome deeply entrenched negative beliefs, although it may serve to

slightly mitigate the negativity. The most significant impact of $text{A}_{text{ad}}$ is typically

observed when the consumer has a neutral or weakly formed prior $text{A}_{text{b}}$, such as with

new or low-profile brands, where the advertisement acts as the primary source of initial evaluation

and attitude formation.

Finally, Repetition and Wearout significantly moderate the relationship. Initial exposures to an

advertisement generally lead to a strong, positive $text{A}_{text{ad}}$ as the consumer processes

the novelty and information. However, excessive repetition can lead to advertising wearout, where

the positive $text{A}_{text{ad}}$ rapidly declines, often turning negative (irritation). When

$text{A}_{text{ad}}$ becomes negative due to wearout, it can actively harm $text{A}_{text{b}}$,

even if the brand claims are positive. Strategic media planning must therefore carefully manage the

frequency of exposure to maximize the positive influence of $text{A}_{text{ad}}$ while avoiding the

detrimental effects of overexposure and irritation.

Methodologies for Measuring Aad

Accurate measurement of advertising attitude is paramount for assessing campaign effectiveness

and advancing theoretical understanding. Since $text{A}_{text{ad}}$ is an internal psychological

state, it must be measured using reliable and valid psychometric scales, typically falling into two

main categories: explicit self-report measures and implicit measures. The standard approach

utilizes explicit self-report scales, which ask consumers directly about their feelings and

evaluations of the advertisement immediately after exposure.

The most common explicit measurement tools employ semantic differential scales, where

respondents rate the advertisement on a series of bipolar adjectives. Key dimensions frequently

assessed include:
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Overall Evaluation: Scales capturing general favorability (e.g., Good/Bad, Likeable/Unlikeable).

Affective Tone: Scales capturing emotional response (e.g., Interesting/Boring,

Pleasant/Unpleasant).

Cognitive Assessment: Scales capturing perceived quality (e.g., Believable/Unbelievable,

Informative/Uninformative).

A multi-item scale is preferred over a single-item measure to ensure reliability and capture the

multidimensional nature of the attitude construct. Researchers often aggregate scores across the

general evaluation items to form a single, robust measure of $text{A}_{text{ad}}$. However, a

limitation of explicit measures is their susceptibility to social desirability bias, where respondents

may consciously or unconsciously adjust their reported attitudes to align with perceived norms or

expectations.

To address the limitations of self-report, researchers increasingly utilize implicit measures, which

assess attitudes without relying on conscious introspection. These methods tap into automatic,

non-deliberative associations between the consumer and the advertisement. Examples of implicit

measures include:

Facial Electromyography (fEMG): Measures subtle facial muscle movements (e.g., zygomatic

muscle activity indicating positive affect, corrugator muscle activity indicating negative affect)

during ad exposure.

Implicit Association Tests (IATs): Measures the strength of automatic mental associations

between the advertisement (or its key images/music) and evaluative concepts (e.g., good vs. bad).

Physiological Measures: Includes tracking skin conductance (GSR) or heart rate variability to

assess levels of arousal and attention, which are critical antecedents to attitude formation.

While implicit measures offer a more objective view of immediate emotional responses, they are

complex to administer and interpret. Best practice in psychological research often involves a

triangulation approach, combining robust explicit self-report scales with one or more implicit

measures to gain a comprehensive understanding of the cognitive and affective processes

underlying the consumer's overall attitude toward the advertising message.

Contemporary Research and Practical Implications

Contemporary research on advertising attitudes continues to expand the foundational models,

particularly in response to shifts in the media landscape, such as the rise of digital marketing,

social media influence, and personalized content delivery. One major area of focus is the study of

Ad Skepticism and Avoidance. As consumers are increasingly bombarded with advertising, their

general skepticism toward all forms of commercial communication is rising. This generalized

skepticism acts as a powerful negative moderator, requiring advertisers to work harder to

overcome initial resistance and achieve a positive $text{A}_{text{ad}}$. Research now investigates
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how interactive elements, native advertising, and user-generated content might mitigate this

skepticism by increasing perceived relevance and reducing the perception of intrusive

communication.

Another critical area is the exploration of Contextual Effects. The traditional focus was on the ad

itself, but modern research recognizes that the context in which the ad appears is crucial. For

instance, studies examine the impact of media congruity (whether the ad theme matches the

surrounding content) and the effect of cluttered media environments (too many competing ads).

Furthermore, the rise of sequential and retargeting advertising means that $text{A}_{text{ad}}$ is

now understood as a cumulative process, where the attitude formed from the first exposure

influences the processing of the second, third, and subsequent exposures across different

platforms, necessitating a longitudinal approach to measurement.

The practical implications of understanding $text{A}_{text{ad}}$ are profound for marketing

practitioners. By accurately predicting which creative elements drive positive attitudes, advertisers

can optimize their content for maximum persuasive impact. Key strategies derived from

$text{A}_{text{ad}}$ research include:

Optimizing Creative Strategy: Prioritizing emotional appeal (affective route) for low-involvement

products and focusing on clear, verifiable claims (cognitive route) for high-involvement products.

Managing Media Placement: Selecting media contexts that minimize negative carryover effects

(e.g., placing ads away from negative news content) and maximizing congruence with the

advertisement's mood or message.

Pre-Testing and Iteration: Using robust $text{A}_{text{ad}}$ measurement during the pre-testing

phase to identify and eliminate elements that generate strong negative responses, such as

irritation or confusion, before large-scale campaign deployment.

In conclusion, advertising attitude remains a cornerstone concept in consumer psychology,

bridging the gap between mere exposure to marketing stimuli and the ultimate goal of behavioral

change. As media consumption patterns evolve, the theoretical models surrounding

$text{A}_{text{ad}}$ continue to adapt, emphasizing the dynamic interplay between consumer

cognition, affect, and the ever-changing persuasive environment.ARABPSYCHOLOGY.C
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