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Within the consumer research literature, there is a long stand-
ing tradition that focuses on deliberative and volitional aspects of
consumer behavior. It is assumed that consumers are aware of their
attitudes, which drive their behaviors through the mediation of
behavioral intentions. Recently however, studies have shown that
attitudes might be activated automatically and drive behavior
without conscious awareness. Dijksterhuis, Smith, van Baaren, and
Wigboldus (2005) even make the claim that the majority of shop-
ping choices are unconsciously driven, influenced by automatically
activated attitudes. The domain of food choices is particularly akin
to this observation, when consumers claim they bought a chocolate
snack displayed near the cashier “against their will”. Shiv and
Fedhorikin (1999; 2002) unraveled the interplay between uncon-
scious and more controlled processes involved in food choices. In
this article, we build and add to this line of study by highlighting the
influence of the implicit (i.e. below awareness) attitudes and
preferences on consumer behaviors involving control and delibera-
tion compared to those more spontaneous and impulsive.

Evidences for the Existence of Implicit Consumer Attitudes
Several studies have recently provided strong evidences for

the existence of implicit consumer attitudes. Among the earliest
examples, the “subliminal mere exposure effect” underlies that an
implicit attitude might be merely created in the context of an
experiment. Holden and Vanhuele (1999) demonstrated that par-
ticipants identify fictitious brands as familiar, without explicit
memory of having been exposed to them in the context of the
experiment. Also, in Shapiro, MacInnis, and Heckler (1997), par-
ticipants who had been exposed to ads subliminally were more
likely to include in their consideration set the products featured in
the ads than participants in the control group.

Much of the impetus in studying implicit consumer attitudes
has been given by research in social psychology on stereotyping and
prejudice. Building on a priming paradigm, a variety of indirect
tests-among them the Implicit Association Test (Greenwald et al.
1998) and the Go-No Go Association Task (Nosek and Banaji
2001) highlighted the existence of an implicit attitude that might be
dissociated from the explicit or self-reported attitude, especially for
socially sensitive attitude objects or issues (e.g. attitudes toward
prejudiced groups such as homosexuals or African-Americans). As
consumer attitudes are traditionally less subject to social desirabil-
ity bias, implicit and explicit attitudes are expected to correlate for
a large majority of consumer products. For instance, Brunel, Tietje,
and Greenwald (2004) found a high implicit-explicit correspon-
dence for attitudes toward computer brands. So did Maison,
Greenwald, and Bruin (2004) in studies involving brands of yo-
ghurts, fast-food chains or soft-drinks. Nonetheless, studies on
implicit brand ethnocentrism reveal that in some instances and for
certain groups of consumers, implicit and explicit consumer atti-
tudes might be dissociated. In Maison, Greenwald, and Bruin
(2003) study, Marlboro regular smokers report an explicit prefer-
ence in favor of Marlboro over a local Polish brand of cigarettes yet
showing more positive associations with the local brand on the IAT.

If we assume that consumers hold toward products both an
explicit attitude that they exert a control on in self-report and an
implicit one which they might not be aware of, the question
becomes which of the implicit and explicit exert an influence on

consumer behaviors and choices, and under which circumstances
will each attitude be a better predictor of behavior.

The Interplay Between Implicit and Explicit Influences in
Driving Choices

Recent research on the differential role of implicit and explicit
attitudes on behavior suggest a dissociation pattern, with explicit
attitudes driving controlled and deliberative behaviors whereas
implicit attitudes would be better predictors of spontaneous and
more impulsive responses. In the domain of stereotyping and
prejudice, explicit attitudes exert an influence on behaviors involv-
ing information processing such as choosing to employ people from
certain groups. Yet, implicit attitudes were found to be better
predictors of non verbal responses that lie outside of conscious
awareness and control such as blinking and visual contact (Amodio,
Harmon-Jones, and Devine 2003), friendliness of interactions with
a black confederate or frequency of handing a pen to an African
American vs. placing it on the table (reported in Wilson et al. 2000).

Such antagonistic effects of the implicit and explicit attitudes
are particularly apparent in the case of temptations, where impulses
resulting from an activation of the implicit attitude facilitate behav-
iors incompatible with deliberate evaluations (Karpinski and Hilton
2000). Offering a choice between a chocolate cake and a fruit salad,
Shiv and Fedhorikin (1999; 2002) demonstrate that when decisions
are made quickly and under impairment of processing resources,
choices are driven by automatic affective processes, otherwise
choices are influenced by the higher-order (more controlled) pro-
cesses.

Recently, Perugini (2005) modeled the implicit and explicit
influences specifically on spontaneous and deliberate behaviors in
an experiment offering participants the choice between a snack and
a fruit and using the recollection of their past behavior as proxy for
controlled choice. His conclusions are strongly in favor of implicit
preferences influencing spontaneous choice with no significant
influence of explicit preference whereas explicit preferences clearly
show the opposite pattern, with strong influences on deliberative
behavior and no influence on spontaneous choice (study 2). None-
theless, Perugini (2005) also found that the prediction of being a
smoker or not (Study 1) is more effective when having both the
implicit and explicit attitude entered as predictors, especially when
explicit and implicit attitudes are congruent. Perugini proposes that
spontaneous behaviors involve a mix of both automatic and con-
trolled components, with the controlled components more likely to
act as an overriding mechanism. His results also suggest that when
attitudes are not congruent, the influence of the implicit might be
magnified.

The Role of Depleted Cognitive Resources on the Implicit
Influence

Precisely, Wilson et al. (2000) explains the existence of
dissociation between the implicit and explicit attitude through an
overriding mechanism. In some instances, people might block
access to an implicit attitude they view as illegitimate or unwanted
and replace it by an attitude which they believe good or instrumental
with respect to their goals. This process requires motivation and
cognitive capacity. For instance, Koole, Dijksterhuis, and van
Knippenberg (2001) found a correspondence between implicit self-
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esteem (positive bias towards the letter of one’s name) and self-
reported self-evaluation only under time pressure (study 3) and
cognitive load (study 4). In the domain of consumer decision
making, Shiv and Fedorikhin (1999; 2002) tested the effect of
restricting cognitive resources on the choice between an alternative
associated with more positive affect (a chocolate cake) and one
associated with more positive cognitions (a fruit salad). Findings
suggest that when resources are restricted, lower-order affect aris-
ing from more automatic processes might have higher impact on
choice (leading to higher likelihood to choose the chocolate cake).
On the contrary, when resources are not restricted, higher-order
affect arising from more controlled processing might have more
influence, leading to higher likelihood to choose the fruit salad. In
line with this line of reasoning, we suggest that when consumers are
able and motivated to control their choices, behavior will be
determined by their explicit attitude whereas when consumers are
less in control, due for instance to impairment in cognitive re-
sources, behavior will be strongly determined by their implicit
attitude.

In the following studies, we start (study 1) by testing the
dissociation pattern (i.e. influence of implicit attitude on “sponta-
neous” choice and explicit attitude on “deliberate” choice) by
proposing a choice between a chocolate bar and a yoghurt.
Hetherington and Macdiarmid (1993) report that chocolate is the
food item that is most likely to produce conflict and trigger loss of
control. On the other hand, yoghurt is supposed to be a more rational
option, more likely to be chosen deliberately for health reasons. The
explicit attitude should be a strong predictor of deliberate choice
(behavioral intention as proxy) whereas the implicit attitude should
be a better predictor of a more spontaneous choice (i.e. real choice
under pressure between a chocolate bar and a yoghurt). The second
study directly tests the impact of restricting cognitive resources on
a group of people likely to experience an implicit-explicit dissocia-
tion toward food items (i.e. restrained eaters). When restrained
eaters are motivated and have the cognitive capacity to override
their temptations, they control their eating and their food choices
whereas when they release from self-imposed control they make
choices dictated by their impulses (Ward and Mann 2000). We
suggest that under high cognitive load, people experiencing an
implicit-explicit dissociation (i.e. restrained eaters) will be more
heavily influenced by their implicit attitude than when under low
cognitive load. Non restrained eaters should be less affected by the
cognitive load manipulation.

STUDY 1

Method
PROCEDURE. 197 persons (evenly distributed on gender) par-

ticipated in the study in exchange of a $25 compensation. The cover
story for the experiment was the assessment of word categorization
as an automatic skill. After filling out an informed consent form and
a demographic / screening questionnaire, participants were seated
in front of a desktop computer running the Inquisit® software.
Participants undertook first the implicit tasks (I.A.T. and G.N.A.T.
counterbalanced) followed by the explicit questions on computer.
The category “chocolate bars” was selected as focal attitude object.
The category “yoghurt” was chosen as contrasting category likely
to yield more neutral implicit attitudes.1 At the end of the section on

the computer, participants were brought one by one to another room
where they were asked to make a choice between two products (i.e.
a chocolate bar by Cadbury and yoghurt in tube by Yoplait). These
two products were similarly convenient (e.g. no spoon needed for
the yoghurt) and of same value (i.e. same price in vending ma-
chines). They were stored in an ice-bag during the experiment and
were not visible except when participants were making their choice.
Time taken to make the decision was below 5 seconds.

IMPLICIT MEASURES.. The experiment’s two indirect tasks used
the same set of stimulus words. Ten adjectives-five pleasant and
five unpleasant-were selected from Ottaway, Hayden, and Oakes
(2001) and the pleasant and unpleasant sets were matched on word
length (average length 8.6 for pleasant words, 8.8 for unpleasant
words). Ten target brands–five per product category- were selected
via two pre-tests based on word length (chocolate 7.4 vs. yoghurts
7.2), familiarity (on a seven-point scale anchored by -3 to 3,
chocolate 2.54 vs. yoghurts 2.41, t(37)=0.72, p=.47) as well as
association with the target category and dissociation with the
contrasting category (chocolate 2.89 vs. yoghurt -2.71, t(19)=1.63,
p=.12).

IAT. The IAT used a complete sequence of seven blocks (see
Greenwald et al. 1998): (a) evaluative attribute discrimination (b)
initial target discrimination (c) practice initial combined task (d)
test initial combined task (e) reversed target discrimination (f)
practice reversed combined task (g) test reversed combined task.
The evaluative attribute block included all pleasant and unpleasant
words. Each target discrimination block included all target words.
Each practice combined block (blocks c and f) included 20 trials
including 10 evaluative attributes and the 10 target words. Each test
combined block (blocks d and g) included 40 trials including twice
each target word and twice each evaluative attribute.

GNAT. The Go-No Go Association Test (see Nosek and
Banaji 2001) requires participants to respond to stimuli that repre-
sent the target category and the valenced attribute e.g. good (signal)
and ignore other stimuli e.g. bad words (noise). Response latency
and errors are compared between blocks presenting target + good
and target + bad. The GNAT task was compounded of 8 blocks.
First, four blocks of practice trials were presented at random. Each
practice block was compounded of 10 trials, such as all evaluative
and target words would be used once as signal and once as noise.
Next, another set of four blocks mixes evaluative and target words
as signal and noise. These four blocks appeared in randomized
order. Each of these test blocks was compounded of 70 trials, and
was preceded by 8 trials used as practice. The ratio of signal to noise
was set at 1:1 for practice block, but 4:3 for test blocks to reduce the
length of the test (see Nosek and Banaji 2001, Experiment 3). Signal
stimuli appeared for 1000ms whereas noise stimuli appeared for
500ms (see Nosek and Banaji 2001, Experiment 5) in order to be
able to use response latency in addition to errors as dependent
variable.

EXPLICIT MEASURES. After the sequences of indirect measures,
participants read on the screen that the next questions assess
variables that could have an impact on the speed with which they
categorized the words. The explicit attitude was assessed through
three questions (randomized) “My attitude toward ___ is” on three
seven-point scales anchored by “unfavorable-favorable”, “posi-
tive-negative” and “bad-good” for both the chocolate bars (α=0.97)
and for the yoghurt category (α=0.95). Behavioral intention was
assessed through two questions: “To what extent do you expect to
eat ___ in the upcoming week” (anchors definitively do not–
definitively do) and “How likely is it that you will eat ___ in the
upcoming week” (very unlikely–very likely) for chocolate bars
(α=0.95) and for yoghurts category (α=0.95)

1A pilot study (n=40) had been conducted in order to choose both
product categories.
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Results
IAT. The analyses used Greenwald, Nosek, and Banaji (2003)

improved scoring algorithm. The % of error in the test was low
(6.38%) and will not be discussed further. Table 1 displays the
average latencies (Av.Lat.) and the mean differences between the
initial condition and the reversed condition (c and d and f and g
steps) in log-transformed values (ConvLog.) and in milliseconds
(ConvMs). Participants were faster in associating chocolate bars
with good words (and yoghurt with bad words) than in associating
chocolate bars with bad words (and yoghurt with good), indicating
a positive implicit preference in favour of chocolate bars. Cohen’s
d indicates a small IAT effect (by convention 0.2 is considered a
small effect).

GNAT. Analyses proceeded according to the algorithm de-
fined by Nosek and Banaji (2001). First, d-prime was calculated as
the difference in the proportion of hits (correct hit to signal) and
false alarms (incorrect hit for noises) for each of four combinations
of targets (chocolate or yoghurt) and attributes (good or bad) as
signals. As expected, sensitivity was greater when subjects were
jointly discriminating chocolate and good from distracters (d’=1.79)
than jointly discriminating chocolate and bad (d’=1.71, t(196)=2.66,
p=.01). This result suggests that chocolate and good is more
strongly associated than chocolate and bad. On the other hand,
when the target concept was yoghurts, there was no significant
difference in sensitivity between yoghurts + good (d’= 1.69) and
yoghurts + bad (d’= 1.74, t(196)=-1.58, p=.11). The GNAT cor-
roborates the IAT results in favour of an automatic positive attitude
towards chocolate and tends to indicate a rather neutral attitude
toward yoghurts. Second, the latencies to categorize the target
words when associated with bad compared to when associated with
good were analyzed as second dependent variable. Reaction times
were log-transformed and subsequent analyses are based on log-
transformed data, although presented in ms for meaningful pur-
poses. The difference in reactions times when chocolate is associ-
ated with bad (Ms=587) and when chocolate is associated with good
(Ms=544) is significant (t(196)=7.52, p=.00), indicating a positive
attitude toward chocolate (Cohen’s d=0.41). On the other hand, for
yoghurt, the difference in reactions time when yoghurt is associated
with bad (Ms=547) vs. good (Ms=542) is non-significant (
t(196)=0.53, p=.60), indicating a neutral attitude toward yoghurt
(Cohen’s d=0.04). Overall for the GNAT, both dependent variables
(sensitivity and latencies) are internally consistent and in line with
the IAT, with a positive implicit attitude toward chocolate and a
neutral attitude toward yoghurts.

PREDICTORS OF DELIBERATE AND SPONTANEOUS BEHAVIOUR. An index
of explicit preference toward chocolate was created by subtracting
the attitude toward yoghurt from that of chocolate (M=-0.14, SD
2.42). An index of deliberate choice (as proxy) was also created by
subtracting the behavioral intention toward yoghurt to that of
chocolate (M=-0.21, SD 2.39). Last, the actual binary choice
between the yoghurt stick and the chocolate bar was entered as
measure of spontaneous choice. Participants display an explicit
preference toward the yoghurt over the chocolate and report being

more likely to choose the yoghurt. Yet, in the binary choice task,
59.3% of participants chose the chocolate.

A Structural Equation Model (see fig 1) predicting
simultaneously the spontaneous and the deliberative choice from
implicit and explicit measures was fitted using the Mplus® software.
The fit of this model is excellent, with a non significant chi-square
(p =.67) and a CFI close to 1 (CFI=0.99). Nonetheless, because
these traditional measures of fit have a rather low power to reject a
model with binary outcome (Yu and Muthen 2002), two additional
indicators of goodness of fit were taken into account, the RMSEA
and the WRMR. Both indicated a very good fit, with a RMSEA
close to 0 (RMSEA=0.001) and a WRMR below 0.9
(WRMR=0.072). The implicit preference (IAT, est./S.E.=4.80,
p=.00) in addition to the explicit preference (est./S.E.=1.99, p =.05)
contribute to the prediction of the spontaneous choice. The
deliberative behaviour is significantly influenced by the explicit
preference only (est./S.E.=2.48, p=.01). The GNAT measures do
not help predict significantly neither the spontaneous nor the
deliberate choice.

STUDY 2
Study 1 provides evidences that implicit preferences are a

major predictor of actual and more spontaneous choices whereas
the explicit preference exerts an influence on both spontaneous and
more controlled choices (i.e. behavioral intentions as proxy). The
second study was meant to provide a deeper understanding of the
respective influences of explicit and implicit attitudes. We chose to
assess the attitude toward two totally antagonistic products, one
supposed to yield strong positive implicit attitudes (double stuff
OREO) and the other supposed to yield strong negative implicit
attitudes (reduced fat OREO). We manipulate the control exerted
by participants on their choice through a cognitive load manipula-
tion. Participants are split into a restrained group (controlling their
diet and likely to have an explicit preference in favour of the
reduced fat option and an implicit preference in favour of the double
stuff option) and a non restrained group (likely to prefer the double
stuff option both at implicit and explicit level). Tuorila and col-
leagues demonstrated that even though consumers had never tasted
specific fat-free food in the past (i.e. cake, crackers and cheese),
they had strong (negative) expectations on the taste of these
products. In addition, the difference in attitude and behavioral
intention toward reduced fat products (cakes and chocolate in
particular) between restrained and non-restrained is well docu-
mented (see Tuorila, Kramer, and Engell 2001), with restrained
eaters more positive toward reduced fat products and more likely to
choose them over regular alternatives than non-restrained eaters.
Access to cognitive resources was manipulated through a memory
test. It was expected that restrained eaters in the high cognitive load
condition (i.e. disinhibitive effect; see Ward and Mann 2000) would
make a choice influenced by their implicit preference whereas they
should make a choice more related to their explicit preference in the
low cognitive load condition. Non-restrained eaters should be less
affected by the manipulation.

TABLE 1
Implicit attitude measures

.taL.vA goLvnoC sMvnoC D

etalocohc-truhgoY sm1511 11.0 63.411 72.0
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Method
SAMPLE. 120 Women were pre-screened over the phone fifteen

days before the beginning of the study to be perfectly fluent in
English, to have a correct vision and not suffering from serious food
diseases. In addition, all of them were selected to have knowledge
of the brand OREO cookies. The Revised Dietary Scale (Herman
and Polivy 1980) was embedded in the set of questions. Participants
were classified as restrained or non-restrained eaters on the basis of
their score on this restrained scale: women with a score above 16 out
of 35 (conventional cut-off) were considered as restrained eater.

PROCEDURE. Participants were tested individually.2 Upon en-
tering the experimental room, all participants completed the IAT
and the GNAT (counterbalanced) in order to assess their implicit
preferences between double stuff and reduced-fat OREO cookies.
They also reported their explicit attitude toward both products and
their behavioural intention toward each OREO variety on computer
in the same procedure as study 1. Next, participants had to memo-
rize words displayed one by one in the middle of the screen, each for
five seconds, and participants had to memorize these words. One
group of participants (low cognitive-load condition) had to memo-
rize two words whereas the other group (high-cognitive load) had
to memorize ten words. Afterwards, participants were offered a
choice between a box of double stuff OREO cookies and a box of
reduced-fat OREO cookies. 55% of participants chose the double
stuff OREO.

Implicit measures. Both the IAT and the GNAT used the same
procedure as described in study 1. The only change was on the target
words. For each product, the five words describing best both

varieties of OREO cookies were selected in a pre-test (n=20
women). Both sets of words were evaluated as equally familiar (on
a seven-point scale anchored by -3 to 3, set reduced-fat=2.75 and set
double stuff=2.72, t(19)=0.43, p=0.67) and equally associated with
the target category and dissociated from the contrasting category
(on a seven-point scale from strongly associated with double stuff
to strongly associated with reduced-fat, set reduced fat=1.52 vs. set
double stuff=-1.48, t(19)=0.09, p=.93).

Cognitive load manipulation check. After making their choice,
participants had to describe, as completely as possible, whatever
went through their minds while they were deciding between the two
cookie types (see Shiv and Fedorikhin 1999). The thought protocols
were coded by two independent judges for the total number of
thoughts. Along Shiv and Fedorikhin’s(1999) procedure, any
statement representing evaluations or descriptions of the food
options, thoughts about the task, or prior experience with the
options, or consequences of choosing one or the other option (e.g.
on their weight), description of current state (hungry or thirsty)
were coded as thoughts (all statements fell into one of these
categories). Inter-coder agreement was high (96%) and discrepancies
were resolved through discussion. A between-subject ANOVA
with cognitive load condition as independent variable reveals that
the manipulation was successful ( F(1,118)=8.73, p=.00).
Participants reported an average of 2.98 thoughts (SD 1.71) in the
high cognitive load condition vs. 3.89 (SD 1.64) in the low cognitive
load.

Results
ANALYSIS OF IMPLICIT ATTITUDE MEASURES. Analyses for the IAT

proceeded as those of study 1. Conform to expectations, partici-2The study reported in this article is part of a larger protocol.

FIGURE 1
Structural model of implicit and explicit influence on choice
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pants were faster in associating double stuff + good (and reduced fat
+ bad) rather than double stuff + bad (and reduced fat + good)
Cohen’s d (d=0.40) indicates a moderate IAT effect, with no
difference between restrained groups (p=.18). Analyses for the
GNAT were conducted first on sensitivity scores and then on
latencies (same as study 1), both for the double-stuff and for the
reduced fat option. As expected, sensitivity was greater when
subjects were jointly discriminating double stuff and good from
distracters (d’= 1.90) than jointly discriminating double stuff and
bad (d’=1.69, t(119)=4.64, p=.00). This result suggests that the
double stuff OREO and good are more strongly associated than
double stuff and bad. When the target concept was reduced fat,
sensitivity was greater when subjects were jointly discriminating
reduced fat and bad from distracters (d’=1.84) than when jointly
discriminating reduced fat and good (d’=1.71, t(119)=-3.22, p=.00).
On this dependent measure, results indicate that participants dis-
play a negative implicit attitude toward reduced fat OREO cookies
and a positive implicit attitude toward the double stuff version. The
latencies to categorize the target words when associated with bad
compared to when associated with good were analysed as second
dependent variables. The difference in reactions times when double
stuff OREO is associated with bad (Ms=627) and when double stuff
OREO is associated with good (Ms =545) is significant (t(119)
=11.49, p=.00), indicating a positive attitude toward the product
(Cohen’s d=0.50). For reduced fat, the difference between bad
(Ms=564) and good (Ms=578) is also significant in the opposite
direction (t(119)=-1.99, p=.05), indicating a negative implicit
attitude toward reduced fat OREO (Cohen’s d=-0.11). In terms of
differences between conditions, a MANOVA with restrained status
as between-subject factor indicates no difference between groups,
neither for the reduced fat nor for the double stuff.

Overall for the GNAT, both dependent variables (sensitivity
and latencies) are internally consistent and indicate, as was expected,
a positive implicit attitude toward double stuff OREO and a
negative implicit attitude toward reduced fat OREO. GNAT results
are perfectly in line with IAT results, and indicate a clear implicit

preference in favour of the double stuff option, both for restrained
and non restrained eaters.

PREDICTORS AND MODERATORS OF BEHAVIOR. An index of explicit
preference toward double stuff was created by subtracting the
attitude toward reduced fat from that of double stuff (M=0.18, SD
2.46). There is a significant difference between restrained eating
groups, with restrained eaters preferring the reduced fat option
(M=-0.34) and non-restrained eaters showing a marked preference
for the double stuff (M=0.68, F(1, 118)=5.32, p=0.02).

A logistic regression with restrained status and cognitive load
condition levels as predictors and choice between the double stuff
and the reduced fat as dependent indicates differences both between
restrained group and conditions (χ2=11.88, p=.01). In line with
expectations, there is a main effect of cognitive load, with an
increased likelihood to choose the double stuff option over the
reduced fat in the high load condition (odds=4.67, Wald=13.52,
p=.00). There is also a main effect of the restrained status on choice,
with restrained eaters being more likely to choose the reduced fat
over the double stuff cookie (odds=0.48, Wald=3.06, p=.08). Last,
the interaction between restrained status and cognitive load condition
is significant (odds=4.21, Wald=3.51, p=.06).

In order to test the influence of the implicit and explicit attitude
on spontaneous choice, a second logistic regression was conducted.
The explicit preference, the implicit preference (IAT), the implicit
attitude (GNAT) toward high fat and reduced fat OREO were
introduced as predictors of choice. The restrained status and the
cognitive load condition were also introduced as categorical
predictors. The model fits the data very well (χ2(7)=37.30, p=.00)
and helps predict 71.2% of the choices. Corroborating the results of
study 1, both the explicit preference (odds=1.51, Wald=11.51, p
=.00) and the implicit preference (IAT, odds=1.87, Wald=2.85, p
=.09) have an influence on spontaneous choice. The implicit
attitude toward the reduced fat option (GNAT) is never significant,
neither as main effect nor as interaction. The implicit attitude
toward the double stuff is not significant as main effect. However,
there is a restrained X condition X GNAT double stuff interaction

FIGURE 2
% choice for double stuff OREO (over reduced fat)
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(odds=8.13, Wald=4.95, p=.02), with the implicit attitude toward
the double stuff option being more influential for restrained eaters
in the high load condition.

GENERAL DISCUSSION
This research extends Shiv and Fedorikhin (2002; 1999)

findings on spontaneous and controlled influences in the choice
between an affect vs. a cognitive-based option. We demonstrate
that spontaneous behaviors are strongly influenced by a combina-
tion of unconscious and conscious influences whereas our con-
trolled behaviors and behavioral intentions are predicted mainly by
those attitudes self-reported and endorsed (study 1). In addition,
when a choice is made quickly or under impairment of cognitive
resources, the implicit attitude has a stronger influence on the
alternative selected, especially when there is a conflict between that
attitude endorsed and “wanted” by the consumer (i.e. the explicit)
and that overridden (i.e. the implicit). In study 2, restrained eaters
with depleted control due to impairment of cognitive resources
made a choice in favor of the double stuff option over the reduced
fat option, in line with their positive implicit attitudes in favor of this
option (and although they preferred the reduced fat option in self-
report).

Results are of particular interest to researchers and practitio-
ners alike involved in changing behaviors, especially in domains
where there might be dissociation between implicit and explicit
attitudes (i.e. condom, health-related attitude objects etc.). First, it
is demonstrated that consumers might hold attitudes toward certain
products which they are not aware of or which they deny. Self-
report measures do not necessarily reflect the real or the full picture.
Yet, these implicit attitudes might be assessed with reliability
through quantitative methods, whereas until now qualitative meth-
ods only (eg. through projective techniques) could have access to
this hidden side of the consumer. This finding offers the opportunity
for marketers to dig deeper into consumers’ evaluation of their
products. Second, results suggest that spontaneous and impulsive
choices might often be driven by the implicit attitude whereas more
deliberate choices are strongly influenced by the explicit attitude.
Hence, for products which might lead to conflicted attitudes (choco-
late, biscuits, candies etc.), any action in the store that constraint
processing resources or encourage immediate choices (i.e. pressure
of a salesperson; end- of-aisles) increases the likelihood that the
implicit attitude will drive the behavior (Shiv and Fedhorikin
1999). On the contrary, any action in the store that would favor
elaboration and deliberation (such as tasting sessions, presentation
of information on leaflets etc.) increases the likelihood that the
explicit attitude will drive behavior.
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