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Affectively based attitudes are often said to be stronger than cognitively based attitudes, supported by evidence indicating that

affective attitudes are more accessible than cognitive attitudes. We argue that in terms of two other strength-related dimensions,

certainty and knowledge, attitudes based on cognitive beliefs can be perceived as stronger than attitudes based on emotions.
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Extended abstract
Attitude strength is often defined in terms of four characterizing features which strong attitudes are thought to possess. That is, strong 

attitudes are said to be persistent over time, more resistant to attack, more influential of information processing and more predictive of 
judgments and behavior (Krosnick & Petty, 1995). Affective attitudes are supposed to be stronger than cognitively based ones (Giner-
Sorolla, 2001) because empirical evidence shows that attitudes based on emotions tend to resist cognitive persuasion appeals, whereas 
attitudes based on cognitive beliefs do not resist affective appeals, and affective attitudes appear to be more stable over time.

Several studies exploring the accessibility of affect-based attitudes compared to cognition-based ones tend to support this supposition. 
Accessibility has been indicated as one of the strength- related dimensions of attitudes, with highly accessible attitudes being stronger 
than less accessible ones (Fazio, 1995). Responses to affective evaluations have been shown to be formed more quickly than responses 
to cognitive evaluations (Huskinson & Haddock, 2006; Verplanken, Hofstee & Janssen, 1998), possibly indicating that evaluations based 
on emotions and feelings are more accessible in memory than evaluations based on cognitive beliefs. Giner-Sorolla (2001) also found an 
accessibility advantage of affective over cognitive base, but only when attitudes were more extreme; when attitudes were less extreme, 
affective attitudes tended to be expressed more slowly, whereas cognitive attitudes were expressed faster (Giner-Sorolla, 2001). In some 
situations then, cognitively based attitudes seemingly are stronger than affectively based attitudes.

Accessibility, however, is not the only attitudinal variable proposed as a measure of attitude strength; several other dimensions have 
been identified as well, such as certainty, knowledge, importance, extremity, … (Krosnick, Boninger, Chuang, Berent & Carnot, 1993; 
Visser, Bizer & Krosnick, 2006). Yet, besides accessibility, none of these strength-related dimensions has been examined in relation to 
the structural base of attitudes.

In this study we take a look at two other strength-related dimensions, certainty and knowledge, and explore whether affectively 
versus cognitively based attitudes differ on these dimensions. We hypothesize that cognitively based attitudes are held with more 
certainty and more subjective knowledge, since some of the main antecedents of attitude certainty are made up of cognitive factors 
such as the amount, clarity and consistency of the information available (Gross, Holtz & Miller, 1995). Further, the amount of cognitive 
elaboration of attitude-relevant information has been proposed as a determinant of attitude certainty, mediated by subjective perceptions 
of knowledge (Smith, Fabrigar, Macdougall, & Wiesenthal, 2008). Since cognitions about an attitude object are believed to be formed 
based on deliberative and controlled information processing, whereas affective reactions are formed in a relatively automatic manner 
without much deliberate elaboration (Shiv, & Fedorikhin, 1999), a certainty and knowledge advantage for attitudes based on cognitive 
beliefs over attitudes based on affective reactions is proposed. 

To investigate the level of certainty and amount of subjective knowledge associated with affectively versus cognitively based attitudes, 
an experiment was conducted. We manipulated the structural base of participants’ attitude toward a fictional animal by exposing them 
to either an affective or cognitive passage about the animal (see Fabrigar & Petty, 1999). The affective passage described a person’s 
encounter with the animal and was designed to evoke positive emotions about the animal. The passage designed to induce a cognitive 
attitude contained positive information about the same fictitious animal and was presented as an excerpt from an encyclopedia of marine 
life. Following the attitude base manipulation, participants were asked to complete the measures of attitude, affect and cognition validated 
by Crites et al. (1994). Next, attitude certainty and subjective knowledge were assessed. 

In order to investigate whether the attitude formation manipulation resulted in affective and cognitive attitudes, we tested whether 
attitude-affect and attitude-cognition consistency differed across both formation conditions. This was done by computing two discrepancy 
scores, obtained by calculating the absolute value of the difference between the attitude score on the one hand and the affect and cognition 
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score on the other hand. High consistency between the attitudinal base and the overall attitude is indicated by small numbers on these 
discrepancy scores. 

A 2 (attitude-affect discrepancy vs. attitude-cognition discrepancy) x 2 (affective attitude formation condition vs. cognitive attitude 
formation condition) mixed-design ANOVA indicated that we were successful in creating affectively or cognitively based attitudes, since 
the predicted crossover interaction between type of discrepancy score and attitude formation condition was obtained, F(1,118)=9.134, 
p<.01. In the affective formation condition the affective discrepancy scores (M=.53) were significantly smaller than the cognitive 
discrepancy scores (M=.76), t(59)=3.605, p<.01; whereas in the cognitive formation condition a nonsignificant tendency for cognitive 
discrepancy scores (M=.41) to be smaller than affective discrepancy scores (M=.51) was obtained, t(59), p=.374.

To assess the difference between affective and cognitive attitudes concerning attitude certainty and subjective knowledge, an 
Independent Samples T-test was conducted with attitude basis as the independent variable. Both for certainty, t(109)=-2.599, p<.05, 
and subjective knowledge, t(109)=-3.845, p<.001, a significant effect of attitude basis was found. Cognitive attitudes were both held 
with greater certainty (M=5.13) as well as associated with greater subjective knowledge (M=2.95) than affective attitudes (respectively 
M=4.57 and M=2.00), thus supporting our hypothesis.

Based on these results we can conclude that, contrary to previous research where affectively based attitudes seemingly are stronger 
than cognitively based attitudes when accessibility was used as a strength measure, cognitively based attitudes appear to be stronger 
than affectively based ones in terms of certainty and knowledge. These results provide useful insights in light of future studies. Possible 
research entails to explore which type of persuasive appeal, cognitive or affective, is most suitable to create strong attitudes. 
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Extended Abstract
Although generally extensive assortments are believed to benefit consumers, more recent research has highlighted the negative 

consequences of large assortments. Notably, research on the “More-is-Less” effect (Iyengar and Lepper 2000, Chernev 2003) established 
that extensive assortments can hinder choice and lower choice satisfaction. These adverse consequences are often explained with the 
decision difficulty consumers experience when choosing from extensive (as opposed to limited) choice sets. However, a recent meta-
analysis (Scheibehenne, Greifender and Todd, forthcoming) invites a discussion on the generality of the “More-is-Less” effect since 
multiple studies failed to replicate the adverse effects of large assortments on choice satisfaction (Scheibehenne, Greifender and Todd 
2009). Clearly, there is a need for a deeper understanding of the possible effects of extensive assortments on consumer choice and a 
thorough investigation of possible moderator variables and boundary conditions of the More-is-Less effect. 

This work argues that choice from extensive assortments can trigger multiple sources of experiential information that affect choice 
satisfaction. Thus, going beyond experienced difficulty, we show that intrinsic pleasure from exploring the choice options can increase 


