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Under the conditions of intensive globalization and
increasing competitiveness it becomes more difficult to
affect consumer’s attitude towards brands; therefore, a
need to search for means of alternative influence arises.
The aim of the article is to prove the relationship of
brand and consumer attitude after the theoretical analy-
sis and summarizing of brand and consumer attitude re-
lationship from the emotional perspective, applying the
example of PEPSI brand.

Consumers often face difficulties while trying to ex-
plain logically why they are more attracted to one brand
instead of another or why some brands evoke strong
negative feelings. Empirical studies prove that certain
emotions towards goods or services are typical to con-
sumers and the price of a good as well as practical bene-
fit are not the only factors for the selection of the prod-
uct. The experience of a consumer after a contact with a
good or brand is defined as emotions that may have a
varying level of intensity and may change depending on a
product or situation. The impact of emotions and feelings
on the formation of attitude is practically not investigated
and the need to examine senses as a source of emotions
appeared. Thus, the article attempts at solving the prob-
lem, related with the influence of emotions determining
the formation of consumer attitude towards a brand.

The article reveals the conceptual essence of attitude
as a variable of consumer behaviour. With reference to a
detailed analysis of attitude conception and qualities, the
conception of attitude is specified, stating that attitude is
acquired and relatively permanent, gradual and at the
same time purposeful, more or less intensive and rea-
soned intention of a consumer to react to a particular
object. Following a three-component model of attitude,
provided by Schiffman and Kanuk (2004) it can be stated
that attitude is composed of three main constituent parts:
cognition, emotion and intentions.

The theoretical analysis of attitude functions and
sources of attitude formation reveals the idea that the
model analysis of consumer attitude formation and
change is necessary for a complete attitude towards
brand. The conducted theoretical analysis of attitude as a
variable of consumer behaviour and the models of atti-
tude formation and changes analyzed and are frequently
found in literary sources allow claiming that the relation-
ship of brand and emotionally based attitude exists,
which allows forming or changing consumer attitude to
brand.

With reference to theoretical studies of emotions as a
source of consumer attitude formation and shift the
model, used for identification of influence of emotions
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conditioned by senses and used for attitude formation is
developed.

Striving to indicate the relationship of consumer atti-
tude and brand form the perspective of emotions, the em-
pirical research seeking to investigate the influence of
emotions for the formation of emotionally based attitude
towards PEPSI brand, expressed by the youth was car-
ried out. The results of the research were summarized
and recommendations for PEPSI brand strengthening
were provided.

consumer  behaviour, attitude,

brand, emotions, senses.
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Introduction

The Urgency. Theorists of consumer behaviour state
that positive and negative emotions and consumer moods
influenced by such emotions can help while forming con-
sumer’s attitude to a brand. However, attitude always aids
while explaining the origin of consumer behaviour.
Therefore, it is possible to make an assumption that emo-
tions are one of the sources for the formation of consumer
attitude and behaviour at the same time.

Globally it is possible to find not a single brand, suc-
cessfully applying the means of emotional impact in
communication with consumers. Advertising is ho more a
single source, causing particular emotions of consumers.
Frequently, seeking for brand exclusiveness, emotional
attributes are assigned to the brand itself. In this way con-
sumers experience emotions, having a direct contact with
the brand or the product itself. Therefore, detailed and
methodologically proved studies of emotionally charged
consumer attitude towards brand are necessary.

The Problem. Loudon and Della Bitta (1993), Peter
(1994), Schiffman and Kanuk (2004), Solomon et al.
(2002), Mowen and Minor (1998) as well as the majority
of other theorists of consumer behaviour examined the
importance of emotions as a component of attitude in
their works. Recently, scientists are extremely interested
and analyze the means of emotional impact that become
more and more popular, influencing consumer behaviour
within sub-consciousness. One of such theorists of con-
sumer behaviour M. Lindstrom (2005) claims that at-
tempting to develop brand exclusiveness, it is required to
pass from traditional means of communication to sensual,
emotionally-based communication. However, the usage
of emotional means of attitude for consumer behaviour is
poorly examined. Thus the article aims at solving the
problem, related with the influence of emotions while
forming consumer attitude to brand.



The aim of the article attempts to conduct theoretical
research and summarize the results of the relationship of
consumer attitude and brand as well as prove the relation-
ship empirically, applying the example of PEPSI brand.

To achieve the aim of the article the following objec-
tives formulated seek:

1. to reveal the conceptual essence of attitude as a

variable of consume behaviour;

to conduct theoretical analysis of the models of

consumer attitude formation and change;

to reveal the significance of emotions as a source

for consumer attitude formation and change;

. to prepare a model, indicating the influence of
emotions that impact consumer attitude towards a
brand,;

. to carry out empirical studies on the relationship of
consumer attitude and brand from the perspective
of emotions and provide recommendations.

The object of the article indicates emotional rela-
tionship, associating consumer attitude with brand.

The methodology of the research combines system-
atic and comparative analysis of scientific literary
sources, periodicals and virtual databases. Conducting
empirical studies the method of quantitative studies and
personal survey was employed together with cross-series
analysis of empirical study results.

2.

3.

Conceptual basics of attitude as a variable of
consumer behaviour

The conception of attitude. Seeking to evaluate the
expression of attitude within the context of consumer
behaviour, the necessity to define attitude and identify its
importance in the process of consumer behaviour forma-
tion and its change is required. The researchers of con-
sumer behaviour disagree on the exact and solid interpre-
tation of attitude conception. Still, completed theoretical
studies allow stating that four definitions of attitude are
most frequently used.

Loudon and Della Bitta (1993) note that attitude is
how for or against, positively or negatively, favorably or
unfavorably a person regards a particular object. This
definition aims to reveal the idea that attitude contains
consumer feelings and evaluations, related with a particu-
lar object. Solomon, Bamossy and Askegaard (2002)
support the idea of the authors mentioned above and state
that attitude is a long-lasting and common assessment of
people, including oneself, objects, advertisement and a
particular problem. Schiff man and Kanuk (2004) define
attitude within the context of consumer behaviour as a
constant tendency to behave accordingly in a concrete
situation, regarding a certain object or a group of objects.
Social psychologists Secord and Backman (Peter, 1994)
popularized a detailed version of attitude interpretation,
claiming that attitude is a particular system of motivation,
emotions, perceptional and cognitional processes, re-
sponding to certain environmental aspects, surrounding
an individual. This means that attitude is composed of
three components:

1. Perception or knowledge.
2. Feelings or emotions.
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3. Will or behaviour tendencies.

The studies of attitude conception disclose the idea
that attitudes are related with persons, objects or behav-
iour that constitutes a part of the individual’s world per-
ceived. Summarizing opinions of various authors and
indicating the most essential features of attitude, it is pos-
sible to state that the most precise definition of attitude
determines it as a permanent and achieved (perceived)
intention to respond favorably or unfavorably to a certain
object or a group of objects.

The attributes of attitude. Following the analysis of
attitude conception interpretations carried out and the
current definition of attitude suggested, it is possible to
identify the attributes, characteristic to it easily.

The attitude towards and object. Within the defini-
tion of consumer based attitude, the object of attitude is
widely interpreted. The object can be a physical thing or
an action. Besides, it is possible to associate attitude with
one object (a person) or the entire group (a social class).
According to Robertson (1973), attitude reflects the rela-
tionship between a consumer and an object. However, it
is rather difficult to define the object, as scientists Solo-
mon, Bamossy and Askegaard (2002) assess everything
that can impact the attitude towards something as the ob-
ject of attitude. Following Ajzen and Fishbein (1980) as
well as Rosenberg and Hovland (1960) attitude can be
described as a particular evaluation of an object, which
could influence emotions, knowledge or behaviour with
regard to the object.

Attitude is determined indirectly. Scientists, examin-
ing consumer behaviour, frequently evaluate attitude ask-
ing certain questions and drawing particular conclusions
about consumer behaviour. Attitude is defined indirectly
while interpreting words and actions of a consumer.

All authors commonly agree that attitude is achieved.
Being born, a person does not have attitude because it
forms as a result of available direct or indirect experi-
ence. This means that attitude within the context of con-
sumer behaviour forms as a result of direct experience
with a particular good or is achieved during a verbal
communication with other consumer or through the
means of mass media, Internet and various tools of direct
marketing.

Attitude as an achieved inclination possesses its own
motivation that is it could encourage particular consumer
behaviour or deter from certain actions. Solomon et al.
(2002) argue that attitudes exist simply because of the
fact that they perform a particular function to a person;
this means that they are determined by motives of an in-
dividual.

One more feature of attitude emphasizes that attitude
is relatively permanent and reflects behaviour coherently.
Schiffman and Kanuk (2004) state that attitude could be
regarded as permanent if consumer behaviour matches up
with consumer attitude. In other words, consumer is ex-
pected to behave in such a way, which would not contra-
dict to his view/attitude expressed.

Attitude is favorable or unfavorable. This feature
means that attitudes can be positive or negative. Accord-
ing to positive and negative attitude, consumers are sub-
divided into two opposite groups. Indifference indicates



that attitude is neutral (Engel and Blackwell, 1998).

Attitude is an inclination. This feature of attitude can
be named as a view or frame. From consumer perspective
this is a decision to prefer one thing to another. Attitude
is an inclination to react to stimuli (Mellott, 1983).

Attitude degree determines how much a person likes
or dislikes a particular object or their group (Engel and
Blackwell, 1998). This quality indicates the fact that
there are different levels of positive and negative attitude.

Attitude intensity is a reliability level of an opinion
about an object or how much a person is convinced in his
righteousness (Rice, 1997). Consumers are extremely
sure of one attitudes and weakly sure of other. An attitude
marked by a bigger conviction is steadier. Due to close
relationship, the extent and intensity of attitude might be
regarded as one feature, meaning that they are not syno-
nyms.

Permanence of attitude is conditioned by resistance.
Resistance is a degree of attitude stability, which shows
how attitude is influenced by environmental changes
(Rice, 1997). Some attitudes have a high degree of resis-
tance and are well protected from external influence,
while other may depend on external effects.

Attitudes possess structures. According to Loudon
and Della Bitta (1993), attitudes incline to be steady and
generalized. They are related one with another and make
a unity. This signifies that there should be a particular
match up between attitudes, as in another case they will
clash up in between.

Attitudes make up a structure, they remain steady
within time. It was already mentioned above that attitudes
are mastered or learned, thus, the longer individuals pos-
sess them, the more intensive they become or at least
more resistant to changes.

Attitude is generalized. This indicates that con-
sumer’s attitude towards a certain object generalizes the
entire group of those objects. Loudon and Della Bitta
(1993) state that consumers are eager to evaluate generi-
cally as decision making process becomes simpler.

With reference to a detailed analysis of attitude fea-
tures, it is purposeful to expand the earlier definition of
attitude claiming that attitude is an achieved, relatively
steady and at the same time purposeful, gradual, more or
less intensive and motivated intention of a consumer to
react to a certain object.

The components of attitude. Striving to perceive the
relationship between attitude and behaviour, psycholo-
gists try to build up models, which would precisely define
the constituent parts of attitude. Bearing in mind the thee-
component model of attitude, presented by Schiffman
and Kanuk (2004) it could be noted that attitude consists
of three, main components: cognition, emotion and
intentions.

The first constituent of the model is cognition
revealing knowledge and perception, acquired during a
direct interaction with the object of attitude and having
information from various sources, related with the object.

Consumer feelings and emotions with regard to a cer-
tain object reflect the emotional component of attitude.
Schiffman and Kanuk (2004) reveal the idea that emo-
tionally shocking experience can also create an emotion-
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ally tensed mood such as happiness, sorrow, shame, dis-
gust, anger, grief, fault or astonishment.

Constituent of a three-component model of attitude is
made up by intentions that are related with a probability
or tendency that an individual will perform certain ac-
tions with regard to the object of his attitude. Scientists
Schiffman and Kanuk (2004) affirm that the component
of intentions can encompass behaviour itself as well. The
thee-component model of attitude is supported by authors
such as Engel, Blackwell, Miniard, Loudon, Della Bitta,
Mowen, Minor, Pranulis and many others.

One more theorists Lewiston, who approached atti-
tude traditionally, notes that attitude is composed of three
principal constituents such as perception, feelings and
behaviour.

Perception is that what a consumer thinks about an
object on the basis of information and knowledge that he
has. Feelings but not convictions constitute the core of
feelings that make up another component of attitude.
Emotions such as fear, surprise, sadness, anger, joy or
disgust are particularly important as they force the behav-
iour of a consumer in one way or another. The third con-
stituent part of attitude is behaviour, which is a determi-
nation of a consumer to behave in a certain way, depend-
ing on convictions and feelings (Mowen, 1987).

Another representative of consumer theory Rice
(1997) singles out thee components of attitude as well,
indicating:

1. The element of emotions and feeling, that can be

positive or negative.

2. The element of perception and knowledge, signify-

ing belief or disbelief.

3. The element of intention and determination or the

element of behaviour tendencies (Rice, 1997).

Researchers Solomon et al. (2002) suggest subdivid-
ing attitude into three components such as feelings, be-
haviour and perception as well. They emphasize that the
element of behaviour are intentions to behave in one way
or another, considering the object of attitude.

The analysis of attitude components allows stating
that attitude in any case is composed of three elements,
which singles out attitudes from convictions and opinions
that do not contain emotional constituent.

Researcher Solomon entitled the hierarchy of stan-
dard cognition as the first one. The pioneers of consumer
behavior research believed that this hierarchy is the only
one to be existent when a consumer refers to a decision
making process as a problem solution. Firstly consumers,
having certain knowledge about different qualities of an
object, for example qualities of a product, form up their
convictions. After the evaluation of the convictions, cer-
tain emotions and feelings with regard to that good are
structured. Consumers structure the information about
alternative brands during a particular time and decide
which brand they will prefer. Finally, bearing in mind the
decision made, consumers behave in a certain way. Stan-
dard learning hierarchy is described by a high level con-
sumer involvement into the decision making process.
(Solomon, 2002).

Currently researchers of consumer attitude are eager
to emphasize the importance of emotional reactions as a



principal aspect of attitude. Impulsive (experiential) hier-
archy uses emotions in order to ground consumer behav-
iour. This signifies the idea that impulsive hierarchy
starts with behaviour, conditioned by strong feelings, and
convictions appear just only as the evaluation of behav-
iour (Solomon, 2002).

Bearing in mind the fact that the importance of emo-
tional reactions as a principal aspect of attitude forma-
tion is more frequently emphasized, the significance of
impulsive hierarchical structure, identifying that behav-
iour is determined by feelings and convictions, structur-
ing attitude appear later, is revealed.

The functions of attitude. The analysis of attitude
functions is aimed to explain why consumers possess one
or another attitude towards an object and what influences
the formation of attitude in a concrete situation. Literary
sources present four functions of attitude: applied, ego-
defense, value reflection and cognition.

Applied function directs people towards pleasant and
desirable objects and makes them turn away from un-
pleasant and undesirable products. This function corre-
sponds to the utilitarian conception of maximized reward
and minimized punishment. Therefore, it can be claimed
that this function is based on the principle of reward and
punishment. Solomon et al. (2002) state that attitude to an
object appears due to pleasure or pain the object causes.

Attitudes that are formed seeking to protect oneself
or others from external threats or inner trials perform
ego-defensive function. For example, a consumer having
a wrong decision made, can firmly define his decision to
be appropriate at that time and conditioned by wrong ad-
vice of another person. Thus, ego-defense function in-
creases consumer’s self-confidence. Loudon and Della
Bitta (1993) note that those attitudes, defending con-
sumer’s ego, help to defend his image without a con-
scious understanding.

Attitudes, performing the function of value reflection,
define the basic values, lifestyle, prospects and self-
perception of a consumer. Therefore, consumers employ
particular attitudes, attempting to turn their qualities into
something tangible, real and easier expressed (Loudon
and Della Bitta, 1993). The function of value reflection
allows expressing the assessment of goods and services
thought attitudes. This is extremely important while re-
vealing consumer’s satisfaction with the product. In many
cases this function is opposite to ego-defense function as
it does not protect consumer image but demonstrates ex-
clusive values.

The function of cognition manifests itself when indi-
viduals have a demand to understand environment and
people surrounding them. Consumers’ “wish to know” is
rather essential for brand positioning. While positioning a
product it is attempted to satisfy consumer’s curiosity and
adjust his/her attitude to a product, emphasizing its advan-
tages in comparison with other competitive products. Be-
cause of this reason, the appeal to the consumer’ wish to
know is an important characteristic feature of advertising.

Sources of attitude formation. Following theoreti-
cal studies of such researchers as Solomon, Loudon,
Della Bitta, Robertson, Schiffman and Kanuk, it should
be noted that consumer attitude formation is significantly
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influenced by such sources of attitude as personal experi-
ence, influence of community, direct marketing, means of
mass media and a consumer’s personality.

Bagozzi, Baumgartner and Yi (1991) suggest that
primary sources, affecting attitude towards goods or ser-
vices, are direct consumer experience and evaluation of
the experience gained. Perceiving the importance of di-
rect experience, sellers regularly encourage consumers to
try new goods while suggesting discount coupons or free
samples. Personal experience, related with sellers, goods
or services helps to create and structure attitudes.

All people are more or less influenced by members of
community that people belong to. The formation of con-
sumer attitude is extremely influenced by the opinion of
persons (family members, friends, and other influential
people) with whom an individual communicates on a
daily basis (Howard and Gengler, 2001). Family is one of
the most important sources for attitude formation as the
family introduces the main values and builds up the es-
sential convictions. According to Robertson (1984), the
family, co-workers and characteristics features of particu-
lar cultures and subcultures represent social aspects of
attitude formation.

Another means, frequently employed by salesmen
and directed to small niches of consumers while seeking
to satisfy exclusive whims of consumers is direct market-
ing. It provides more possibilities to influence the attitude
of target consumers positively as special goods, services
supplied and individual messages expressed correspond
to the needs and interest of individual segments and, thus,
become more successful than mass marketing.

Mass media tools provide consumers with the infor-
mation needed that helps building attitudes. According to
Schiffman and Kanuk (2004), consumers, who form their
attitude towards a good and do not have a direct contact
with the product, are more influenced by the message of
advertisement in comparison with those consumers who
have the experience of using the same product. Therefore,
it is possible to conclude that it is easier to affect con-
sumers with no direct experience about the product by
applying the means of mass media.

Personality has a crucial meaning in the formation of
attitude. Schiffman and Kanuk (2004) believe that indi-
viduals, having a high demand of cognition (seeking for
information and eager to think) will tend to form a posi-
tive attitude to advertisements or direct mailing that
would provide the abundance of the information related
with the product. And consumers, who have a lower de-
mand of cognition, will have a positive attitude to adver-
tisements with famous or beautiful people. Consumer’s
attitude to new products is influenced by specific person-
ality factors as well.

In such situations, when a consumer attempts to solve
a problem or satisfy the existing demand, attitude is
formed while using the information, knowledge obtained
and convictions acquired at the very moment. The more
information about the product consumed a consumer has,
the bigger is the probability that he will have a positive or
negative attitude towards that production formed.
Schiffman and Kanuk (2004) state that two or three
stronger convictions towards a product may impact the
formation of attitude and other convictions of lower im-



portance may provide no use.

Still, striving to study the influence of feelings for the
formation of general attitude towards a brand, the sources
of attitude formation, indicated above, are insufficient.
M. Lindstrom (2005) suggests analyzing the object of
attitude within a wider context as consumers are more
and more influenced by emotional elements such as
senses, surrounding consumers. Influenced by senses
such as image, sound, smell, taste or touch a consumer is
eager to form or change his attitude to the object that
evoked senses. Due to this reason, senses as a powerful
source of emotional influence will be further examined in
parallel with other sources of attitude formation, provided
by scientists. Seeking to simplify the study of feelings to
attitude formation, the sources are subdivided into three
levels, considering the fact how strong is their influence
to emotional features of attitude.

The studies of sources for attitude formation make up
the primary point to start further investigations of the
models of consumer attitude formation and change as
further analysis of the influence of separate factor to-
wards the formation of general attitude to a brand is pos-
sible only after the investigation of attitude sources. It is
obvious that in order to set a complete relationship of
attitude and brand, the analysis of attitude conception, its
features, components, functions and formation sources is
not sufficient. The complexity of the question requires a
deeper theoretical grounding, performed with a help of
theories and models, illustrating consumer attitude for-
mation.

Analysis of the models of consumer attitude
formation and change

The understanding of theories and models of attitude
formation and change will help conceiving the ways of a
particular attitude to a brand formation or changing it
accordingly. It is reasonable to start theoretical analysis
of models from the most popular theories, applying a
generic statement that a human mind seeks to maintain
harmony or compatibility between the attitudes obtained
hereupon. There are three classical compatibility based
attitude theories: balance, adequacy and cognition disso-
nance theory.

Balance theory. Scientists, analyzing consumer atti-
tude (Loudon, Della Bitta, Onkvisit, Solomon et al.) refer
to several balance theories, which are, however, based on
the primary theory of Fritz Heider. Balance theory stud-
ies the relationship of elements that are evaluated by peo-
ple as interrelated and subjectively perceived as relation-
ship of three elements that provide attitude structures,
defined as triads. According the theory of balance, and
individual evaluates surroundings as a triad. Every triad
is composed of three elements: 1) a person and his cogni-
tion; 2) the object of attitude; 3) another person or object.
Solomon et al (2002) claim that the principal human aim
is to retain harmonious and balances relationship of the
elements of the triad. That is why it is possible to draw a
conclusion that following the theory of balance, celebri-
ties and the information received make the strongest in-
fluence on attitude formation.
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Cognition dissonance theory. The methods of atti-
tude formation and change, analyzed earlier, are based on
the prevailing traditional opinion that consumers have a
certain attitude towards a particular object, formed before
performing particular actions. Schiffman and Kanuk
(2004) as well as Loudon and Della Bitta (1993) examine
the theory that interprets the formation of attitude condi-
tioned by behaviour differently. This is called the theory
of cognition dissonance, claiming that a consumer ex-
periences comfort or discomfort when mutually conflict-
ing ideas, gathered about the object are contracted.
(Schiffman; Kanuk: 2004). With reference to the theories,
presented above, it is possible to conclude that a con-
sumer will tend to search for ways, seeking to justify his
decision or eliminate existing doubts. The analysis of
single-attribute models of attitude compatibility indicates
the fact that it is extremely difficult to identify the reasons
of attitude formation and possibilities of its change; thus,
it is necessary to study multi-attribute attitude models,
allowing to reveal the structure of attitude.

Fishbein’s model of attitude towards an object.
Generalizations of attitude compatibility based on single-
attribute theories provide assumptions for grounding of
the need to examine multi-attribute attitude models. The
models of multi-attribute attitude examine consumer atti-
tude with the evaluation of attitude object as a function of
consumer cognition and the principle features of the ob-
ject or as convictions about a particular object. From the
magnitude of models of this trend, the model, suggested
by Fishbein is the most relevant and was studied by
Solomon et al, (2002) Loudon and Della Bitta (1993) and
other authors; therefore, the model will be analyzed in a
more detail here.

Fishbein states that people form attitude to objects on
the basis of convictions, related with the object. Convic-
tions, in turn, are determined by personal experience of
using the object or by information, acquired from another
sources.

Using Fishbein’s model it is possible to evaluate the
following three components of attitude (Solomon et al.,
2002):

1. Silent convictions of a consumer in respect of the
object (appearing during the assessment).

2. Probability that an object possesses attributes, im-
portant for a consumer.

3. Evaluation of every important attribute.

Solomon et al. (2002) single out four ways that can
change consumer’s attitude, identified using Fishbein’s
model. It is possible to:

1. Emphasize relative advantages. If the brand con-
sidered has more advantages in comparison with
another brand in respect of their attributes, it is
important to prove to the consumer that these at-
tributes are extremely significant.

. Strengthen conceivable relationship of the product
and its attributes. Identifying that a consumer does
not associate the brand with certain significant at-
tributes it is necessary to emphasize and convince
the consumer in the importance of their existence.

3. Introduce new attributes. A positive attitude to a



brand could be formulated while introducing some
unknown attributes.

. Change the opinion about competitors. Seeking to
achieve a more positive attitude to a certain brand,
it is possible to decrease a positive attitude to
competitors.

After the analysis of opinions, presented by various
authors, who examined the application possibilities of
Fishbein’s multi-attribute model, it is possible to con-
clude that the model is popular due to its simple usage.
Applying the model, it is possible to identify attitudes
and determine their influence on consumer behaviour.
However, recently a number of studies have been carried
out (Solomon et at. 2002), proving that the attitude fre-
quently declared does not conform to factual consumer
behaviour. In this case it is a must to discuss theories,
allowing identifying real consumer’s attitude and his be-
haviour at the same time.

Attribute theories. Weiner (2000) states that attrib-
ute theories are based on interrelated but different psy-
chological principles, applied to explain the way consum-
ers ground their actions, considering their personal be-
haviour and other people, surrounding them. Studying the
theories of attributes, the questions: “Why did I behave
$0?” or “Why I was convinced to shift to another brand?
“are frequently asked. On the basis of this conception it is
possible to note that conclusions about personal behav-
iour or behaviour of another person make up the princi-
pal component of attitude formation or change. Kardes
(2002) explains the appearance of attitude as a result of
particular behaviour on the background of self perception
theory, the co-variation principle and the causative
scheme of Kelley.

The theory of self-perception within the context of
consumer behaviour indicates the idea that attitudes de-
velop or are formed only then when consumers observe
and evaluate their personal behaviour. Emphasizing the
complexity of self-perception theory Schiffman and
Kanuk (2004) single out internal and external attributes.
A consumer, conditioned by the influence of his internal
attributes, establishes his attitude and makes conclusions
about his personal behaviour, stressing concrete results,
achieved as an outcome of his personal effort (here pos-
sibilities, skills and efforts of the consumer are empha-
sized). However in cases, when consumers assign results
of successful activity to uncontrollable factors such as
other people, favorable conditions or just fortune, exter-
nal attributes have to be identified.

Considering the principle of self-defense, presented
by Schiffman and Kanuk (2004) it is possible to state that
consumers tend to assign the glory of successful activity
to themselves (internal attributes) and blame others for
their misfortune (external attributes); therefore, it is es-
sential to make consumers face the products of high qual-
ity that, in turn, would increase consumer’s self-
confidence in his capabilities and success.

Kelley’s attribute theory is widespread and frequently
used for the identification of factors, necessary for atti-
tude formation. Kelley’s attribute theory is based on the
principle that a reason (motive) and a result (outcome)
are closely related (co-vary), this means that the change
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of a reason stipulates the change of a result. Kelley
(1973) enumerates three, main reasons such as a product,
situation and a person. According to Kelley’s attribute
theory, all the factors can influence consumer’s behav-
iour. A positive consumer’s attitude to a brand can be
easily formed when high exclusiveness and permanence
in any situation is emphasized together with the fact that
such an opinion about the brand is widespread. Such and
similar information encourages consumers to notice the
best features that make the product exclusive.

Exclusive and permanent qualities of a brand, associ-
ated with positive feelings, are extremely significant
while evoking emotional reactions of consumers. The
ability to find and present brand attributes to a consumer
in the appropriate way, allows forming or changing the
existing attitude. Thus, on the basis of attribute theory by
Kelley (1973) it is possible to state that the crucial mo-
tives, stipulating one or another emotionally charged
consumer’s attitude and behaviour in respect of the
brand is the brand itself or a situation.

In those cases when consumers have no possibilities
for attitude formation after a long-time data analysis, that
is identifying attributes without any available informa-
tion, researcher Kelley (1973) states that they are forced
to apply causative scheme. The causative scheme is based
on available information and previous experience. Kelley
(1973) claims that when the information obtained vali-
dates and supports consumer’s convictions, such informa-
tion is considered to be relatively uninformative and un-
reliable due to the prevailing opinion that probable events
can be stipulated by many but not a single reason. In this
case the sources, providing a consumer with known and
probable information will be accused of favour as it will
not assess any other possible factors of influence. Trying
to eliminate the problem, scientists Wood and Eagly
(1981) suggest applying the effect of unexpected informa-
tion because unexpected and unforeseen information in-
creases creditworthiness of the source and, at the same
time, allows diverting consumer’s behaviour in the de-
sired direction.

The analysis of attribute theories, presented by
Kardes (2002), Kelley (1973) and other authors provides
a basis for further studies of brand attributes that would
assist revealing the relationship of attitude and emotional
features of a brand. Another model, examining the forma-
tion and change of attitude under different circumstances
of consumer involvement is ELM model.

ELM model. ELM (Elaboration likelihood model) is
one of the models, studying the process of persuasion.
ELM was introduced for the first time by Petty, Cacioppo
and Schuman (1983), who indicated that ELM model in
comparison with other models of attitude change suggests
a more global attitude towards things that condition the
change of attitude. This model presents an assumption
that the process of attitude change begins from the ap-
pearance of communication. Conditions, such as the con-
tent of a message, consumer qualities and other circum-
stances influence the formation of communication with
high of low level consumer involvement. Depending on
the level of involvement, attitude and convictions can be
changed by using two different routes: central and sec-



ondary routes to persuasion.

Central route to persuasion is significant for attitude
change in those cases when consumer’s motivation and
possibilities to evaluate attitude’s object are compara-
tively big, meaning that a consumer, attempting to change
his attitude will actively look for important information
about the object. He will compare the information ob-
tained with his attitude. If the information obtained is
acceptable to the consumer, the reactions of perception
are formed. If perception reactions are not controversial
to the content of the message, convictions of a consumer
are changed and determine the change of attitude. When
the change process of consumer convictions and attitude
takes the central route of persuasion, consumer behaviour
changes afterwards in an exact way. Thus, it is possible to
state that a consumer, seeking to perceive, find out and
evaluate the information available and related with the
object of his attitude, makes a lot of effort and the change
of cognition and attitude is caused by the central route.

In contrast to the central route to persuasion, when
motivation or evaluation skills of a consumer are low
(low level of involvement), the consumer does not search
or emphasize important information about a concrete ob-
ject; therefore, the change of cognition and attitude takes
the secondary rout of persuasion. In this case reactions of
perception are not structured as consumers do not get
deeper into the content of the message and do not evalu-
ate its positive or negative aspects. The informative mes-
sage is evaluated on the basis of such factors as the at-
tractiveness, experience of a sender or the humber of ar-
guments provided and the usage of positive and negative
stimuli in the informative message. Under the conditions
of low level involvement convictions of a consumer
change; still, it is rather complicated to impact consumer
feelings and attitudes. Under such conditions only tempo-
rary attitudes can be formed and they are seldom associ-
ated with consumer behaviour. In such cases attitude,
conditioned by external factors, often changes.

Secondary route to persuasion is more acceptable
while evaluating and structuring emotionally based atti-
tude to a brand as then it is possible to affect consumer’s
attitude without his involvement but simply changing his
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convictions after the impact on his emotions. Communi-
cation, directed towards senses will attract consumer’s
attention which will change existing convictions, behav-
iour and ultimately attitude. Such conclusions allow mak-
ing an assumption that the formation of consumer atti-
tude to a brand, applying secondary route of persuasion
is an appropriate method when the level of involvement
in communication is low as this does not require a lot of
effort form a consumer’s side.

The conducted theoretical analysis of consumer be-
haviour as a variable and the examined models of atti-
tude formation and change, presented in literary sources
constitute the background for further theoretical studies
in the area of relationship between consumer attitude and
a brand. Awareness that emotionally based relationship
between brand and attitude exists and can be used to
form or change consumer’s attitude to brands, increases
the significance of senses as a source of influence and
proves the necessity of theoretical studies of senses as the
most important factor for emotional attitude formation
and change.

Emotions as a source of consumer attitude
formation and change

The researchers of attitude indicate the importance of
emotional reactions as a principal aspect for attitude for-
mation and change. Applying impulsive hierarchy, the
behaviour of consumers is defined by feelings that stipu-
late convictions, forming attitude. Using impulsive hier-
archy it is possible to form attitude or affect it using in-
tangible attributes of a product.

The majority of scientists is interested and investi-
gates the means of emotional influence that becomes
more and more popular and influences consumer behav-
iour in subconscious level. An immense flow of informa-
tion, which a consumer faces every day, becomes ineffi-
cient as consumers learn to filter irrelevant information.
This article will apply the theory of five human senses,
presented by Martin Lindstrom while attempting to reveal
the conceptual essence of senses as a source of attitude
formation and change.

58 %
45 %
41 %
25%
s £ 3
) 5 s 2
I

Figure 1. Attitude importance for a consumer (Lindstrom; 2005: 69)
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M. Lindstrom (2005) presents a new attitude to brand
exclusiveness. His new theory about a complex influence
on human senses, seeking to sell a product or service, is
evaluated as revolutionary. M. Lindstrom (2005) empha-
sizes the significance of the five senses while attempting
to develop brand exclusiveness and suggests shifting
from traditional means of communication to sensual and
emotional communication.

M. Lindstrom, introducing sensual theory of brand
concentrates all the attention to the five senses: sight,
hearing, smell touch and taste. The author states that the
significance of senses and their role in the increase of
brand attractiveness is completely rejected in the con-
temporary communication with consumers. The studies,
carried out, indicated that smell takes the second place
according the importance after sight (Lindstrom, 2005).
While in communication with a consumer the informa-
tion is usually presented applying audiovisual channels
of information and other senses are not addressed at all.
The importance of senses is indicated in Figure 1.

The Figure clearly indicates that smell and taste have
practically the same importance as sight, and smell even

Attitude
elements

Sources of attitude

Low involvement

surpasses hearing according the importance assigned to the
senses by a consumer. It is obvious that not only visual
attributes of a brand form one or another attitude towards a
good or service, but other characteristic attributes such as
smell, sound, taste and surface of a good, touched by a
consumer, evoke one or other emotions that make a brand
more attractive or oppositely more unpleasant. On the
other hand, consumers are not always inclined to behave in
such a way as they state they do, meaning that their behav-
iour differs depending on intentions. This is proved by
another study, conducted by Lindstrom, during which the
real impact of senses for decision making was investigated.
It became clear that visual information has the biggest im-
pact on 84 % of consumers, 12% rely on hearing, and the
remaining senses influence just a small amount of consum-
ers. Such tendencies can be explained in a simple way stat-
ing the fact that in communication with consumers com-
munication means, oriented to specific senses are seldom
addressed. However, Lindstrom (2005) forecasts that in
future, seeking for a competitive advantage with a help of
brand exclusiveness, the impact of the five senses, influ-
encing consumer’s attitude will spread evenly.
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Figure 2. Identification model for sense conditioned emotional influence on attitude towards brand
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Therefore, the studies, carried out by Lindstrom re-
veal the fact that the more of sensual features are ad-
dressed while developing a brand, the deeper emational
senses are evoked. And the stronger and more frequent
emotional experience is, the more a consumer becomes
attached to the brand. The results of the investigations,
conducted by Lindstrom (2005) prove the influence of
senses for consumer attitude towards a brand and form a
background for the structuring of a model that would
help capturing the influence of emotions to a brand.

Thus, following the analysis of attitude as a con-
sumer behaviour variable and the model of attitude for-
mation and change as well as the descriptive analysis of
emotions as a source of attitude formation and change,
the methodology for the investigation of emotion expres-
sion in attitude formation is developed. A detailed plan of
emotional influence for the formation of attitude to a
brand is indicated by Figure 2. Developing the research
methodology of emotional influence for the formation of
consumer attitude to a brand the following models and
theories were employed: internal and external attribute
features, identified in attribute theory by Schiffman and
Kanuk (2004), ELM model, stating that the process of
attitude change begins form the appearance of communi-
cation with consumers, impulsive hierarchical structure
of the influence of three attitude elements to the forma-
tion of general attitude, emphasizing the importance of
emotional reactions as a principal aspect of attitude, pre-
sented by Solomon (2002) and the model of attitude to an
object, presented by Fishbein, indicating of how to con-
duct the evaluation of separate brand attributes, seeking
to identify general attitude to a brand.

Developing the methodology, all attitude sources are
subdivided into two groups of internal and external fac-
tors. Thus, it is possible to make an assumption that in-
ternal factors influence consumers under the conditions
of low level involvement and emotions as a type of inter-
nal factors, conditioned by the five senses, make the big-
gest influence for the evaluation of separate attributes of
a brand. And the selection of significant attributes is
completed under the conditions of high level involve-
ment, expressing convictions (opinion), conditioned by
the influence of external factors.

General consumer attitude to a brand is identified
while indicating the importance of brand attributes, de-
fined as significant (Figure 2).

Empirical research of consumer attitude and
brand relationship from emotional aspect

Research methodology. Studying the influence of
emotions for the formation of attitude to a brand, general
methodological regulations of consumer attitude studies
are applied. Carrying out the study of the influence of
sense based emotions for the formation of attitude, the
approach of three-element attitude, defined by Schiffman
and Kanuk, Engel, Blackwell and Miniard, Loudon and
Della Bitta and other authors as well as the sources, in-
fluencing the formation of attitude and identified by
Solomon, Loudon and Della Bitta, Robertson, Schiffman
and Kanuk and Lindstrom are applied.

Developing emotionally based model for the evalua-
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tion of attitude to a brand, the attribute theories analyzed
by Kardes (2002) and Kelley (1973), and ELM provided
by Petty, Cacioppo and Schuman (1983) and the impul-
sive hierarchical structure of three-element attitude, in-
fluencing general consumer attitude, presented by Solo-
mon (2002) are employed. For the selection and evalua-
tion of significant attributes of attitude Fishbein’s model
of attitude to an object is applied.

The aim of the research seeks to evaluate the influ-
ence of senses while forming emotionally based attitude
of the youth to PEPSI brand.

Before the research the following hypothesis were
formed:

1. The youth in Lithuania and England choose PEPSI

drink due to its exceptional taste.

The attractiveness of PEPSI brand is conditioned

by exceptional design and colors of the logotype.

. The smell of PEPSI drink has strong influence
while selecting the drink among another soft
drinks.

. The sound of the drink evokes positive consumer
emotions when they consume PEPSI.

. PEPSI is distinguished for its unique containers of
attractive shape, characteristic only to this brand.

. PEPSI brand possesses all the attributes, necessary
to influence consumer senses.

Research method. For the purpose of quantitative
study while investigating the influence of senses of the
youth studying in Lithuania and England, the method of
survey was chosen. In order to conduct a public survey, a
questionnaire was compiled.

Sampling frame and size. Before the start of the
study, the sampling frame investigated was chosen by
selecting the students of Kaunas University of Technol-
ogy, the Faculty of Economics and Management and of
Manchester Metropolitan University, School of Food, the
Faculty of Consumer, Tourism and Hospitality Manage-
ment. The assumption is made by stating that the opinion
of the students from Kaunas University of Technology
reflects the opinion of all Lithuanian students and the
opinion of students form Manchester University repre-
sents the opinion of all British students. For the selection
of sampling frame interval, the method of quota selection
was chosen. On the background of the selection method
and paying attention to demographic and geographic fea-
tures of classification it was decided to include into the
sampling frame the third year students (21-22 years old)
of marketing specialty in Kaunas University of Technol-
ogy, the Faculty of Economics and Management and the
third year students (21-22 years old), attending marketing
classes in Manchester University in England. Thus, the
sampling frame involves 120 people (60 students in Eng-
land and 60 students in Lithuania).

Research results. The evaluation analysis of at-
tributes, characteristic to PEPSI.

Asked to evaluate sensual attributes, 86 % of
Lithuanian respondents believe that the taste of the
drink makes PEPSI more attractive in comparison to
other soft drinks, 34 % indicated the advertisement of
the drink, 27 % think that PEPSI is attractive because of
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its smell, 20% indicated the container as a reason of
PEPSI attractiveness, 18% emphasized the cooler and
shape of the bottle and only 5% indicated the sound
while opening a tin or a bottle. While in England the
most attractive feature of PEPSI was the taste, indicated
by 74% of the respondents, then 26% indicated the ad-
vertising, 23% emphasized the smell of the drink, 17%
stressed the shape and color of the container, 11% indi-
cated the type of the container and 3% named the sound
of the drink, heard while opening a bottle.

The most important attribute why PEPSI drink is
chosen by consumers is taste of the drink as 84% of
Lithuanian respondent indicated that feature, 20% em-
phasized the importance of the smell, 14% stressed the
type of the container PEPSI is bottled in, 7% pay a lot of
attention to the shape and color of the container and 5%
pay attention to the sound. In England the respondents
expressed the same opinion like Lithuanian respondents
and, emphasizing the most important sensual attributes of
PEPSI, 63% indicated the taste of PEPSI to be as the
most essential quality for choosing the drink, 17% of the
students in England believe that the smell is the most
important feature for selecting the drink, 11% named the
container of the drink, 6% consider the sound to be the
most important and 14% of the respondents twice more
than in Lithuania emphasize the shape and color of the
drink as the most important quality. It becomes obvious
that in England visual associations of PEPSI brand are
stronger in comparison with Lithuania.

The second feature of importance that was frequently
mentioned in Lithuania was the taste of PEPSI as 41% of
the respondents indicated it, 32% believed the container
of the drink to be rather important and 18% of the re-
spondents enumerated the shape and color of the con-
tainer as very significant. In England the evaluation of the
brand’s attributes according their importance spread
evenly among all the five attributes, just the slight in-
crease was noticed enumerating the importance of the
container of the drink as 37% of the respondents indi-
cated it.

The quality of PEPSI that was very often mentioned
and regarded to be of no importance and having no influ-
ence for the choice of the drink was the sound of PEPSI,
as this was indicated by 64% of the participants in
Lithuania and 66% in England. Low significance of this
quality is confirmed by Figure 6, where the importance of
sound was emphasized just by a small number of the re-
spondents.

The majority of the respondents in Lithuania believe
that the taste of PEPSI is traditional and sweet (34% of
the respondents). A similar number of the respondents
stated that the taste of PEPSI as traditional and of me-
dium sweetness (32%). 25 % of the respondents defined
the taste as exclusive and of medium sweetness and just
9% of the students claim that the taste of PEPSI is exclu-
sively sweet. In England 40% of the respondents believe
that PEPSI is traditionally sweet. It is obvious that PEPSI
is popular due to its sweet taste as the majority of the
respondents both in Lithuania and in England do not con-
sider the taste of the drink to be exclusive.

According the results of the research, it is obvious
that the majority of the respondents do not identify the
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smell of PEPSI as exclusive and making influence on
attitude formation. 48% in Lithuanian and 49% in Eng-
land defined the smell of the drink as undistinguished,
25% of Lithuanians and 40% of British have no opinion
regarding the smell and just 27% of Lithuanians and 11%
of British believe the smell of PEPSI to be unique and
exclusive. Thus, it could be stated that the influence of
the smell for the formation of attitude towards PEPSI
brand is minimal. Lithuanian respondents, who defined
the smell of PEPSI as exclusive, were asked to describe
the smell of the drink and noted that it smells as roasted
caramel (67%), as a sweet (42%) and as vanilla and cof-
fee (17%).

Evaluating the memorizing of the sound while open-
ing a tin of a bottle of PEPSI, it is possible to state that
sound is not memorized by the majority of the respon-
dents as 41% of Lithuanians and 37% of British indicated
this answer. 34% of Lithuanian respondents and 51% of
the British mentioned that they never paid a lot of atten-
tion to this attribute. Only 25% of Lithuanians and 11 %
of English respondents believe that sound is exclusive
and memorable. Considering the results of the research it
can be concluded that sound evokes positive emotions,
conditioning the formation of positive attitude towards
PEPSI brand just for several consumers.

The majority of the respondents indicated that PEPSI
can often be associated with the logotype of blue and red
colors (70% or Lithuanians and 43% of British). Another,
frequently mentioned feature that is associated with
PEPSI is exclusive sweet taste (41% in Lithuania and
29% in England). A smaller percentage of the respon-
dents (39% in Lithuania and 20% in England), who par-
ticipated in the survey believe that PEPSI first of all is
sounding name. 23% of the respondents in Lithuania and
26% of the respondents in England associate PEPSI with
celebrities, advertising the drink. In Lithuanian the re-
spondents relate PEPSI with the attractive smell of the
drink (16%) and the exclusive design of the bottle (18%),
while in England just a very low percentage of the re-
spondents associate PEPSI drink with the features men-
tioned above. While the smell, as it was indicated above,
does not have huge impact on consumer’s attitude to
PEPSI as just a small number of the respondents describe
the smell of PEPSI as exclusive and attractive.

A small plastic bottle appeared to be the most attrac-
tive and popular container of PEPSI drink to the respon-
dents in Lithuania as it was chosen by 36% of the partici-
pants. A glass bottle was less attractive as it was evalu-
ated just by 27% of the respondents. The attractiveness of
a tin and a big plastic bottle of the drink were evaluated
identically as these types of containers were indicated by
18% of the respondents. Draught drink is bought just by
9% of the respondents from Lithuania. Evaluating the
choice of the British students in respect of PEPSI’s pack-
age a glass bottle and a tin were regarded to be as the
most attractive for 37% of the respondents. 14 % of the
students in England choose PEPSI on draught. Compar-
ing the evaluation of PEPSI package in both countries,
the opinion differs while comparing the case with tins
and plastic bottles. The drink in tins is not as popular in
Lithuania as it is in England while in England it was
clearly observed that PEPSI in huge plastic bottles is not



used at all.

Considering the results of quantitative analysis, it
could be stated that the hypothesis that “the youth of
Lithuania and England chooses PEPSI drink because of
its exclusive taste” was partially confirmed as this feature
makes PEPSI more attractive to the respondents in com-
parison with other similar drinks, and this feature is im-
portant while choosing the drink.

The second hypothesis was proved as well stating
that “the attractiveness of PEPSI brand is conditioned by
the logotype, exclusive in design and colors”.

The hypothesis that “the smell of PEPSI makes a big
influence while choosing this drink instead of other” was
not confirmed.

In addition to this, the third hypothesis, stating that
“the sound of the drink evokes positive consumer emo-
tions when they consumer PEPSI” was not proved as
well.

The hypothesis that "PEPSI is distinguished for its
unique containers of an attractive shape, characteristic
only to this brand and attractive shape” was partially
proved as a small number of the respondents relate PEPSI
with a glass bottle of exclusive design and evaluate the
attractiveness of various types of PEPSI packages simi-
larly.

The last hypothesis, stating that “PEPSI brand pos-
sesses all the attributes, necessary to influence consumer
senses* was not proved, as only visual and taste attributes
are efficiently used, seeking to influence emotional reac-
tions of a consumer and form positive attitude to PEPSI
brand. It appeared that sound is used, seeking to influence
consumers during various charity events and associating
PEPSI with popular musicians or other celebrities; how-
ever, the sound of the product itself was not emphasized
as an attractive feature.

The research of the emotional influence for the for-
mation of attitude towards PEPSI brand and the results
obtained prove the fact that the model, developed for in-
dication of emotionally influenced attitude towards a
brand, was confirmed and is suitable while identifying
attitude to a brand and evaluation of separate attitude
elements, influencing the formation of attitude.

Conclusions

Summarizing everything what was completed it is
possible to make the following conclusions:

1. Following the studies, conducted about the con-
ception of attitude and its qualities, and summariz-
ing the opinion, presented by many authors, it
could be noted that attitude is determined as an
achievable, relatively permanent and at the same
time purposeful, gradual, more or less intensive
and motivated consumer’s intention to react to a
particular object.

2. Summarizing the analysis of attitude components
it is possible to state that four ways of attitude
formation exist, depending on the level of con-
sumer involvement. The ways are described by
four hierarchical structures for three components
of attitude, influencing general attitude formation.
Applying impulsive hierarchy, it is possible to
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conclude that attitude could be formed or affected
by intangible attributes of a brand.

. Having completed the studies of attitude sources

and considering their impact on attitude’s feeling
element, and aiming to simplify the research, ana-
lyzing the influence of feelings for attitude forma-
tion, the sources of attitude were divided into three
levels; depending on the fact how much they could
influence emotional characteristics of attitude. Be-
sides, here the conclusion was made that personal
experience, personality and senses influence the
emotional element of attitude most of all.

. Having conducted the analysis of multi-attribute

models of Fishbein’s attitude to an object,
Fishbein and Ajzen’s rational behaviour and the
Ideal point, the conclusion that the identification
and evaluation of significant and preferable attrib-
utes of the brand using the synthesis of such mod-
els as Fishbein’s attitude to an abject and the Ideal
point indicates that this method is appropriate for
indicating consumer’s attitude to a brand.

. The completed analysis of emotional reactions as a

principle source of attitude formation and change
revealed the fact that senses make big influence on
consumer emotions and at the same time attitude.

. Developing the methodology, used while examin-

ing the influence of emotions on consumer attitude
towards a brand, the following items were applied:
Attribute theory, distinguishing internal and exter-
nal characteristic features of attributes; ELM
model, stating that the process of attitude change
begins from the start of the communication with
consumers; impulsive hierarchic structure of three
attitude elements, influencing the formation of
general consumer attitude that emphasizes the im-
portance of emotional reactions as the main aspect
of attitude; and Fishbein’s model of attitude to an
object, enumerating how to complete the evalua-
tion of single brand attributes, seeking to identify
general attitude to the brand.

. The results of the empirical studies revealed the

fact that senses influence the formation of emo-
tionally conditioned attitude of the youth towards
PEPSI brand; however, tangible attributes of the
product as well as convictions related with the
product are not less significant. On the basis of the
results it could be stated that consumers have no
negative attitude towards PEPSI brand and form-
ing the attitude to the product consumer convic-
tions and senses, stipulated by the drink, are
equally important.

. After the empirical research it became obvious that

consumers, while choosing the drink, do not reject
the importance of emotions, evoked by PEPSI,
still, the qualities, defining the ratio of the price of
the drink selected and its quality attracts the big-
gest attention; thus, consumer emotions are influ-
enced by attitudes that consumers tend to relate
with high quality of the drink most of all.

. The analysis of the most essential senses, deter-

mining the attitude of the youth to PEPSI brand
indicates the fact that PEPSI is attractive due to



such sensual qualities as taste, attractive visual
presentation of the brand, though the importance
of other senses is not emphasized as they are not
considered to be as exclusive in respect of other
similar drinks. Therefore, it is possible to conclude
that PEPSI brand does not possess all the attributes
necessary to influence consumer attitudes or con-
sumers do not evaluate the significance of these at-
tributes; thus, the development of PEPSI attributes
from the perspective of all the senses, perceived
by the man, is necessary.
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Vartotoju pozitirio ir prekés Zenklo sasajos: emocinis aspektas
Santrauka

Sparcios globalizacijos ir stipréjancios konkurencijos salygomis
vis sunkiau paveikti vartotojo pozifirj j prekés zenkla. Taigi iSkyla
butinybé ieskoti alternatyviy vartotojo poveikio priemoniy, padésian-
¢iy suformuoti vartotojo pozitri. Empiriniais tyrimais jrodyta, kad
vartotojams daznai budingos tam tikros emocijos prekiy ar paslaugy
atzvilgiu ir kad prekés kaina bei praktiné jos nauda nebéra vieninte-
liai prekés pasirinkimo veiksniai. Vartotojy potyriai, susidiirus su
preke ar prekés zenklu, vadinami emocijomis, kurios gali skirtis savo
intensyvumu ir keistis priklausomai nuo prekés ar situacijos. Taciau
emocijy ir jausmy jtaka pozitrio formavimui yra dar palyginti menkai
iStirta ir atsiranda biitinybé tyrinéti pojucius kaip emocijy paveikto
pozitrio $altinj. Todél straipsnyje sprendziama problema, susijusi su
emocijy jtakos vartotojy poziiirio i prekés zenkla formavimui.

Straipsnio tikslas — teoriniu lygmeniu i$tyrus ir apibendrinus
vartotojy pozitirio ir prekés zenklo sasajas emociniu aspektu, jas
empiriskai pagrjsti PEPSI prekeés zenklo pavyzdziu.

Straipsnio objektas — vartotojy poziarj ir prekés Zenkla siejan-
¢ios emocinés s3sajos.

Tyrimo metodika — mokslinés literatiiros $altiniy, periodikos,
virtualiyjy duomeny baziy sisteminé ir lyginamoji analizé¢. Empirinis
tyrimas atliktas kiekybiniu tyrimo metodu — asmeniné apklausa, tiesi-
né ir kryzminé empirinio tyrimo rezultaty analizé.

Siekiant iSryskinti vartotojy pozitrio ir prekés zenklo sasajas
emociniu aspektu, pirmiausia atskleidziama poziario kaip vartotojy
elgsenos kintamojo konceptualioji esmé. Pozilirio sampratos studijos
rodo, kad poziliriai yra susij¢ su asmenimis, objektais ar elgsena,
kurie yra individo suvokiamo pasaulio dalis. Apibendrinant Liudon ir
Della Bitta (1993), Solomon, Bamossy ir Askegaard (2002), Schif-
fman ir Kanuk(2004) nuomone¢ bei i$skiriant pagrindines pozitirio
savybes, galima teigti, kad tiksliausiai poziiiris apibréziamas kaip
pastovus jgyjamas (suzZinomas) ketinimas palankiai arba nepalankiai
reaguoti j tam tikrq objektq ar jy grupe. Kaip teigia Schiffman ir
Kanuk (2004), individas tam tikros elgsenos atzvilgiu gali turéti daug
skirtingy pozitiriy, kurie kis priklausomai nuo konkrecios situacijos.
Taigi akivaizdu, kad analizuojant pozifrius biitina jvertinti situacija,
kuri gali paveikti vartotojo elgsena. Siekdami suvokti pozilirio ir
elgsenos santykj, psichologai daznai bando sukurti modelius, kurie
aiskiai apibrézty poziiirio sudedamasias dalis. Remiantis Schiffman ir
Kanuk (2004) pateiktu trikomponenciu poziirio modeliu, galima
teigti, kad poziiirj sudaro trys pagrindiniai komponentai: pazinimo
dedamoji, emociné dedamoji ir ketinimy dedamoyji.

Kadangi vis dazniau pabréziama emociniy reakcijy kaip pagrin-
dinio pozitirio formavimo aspekto reik§mé, iskyla svarba impulsyvio-
sios hierarchinés struktiiros, teigiancios, kad elgseng lemia jausmai, o
tik po to atsiranda poziiirj formuojantys jsitikinimai. Remiantis im-
pulsyviaja hierarchija, pozilirj galima formuoti arba jj paveikti nema-
terialiais prekés zenklo atributais.

Atskleidziant pojuciy kaip poziiirio formavimg ir kaita veikian-
¢io $altinio konceptualiaja esme, remiamasi Lindstrom (2005) penkiy
zmogaus pojiuciy teorija. Jis (2005) nurodo nauja pozitrj j prekés
zenklo i$skirtinuma. Lindstrom pabrézia visy penkiy zmogaus poji-
¢iy svarbg siekiant sukurti prekés zenklo isskirtinuma bei sitilo nuo
tradiciniy komunikacijos priemoniy pereiti prie juslinio, emocijomis
pagristo komunikavimo. Apibendrindamas jutiminio prekés zenklo
teorija Lindstrom visa démesj sutelkia | penkis Zzmogaus pojucius —
regé¢jima, klausa, kvapa, lytéjima ir skonj. Autoriaus teigimu, $iuolai-
kin¢je komunikacijoje su vartotoju visiSkai nejvertinama pojuciy
svarba ir jy vaidmuo didinant prekés Zenklo patraukluma. Lindstrom
atlikti tyrimai atskleidé, kad kuo daugiau jutiminiy charakteristiky
itraukiama kuriant prekés zenkla, tuo gilesnius emocinius potyrius jo
vartojimas sukelia. O kuo stipresni ir daznesni emociniai i§gyveni-
mai, tuo vartotojas tampa labiau prisiriS¢s prie prekeés zenklo. Tokie
Lindstrom (2005) atlikty tyrimy rezultatai pagrindzia pojiciy daromq
itakq vartotojy poziuriui j prekés zenklq ir sudaro pagrindg modelio,



padésiancio nustatyti emocijy jtakq poziuriui j prekés Zenklg.

Remiantis atlikta pozitirio kaip vartotojy elgsenos kintamojo ir po-
zitirio formavimo bei kaitos modeliy, ir aprasytaja emocijy kaip pozit-
rio formavimo bei kaitos Saltinio analize, suformuluojama emocijy
raiskos formuojant vartotojy poziiirj j prekés zenkla tyrimo metodika.

Tiriant emocijy jtakg pozitrio | prekés Zenkla formavimui tai-
komos bendrosios vartotojy poziiirio tyrimy metodologinés nuostatos.
Atliekant pojuciais pagristy emocijy jtakos vartotojo pozitirio forma-
vimui tyrimg, remiamasi Schiffman ir Kanuk, Engel, Blackwell ir
Miniard, Loudon ir Della Bitta ir kity autoriy apibréztu trielemenéiu
pozitrio traktavimu bei Solomon, Loudon ir Della Bitta, Robertson,
Schiffman ir Kanuk, Lindstrom isskirtais pozitirio formavimui jtaka
daranéiais Saltiniais. Kuriant emocijomis paremto poziiirio | prekés
zenkla jvertinimo modelj, remtasi Kardes (2002) ir Kelley (1973)
nagrinétomis atributy teorijomis, Petty, Cacioppo ir Schuman (1983)
pateiktu ELM modeliu ir Solomon (2002) trijy poziurio elementy
itakos bendram vartotojy poziiiriui impulsyviaja hierarchine struktii-
ra. Reik§mingy prekés zenklo atributy atrankai ir jvertinimui atlikti
bus remiamasi Fishbein poZiirio j objektq modeliu.

Tyrimo tikslas — jvertinti pojuciy jtaka formuojant emocijomis
pagrista jaunimo pozitirj | PEPSI prekés zenkla. Pries atliekant tyrima
buvo ikeltos tokios hipotezés:

1. Lietuvos ir Anglijos jaunimas renkasi PEPSI gérima dél is-

skirtinio jo skonio;

2. PEPSI prekés zenklo patraukluma salygoja iSskirtinio dizaino

ir spalvos logotipas;

3. PEPSI gérimo kvapas turi didele jtaka renkantis §j gérima i$
kity gazuoty gérimy ;

Vartotojams teigiamy emocijy vartojant PEPSI sukelia géri-

mo skleidziamas garsas;

5. PEPSI tara pasizymi unikalia, tik $iam prekés zenklui badin-
ga ir vartotojui patrauklia forma;

6. PEPSI prekés zenklas turi visus vartotojo pojuc¢iams paveikti
reikalingus atributus.

Tyrimo metodas. Kiekybiniam pojt¢iy jtakos Lietuvos ir Angli-
jos studijuojancéio jaunimo poziiiriui j prekés zenklg tyrimui buvo
pasirinktas apklausos metodas. Apklausai atlikti sudaryta anketa.

Imties atranka ir dydis. Prie$ atliekant tyrima buvo nustatyta ti-
riamoji visuma, t.y. Kauno technologijos universiteto Ekonomikos ir
vadybos fakulteto bei Anglijos Mancesterio universiteto Marketingo
mokyklos (Manchester Metropolitan University, School of Food, Con-
sumer, Tourism and Hospitality Management) studentai. Daroma prie-
laida, kad KTU studenty nuomoné atspindi visos Lietuvos studenty
paziiiras, o Mancesterio universiteto studenty nuomone¢ galima sutap-
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dinti su visos Anglijos studenty pazitiromis. Tyrimo imties atrankai
naudotas netikimybinis atrankos metodas — kvotiné atranka. Remiantis
minétu imties atrankos metodu, atsizvelgus j demografinius ir geografi-
nius klasifikavimo pozymius, i tyrimo imtj jtraukti Kauno technologijos
universiteto Ekonomikos ir vadybos fakulteto 3 kurso marketingo spe-
cialybés studentai (21-22 metai) bei Anglijos Mancesterio universiteto
Marketingo mokyklos 3 kurso studentai, lankantys marketingo paskai-
tas (21-22 metai). Taigi apskai¢iuota tyrimo imtis yra 120 Zmoniy (60
studenty Anglijoje ir 60 studenty Lietuvoje).

Remiantis kiekybinio tyrimo rezultatais, galima teigti, kad i§ da-
lies pasitvirtino hipotezé, jog ,,Lietuvos ir Anglijos jaunimas renkasi
PEPSI gérimg dél isskirtinio jo skonio*, nes biitent §i charakteriska
respondentams daro PEPSI patrauklesnj nei kiti panasiis gérimai ir
yra svarbi renkantis gérimus. Pasitvirtino ir antroji hipotezé, kad
~PEPSI prekés zZenklo patrauklumq sglygoja isskirtinio dizaino ir
spalvos logotipas®. Hipoteze, kad ,,PEPSI gérimo kvapas turi didelg
jtakq renkantis 5j gérimq is kity gazuoty gérimy “, nebuvo patvirtinta.
Nepasitvirtino ir tre¢ioji hipotezé, teigianti, kad , vartotojams teigia-
mas emocijas vartojant PEPSI sukelia gérimo skleidziamas garsas®.
Hipoteze, kad ,, PEPSI tara pasizymi unikalia, tik Siam prekés zZenklui
bidinga ir vartotojui patrauklia forma“, pasitvirtino i§ dalies, nes tik
maza dalis respondenty PEPSI sieja su iSskirtinio dizaino stikliniu
buteliuku ir jvairias galimas gérimo pakuotes pagal patraukluma
vertina vienodai. seétoji hipoteze, teigianti, kad ,,PEPSI prekés Zenk-
las turi visus vartotojo pojiuciams paveikti reikalingus atributus*
nepasitvirtino, nes efektyviai naudojami paveikti vartotojy emoci-
néms reakcijoms, siekiant suformuoti teigiama pozitirj | PEPSI prekés
zenkla, yra tik vizualiniai ir skonio atributai. Garsais paveikti vartoto-
ja bandoma rémimo priemonémis, susiejant PEPSI su garsiai muzikos
atlikéjais ar kitomis garsenybémis, taciau pats prekés skleidziamas
garsas néra akcentuojamas kaip patraukli charakteristika.

Atliktas emocijy jtakos formuojant poziirj j PEPSI prekés zenk-
la tyrimas bei gauti jo rezultatai jrodo, kad sukurtas pojiciy sqlygoty
emocijy jtakos,. poZiariui j prekés Zenklg nustatymo modelis pasitvir-
tino ir yra tinkamas pozitiriui j prekés zenkla nustatyti bei atskiry
pozitrio elementy jtakai formuojant pozifirj jvertinti. Remiantis nu-
statytais vartotojy jsitikinimais ir jausmais j PEPSI prekés zenkla,
galima teigti, kad straipsnyje pateiktas modelis gali biti panaudotas
ne tik pozitiriui ] PEPSI prekés zenkla nustatyti, bet ir j kitiems pre-
kés zenklams. Kadangi visi prekés zenklai pasizymi tam tikrais varto-
tojui daugiau ar maziau reikSmingais atributais, kuriuos nulemia
isitikinimai, $iy atributy svarba, remiantis pojuciy daroma jtaka,
galima nustatyti bet kokiam prekés zenklui, tiek plataus vartojimo,
tiek ir prabangos prekei.

Raktazodziai: vartotojy elgsena, vartotojy poziiiris, prekés Zenklas, emoci-
Jjos, pojiciai.
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