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Abstract

The present study investigated the effects of focus on consumers’ attitudes and buying

intentions. For these purposes, researcher compare the attitudes and buying intentions by focus
groups after presenting cognitive and affective product informations about a cellular-phone.

The results of present experiment were as follow:
First, cognitive focus led to highest cognitive attitude and affective focus also led to highest

affective attitude.
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Second, It was highest buying intention in an affective focus and lowest in a non-focus.

Third, a cognitive focus resulted in more cognitive words being recalled, by comparison with an

affective focus, whereas an affective focus resulted in more affective words being recalled, by

comparison with a cognitive focus. But they were not significant.
These results show that cognitive and affective focuses lead to different attitudes that differ in

their basis. An attitude formed in an affective focus results in a stronger buying intention than an

attitude formed in an cognitive focus. The present findings also suggest that the different focus

conditions result in different attitudes and buying intentions being formed, and to be diluting but

to more enduring effects.
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