
139© The Academy of Marketing Science 2016 
M.D. Groza, C.B. Ragland (eds.), Marketing Challenges in a Turbulent 
Business Environment, Developments in Marketing Science: Proceedings 
of the Academy of Marketing Science, DOI 10.1007/978-3-319-19428-8_40

      When Do Measured Attitudes Refl ect 
Past Behavior?       

       Jaebeom     Suh     ,     Ji     Hye     Kang     ,     Swinder     Janda     , and     Junsang     Ahn    

    Abstract     Building on current literature on the effect of measurement order, this 
study aimed to examine the effect of measurement order on the correlation among 
measured constructs of attitude, cognition, and past behavior. We particularly focus 
on the effect of past behavior, as a knowledge activator, on the attitude formation 
since research also demonstrates that past behavior, in addition to attitudes, can be 
a good predictor of future behavior. The current study suggested that when cogni-
tions were measured prior to attitudes, the results were consistent with the attitude 
construction process. Perhaps the most interesting fi nding is that the self-reported 
behavior predicts the self-reported attitudes only when the measurement of the for-
mer precedes the latter. Measuring behavior upfront, prior to attitudes, can weaken 
the attitude-behavior consistency.      
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