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VISPARIGS DARBA RAKSTUROJUMS

Pétijjuma aktualitate: Promocijas darba aktualitate atspogulo
attieksmju pret zimolu izp&tes miusdienigas tendences socialaja psihologija
starpdisciplinara konteksta. Attiecksmju pret zimolu (brand attitude) izpéte ir
viena no biezak apliikotajam zinatniskajam témam, jo attieksmes nosaka
paterétaju uzvedibu, ietekmé paterétaju lémumu pienemsanas procesus; veicina
kognitivo mehanismu (eksplicito un implicito procesu) padzilinatu izpratni, kas
balstas uz attiecksmju konstrukta izveidi.

Promocijas darba zimols tick apliikots ka sociali psihologisks
fenomens, kura izp&te balstas uz dzilu teorétiski metodologisko analizi, noradot,
ka zimols ir socialas izzinas objekts kopa ar citiem sociali psihologiskajiem
fenomeniem. Analizgjot tadus psihologiskos konstruktus ka zimols, attieksme
pret zimolu, Tpasa uzmaniba tiek pieversta instrumentarija izstradei, kas
nodro§ina atticksmju mé&rjjumus pret zimoliem (piemé&ram, atticksmes pret
Latvijas un arzemju partikas produktu zimoliem).

Zimola konstrukta izpétes aktualitati nosaka gan socidlas, gan
praktiskas un zinatniskas ekspektacijas, kas $o konstruktu apliko ne tikai
atseviskas psihologijas nozarés, pieméram, socialaja psihologija (sociala izzina),
kognitivaja psihologija, ekonomiskaja psihologija, bet arT citas jomas
(marketings, patérétaju uzvediba) (Aaker, 1993, 1997, 2003; Kotler & Keller,
2012; Kapferer, 2012; Folomeyeva, 2012; Jarrar, 2015; Pozharliev, Verbeke, &
Bagozzi, 2017; Antonova & Patosha, 2018; Davies, Rojas-Mendez, Whelan,
Mete, & Loo, 2018; Zhang, 2020; Ying, Yutong, Mingliang, & Andi, 2021).

Tradicionali, ipasi marketinga un patérétaju uzvedibas joma, zimols tiek
definéts ka “vards, termins, zime, simbols vai dizains, vai to kombinacijas, kas
palidz identificét produktu vai pakalpojumu un diferencét noteiktu produktu no
citiem alternativiem produktiem” (Kotler, 2000, p. 404). Sociali psihologiskas
pieejas konteksta zimols tiek apliikots ka socialas izzinas objekts, kuru raksturo
divi aspekti, no vienas puses, zimols tiek apliikots ka materializets objekts, no
otras puses, ka t€ls, t.i., ka socialas uztveres rezultats (Heding, Knudtzen, &
Bjerre, 2009; Wu, 2011; Kervyn & Susan, 2012; Antonova & Patosha, 2018;
Kervyn, Fiske, & Malone, 2022).

Zimola t€ls ir viens svarigakajiem psihologisko p&tijumu priekSmetiem,
kas biezi tiek aplukots ka personibas iezimju kopums, kas asoci€jas ar zimola
telu (Aaker, 1997); tiek aplakots saikné ar “Es”-koncepciju (Aaker, 1997; Sirgy,
1998; Swaminathan, Page, & Gurhan-Canli, 2007; Shavitt, Torelli, & Wong,
2009; Salimi & Khaniari, 2018); tiek pétits saikné ar personibas iezimém, kas ir
svarigs aspekts l@muma pienemsanas procesa izpété (Zabkara, Arslanagic-
Kalajdzic, Diamantopoulos, & Florack, 2017; Plotka, Urbane, & Blumenau,
2022); tiek petits saikn€ ar paterétaja personigo indentitati un socialo identitati
(Maurya & Mishra, 2012; McGowan, Hassan, & Shiu, 2017; Hamadneh, Hassan,
Alshurideh, Kurdi, & Aburayya, 2021).
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Teoretiska analize parada, ka zimola tEls parasti tieck modeléts,
balstoties uz kognitiviem un emocionaliem aspektiem, kur kognitivas un
emocionalas funkcijas var aktivizéties apzinati un neapzinati (Bagozzi, Batra, &
Ahuvia, 2017; Li, 2022), tapéc promocijas darba Tpasi svarigi ir aplikot zimola
télu ka socialas uztveres rezultatu, ka socialo attieksmi (Fomoleyeva, 2012;
Konecnik & Gartner, 2013; Agapito, Valle, & Mendes, 2013; Antonova &
Patosha, 2018).

Attieksmes konstrukts ir viens no svarigakajiem socialas psihologijas
izpetes fenomeniem, jo nosaka subjekta uzvedibu dazadas socialas dzives jomas,
tai skaitd paterétaju uzvedibu. Analizgjot attiecksmju pret zZimoliem pétijumus,
tiek novérota ta saistiba ar favoritismu (favoritism) (Maison & Maliszewsk,
2016); paScienu (self - esteem) (Dimofte, Goodstein, & Brumbaugh, 2015),
patérétaju socialo identitati (consumer social identity) (Maurya & Mishra, 2012;
Dimofte, Goodstein, & Brumbaugh, 2015; McGowan, Hassan, & Shiu, 2017;
Hamadneh, Hassan, Alshurideh, Kurdi, & Aburayya, 2021); patérétaju
etnocentrismu (Maison & Maliszewsk, 2016; Maison, Ardi, Yulianto, &
Rembulan, 2018).

Misdienu kognitivie psihologi attieksmi apliko ka objekta kopgjo
novertgjumu, kas izriet no kognitivas, emocionalas un uzvedibas informacijas
(Plotka, lgonin, & Blumenau, 2016; Maio, Haddock, & Verplanken, 2018). Saja
konteksta attieksme pret zimolu (brand attitude) tiek definta ka paterétaja
visparigs zimola novértéjums (Bruhn, Schoenmueller, & Schafer, 2012). Si
definicija paredz tris bitiskas atticksmes sastavdalas (kognitivo, afektivo un
uzvedibas), kas veido visparinatu atticksmes noveértéjumu un norada uz tas
vispargjo struktiiru. No vienas puses, attieksmes procesa aktivizacija atmina var
pieprasit kognitivo piepiili, un ta var bat kontroléta, no otras puses, ta var bt
spontana, automatiska. Pirmaja gadijuma tiek apliikota eksplicita atticksme,
otraja — implicita atticksme.

Kops 20. gadsimta 90. gadu vidus socialaja psihologija intensivi attistas
implicttas socialas izzinas joma. Nenoliedzami, ka $aja joma Ipasi sasniegumi ir
attieksmju divu procesu modelu izstradei, kas balstas uz dazadiem kognitivo
procesu mehanismiem. Vienas attieksmes modelis: MODE modelis (Motivation
and Opportunity as Determinants model) (Fazio, 1990, 2007; Fazio, Jackson,
Dunton, & Williams, 1995; Olson & Fazio, 2009); Divu attieksmju modelis (The
model of dual attitudes, Wilson, Lindsey, & Schooler, 2000); Meta-kognitivais
modelis (Meta — Cognitive Model (MCM), Petty & Brinol, 2006; Petty, Brinol,
& DeMarree, 2007); Asociativi- propozicionalais modelis (Associative—
propositional evaluation model (APE), Gawronski & Bodenhausen, 2006, 2007).

Turpmaka zina$anu attistiSana par tradicionalajiem attieksmju divu
procesu modeliem tika veikta, pateicoties kognitivas neirozinatnes
sasniegumiem, ipasi verSot uzmanibu uz Atmipas sistému modejla (Memory
Systems model (MSM) izstradi (Amodio & Berg, 2018)). Tapéc radas iespgja
aplukot implicttas asociacijas ne tikai ka automatiskas, afektivas, bet art ka
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automdtiskas, kognitivas un instrumentalas, kas kopuma veido implicito
attieksmju saturisko pamatu (Amodio & Mendoza, 2010; Amodio & Ratner,
2011; Amodio, 2019; Urbane et al., 2021).

Lai nodros§inatu psihologisko konstruktu mérijumus, psihologija eksiste
dazadas meérjjumu metodes: eksplicitas pasnovertejuma procediiras un implicitas
mérjuma metodes. Eksplicitas pasnoverte§juma procediras tiek aplikotas ka
tieSas, netieSas, simboliskas, apzinatas, kontrolgjamas; savukart, implicitas
mérjjumu metodes ka netieSas, nesimboliskas, neapzinatas un automatiskas
(Petty, Fazio, & Brinol, 2008; Moors, Spruyt, & Houwer, 2010).

Izpratne par attieksmé&m, kas pamatojas ne tikai uz propozicionaliem,
bet arT uz asociativiem procesiem, mudinaja radit jaunas (implicitas) mérijjumu
metodes attieksmju merfjjumiem. NetieSo mérjjumu rezultats nav atkarigs no
dalibnieku apzinatas kontroles (jo dalibnieki netiek informéti, kas tiesi tiek
merits), bet balstas uz reakcijas laiku (reaction time, RT) (Fazio, 1990; Smith &
Zarate, 1990; Gawronski & Brannon, 2019). Paslaik implictto mérijjumu metodes
strauji attistas, un tam ir eksperimentals pamatojums (Greenwald, Brendl,
Cvencek, & Friese, 2021).

Attieksmju merjjumiem biezak izmantotais instruments ir implicttais
asociativais tests (IAT) (Greenwald et al., 1998) un ta modifikacijas. IAT ir
datorizets instrumentarijs, kur§ méra automatiskas asociacijas starp konceptu
pariem, kuras tiek definétas ka kategorijas un atribaiti (American Psychological
Association, [APA], 2009). IAT raksturojosa pamata ideja postulg, ka atras un
precizas atbildes sniegt ir vieglak, ja starp kategorijam un atribiitiem eksiste
stipras asociacijas. IAT pamatizstrades nosaka, ka biezi lietojamas kognitivas
asociacijas veicina informacijas kognitivo apstradi, ar kuru ta tiek asociéta.
Stimulu konkurence izpauZas automatisma konflikta — ja subjektam raksturiga
tendence asociét specifisku kategoriju ar pozitiviem vardiem, tad lai tos varétu
saistit ar negativiem vardiem, ir japarvar esoSais ,,pozitivais” automatisms
(Plotka et al., 2016; Greenwald, Brendl, Cvencek, & Friese, 2021).

Metodologiskos sasniegumus implicitas socialds izzinas joma var
izmantot arl paterétaju atticksmju merfjumos, 1pasi pé&tot atticksmes pret
zimoliem (Dimofte, Goodstein, & Brumbaugh, 2015; Plotka, Urbane, &
Blumenau, 2015; Urbane, Plotka, Blumenau, & Igonin, 2021; Fuduric, Varga,
Horvat, & Skare, 2022). Vairaki pétnieki, kuru p&tijumi veltiti pat€rétaju
attiecksmju izpé€tei, atzist, ka implicito metozu izmantoSana ir svarigs un
perspektivs metodologisks instruments. P&tTjumi ir nepilnigi, ja tiek nemta véra
tikai apzinata informacijas apstrade, ir janem vera arT informacijas automatiska
apstrade (Dimofte, 2010; Dimofte, Goodstein, & Brumbaugh, 2015; Plotka,
Urbane, & Blumenau, 2015; Urbane et al., 2021; Fuduric, Varga, Horvat, &
Skare, 2022).

Attistoties un paplaSinot implictto attieksmju mérjjumu izmantoSanu
(Greenwald, McGhee, & Schwartz, 1998), pétnieki nonaca pie atzinas, ka
attieksmju implicitie un eksplicitie me&rfjumi var sniegt dazadus rezultatus pret
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vienu un to paSu atticksmes objektu (Rohner & Bjorklund, 2006; Perkins,
Forehand, Greenwald, & Maison, 2008; Plotka, Urbane, & Blumenau, 2015;
Urbane et al., 2021). Pétnieki atzist, ka paterétaju atticksmju izpeteé IAT ka
implicitai meérjjumu metodei ir pietiekami labi psihometriskie raditaji (Maison,
Greenwald, & Bruin, 2004; Greenwald, Poehlman, Uhlmann, & Banaji, 2009;
Greenwald & Lai, 2020; Greenwald, Brendl, Cvencek, & Friese, 2021). Turklat
tiek atzits, ka patérétaju atticksmém tiek noverota pietickami augsta korelacija
starp implicitajiem un eksplicitajiem mérijjumu rezultatiem (Greenwald et al.,
2009; Forscher, Lai, Axt, Ebersole, Herman, Devine, & Nosek, 2019; Gawronski
& Brannon, 2019).

Paterétaju attieksmju izp@tes joma ir novérojams mérijjumu procediiru
deficits, kuras tiek izmantotas gan implicitas, gan eksplicitas metodes.
Teorétiskas analizes apkopojums lauj apgalvot, ka izmantojot implicitas
mérijjumu metodes, atticksmes pret zimolu galvenokart tika pétitas ka
viendimensionals konstrukts, kur galvena uzmaniba tika vérsta uz implicito
afektivo asociaciju mérijumiem (Brunel, Tietje, & Greenwald, 2004; Maison,
Greenvald, & Bruin, 2001, 2004; Perkins et al., 2008; Maison & Maliszewsk,
2016; Maison & Gregg, 2016; Tseng, Balabanis, & Liu, 2018). Patérétaju
implictto attieksmju izp&tes joma pé&tnieki v&r§ uzmanibu uz nepiecieSamibu
eksperimentali izpetit attieksmes pret zimolu ka daudzdimensionalu konstruktu,
kas ietver atticksmes afektivo un kognitivo komponentus. Jaunais
metodologiskais prieksstats (Amodio & Berg, 2018; Amodio, 2019) deva iesp&ju
darba autorei izstradat jaunu, specifisku instrumentariju, lai izm&ritu implicttas
afektivas un implicitas kognitivas asociacijas pret Latvijas un arzemju partikas
produktu zimoliem.

Pétijuma meérkis: eksplicito un implicito attieksmju izp&te pret
Latvijas un arzemju partikas produktu zimoliem, izmantojot izstradato implicito
un eksplictto attieksmju mérijumu metodologiju.

Pétijuma priekSmets: eksplicito un implicito attieksmju afektivo un
kognitivo komponentu izpéte pret Latvijas un arzemju partikas produktu
zimoliem (turpmak — pret Latvijas un arzemju produktu zimoliem).

Pétijuma jautajumi:
1. Vai pastav atbilstiba starp implictto un eksplictto attieksmju merjjumu
rezultatiem pret Latvijas vai arzemju produktu zZimoliem, kas iegiiti ar IAT

eksperimentalo procediru un atbilstoSu paSnoverte§jumu procediru
palidzibu?

Latvijas vai arzemju produktu zimoliem, kas iegiitas ar Afektiva IAT,
Kognitiva IAT un Es-koncepta IAT palidzibu?
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Kadu ieguldijumu implicitaja atticksmg, kas ieglita ar Es-koncepta IAT
palidzibu, sniedz atticksmes emocionalais un kognitivais komponents, kas
izmeriti ar Afektiva IAT un Kognitiva IAT palidzibu?

Kadi vispargjie faktori veido pamatu mijsakaribai starp attieksmju merjjumu
rezultatiem, kas iegtti ar Afektiva IAT, Kognitiva IAT, Es-koncepta IAT,
eksplicitas afektivas procediras un eksplicitas kognitivas procediras
palidzibu?”

Kads ir patérétaju implicitas un eksplicitas “vispargjas” attieksmes saturs
pret Latvijas un arzemju produktu zimoliem? Kada ir atskiriba starp tam? Ar
ko atSkiras to afektivais un kognitivais komponents?”’

Kads ir patérétaju implicito un eksplictto preferencu sadalijums pret Latvijas
un arzemju produktu zimoliem? Kads ir paterétaju eksplicito preferencu
sadalijums pret Latvija vai arzemé&s razotiem produktiem?

Kada ir izstradata instrumentarija (Afektiva IAT, Kognitiva IAT, Es-
kocepta IAT, eksplicitas afektivas procediras, eksplicitas kognitivas
procediiras) ticamiba, lai izméritu implicitas un eksplicitas attieksmes pret
Latvijas un arzemju produktu zimoliem?

Petijjuma metodes:

Implicita Asociativd testa eksperimentalas procediras:

Afektivais implicitais asociativais tests (4Afektivais IAT), kas mera Latvijas un
arzemju produktu zZimolu automatiskas, afektivas asociacijas ar atribiitiem,
kuriem raksturiga pozitiva vai negativa valence (Urbane et al., 2021).
Kognitivais implicitais asociativais tests (Kognitivais IAT), kas méra Latvijas
un arzemju produktu zimolu automatiskas, kognitivas asociacijas ar
atribitiem, kas raksturo produktu cenu un kvalitati (Urbane et al., 2021).
Es-koncepta implicitais asociativais tests (Es-koncepta IAT), kas méra
automatiskas asociacijas starp kategorijam: “ES” (es, mans, mangjs, savs,
savejs) un “Citi” (citi, vinus, viniem, vini, svesie) un atribiitiem, kas raksturo
Latvijas vai arzemju produktu zimolus (Urbane et al., 2021).

Pasnovertejuma procediiras:

Eksplicita afektiva procediira, kas méra eksplicitas preferences pret Latvijas
vai arzemju produktu zimoliem, balstoties uz bipolaro Ipasibas vardu
novert&jumu, kas raksturo zimola uztveres afektivas iezimes (Urbane et al.,
2021).

Eksplicita kognitiva procedira, kas méra eksplicitas preferences pret Latvijas
vai arzemju produktu zimoliem, balstoties uz bipolaro 1pasibas vardu
novertgjumu, kas raksturo zimola uztveres kognitivas (cena, kvalitate)
iezimes (Urbane et al., 2021).



o Sociali-demografiska aptauja, kuras mérkis ir noskaidrot sabiedribas
viedokli un uztveri par Latvija un arzemes razotiem partikas produktiem
(Urbane, 2021).

o Zimolu atpazistamibas anketa, kuras merkis ir noskaidrot, cik liela mera
dalibnieki ir pazistami ar Latvijas un arzemju zZimolu logotipiem un to
partikas produktiem (Urbane, 2021).

Datu analizes metodes:

Matematiskas statistikas datu apstrades metodes (IBM SPSS Statistics
26.0): Aprakstosa statistika. Galveno tenden¢u raditaju aprékinasana, variacijas
raditaju aprékinasana, asimetrijas un ekscesa ar to standartklidam aprékinasana.
Datu sadalijuma atbilstiba normalajam sadalijumam parbaude: Kolmogorova-
Smirnova tests, Sapiro-Vilka tests; D’Agostino-Pirsona Omnibus tests;
Diagrammas ar normala sadalfjuma Iikni; KastiSu diagrammu (Boxplots) izp&te.
Biezuma analize: (1) “¢"- tests - Fisera lenkiska transformacija (Fisher’s angular
transformation)”; (2) Pirsona hi-kvadrata” (y?) tests (Pearson’s Chi-Square Test
of Independence). (3) Hi kvadrata piemérotibas tests (Chi-Square Goodness-of-
Fit Test). Koreldacijas analize: Pirsona korelacijas koeficienti; Pirsona korelacijas
koeficientu salidzinajums ar Z-testu; Parcialie korelacijas koeficienti;
daudzfaktoru regresijas analize. Faktoru analize: Galveno komponentu metode,
Varimax rotacijas metode ar Kaizera normalizaciju (Rotation ‘s method Varimax
with Kaiser Normalization). Efektu izméri.

Pétijuma dalibnieki:

203 dalibnieki vecuma no 16 lidz 60 gadiem. Vecuma mediana Mdn =
34.0, M = 33.5, SD = 9.83. Dzimums: 75 viriesi (38%) vecuma no 18 lidz 57
gadiem, Mdn = 34.0, M = 32.1, SD = 8.78) un 124 sievietes (61%) vecuma no 16
lidz 60 gadiem, Mdn = 35.0, M = 34.4, SD = 10.3). Izglitiba: 34 (17%)
dalibniekiem — vidgja izglitiba, 58 (29%) — nepabeigta augstaka, 77 (38%) —
bakalaura grads, 34 (178%) — magistra grads. Gimenes stavoklis: 103 (51%) — ir
lauliba, 96 (47%) — nav lauliba. Nodarbinatiba: 143 (70%) — strada, 59 (29%) —
macas. Ménesa iendakumi (eiro) uz vienu cilvéku: 28 (14%) dalibniekiem
ienakumi uz vienu cilvéku ménest mazak par 500 eiro, 124 (61%) — no 500 lidz
1000 eiro, 51 (25%) — vairak ka 1000 eiro ménesi.

Darba zinatniska novitate un nozimiba:

Tika izstradata metodologija, lai veiktu implicito un eksplicito
attieksmju mérijjumus pret Latvijas un arzemju produktu zimoliem. Tika
konstruétas dazadas implicita asociativa testa (IAT) eksperimentalas procediiras
(Afektivais TAT, Kognitivais IAT un Es-koncepta IAT) un pasnovert€juma
procediiras (eksplicita afektiva procediira un eksplicita kognitiva procediira).

= <

Izmantojot faktoru analizi, tika izveidota implicita “vispargja” un eksplicita


https://statistics.laerd.com/spss-tutorials/chi-square-goodness-of-fit-test-in-spss-statistics.php
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“vispargja” attiecksme pret zimolu ka divi neatkarigi konstrukti, kas implicitas
socialas izzinas divu procesu teorijas atbilst Divu attiecksmju modelim. Tika
pieradits, ka implicitas “vispargjas” atticksmes pret zZimolu saturs galvenokart
balstas uz asociativajiem procesiem, savukart, cksplicitas “vispargjas”
attieksmes pret zimolu saturs — Uz propozicionalajiem procesiem. Teorgtiski un
empiriski tika pamatota implicito afektivo un implicito kognitivo asociaciju
izmantoSana attieksmju pret produktu zimoliem mérijumu veikSanai, kas ir
implictto attieksmju saturiskais pamats.

- =W

Aizstavesanai izvirzitas tézes:

1. Tika konstrugtas implicito asociativo testu (IAT) eksperimentalas
procediras: Afektivais un Kognitivais IAT, kas méra automatiskos afektivos
un kognitivos procesus, kuri ir pamata implicitam atticksm&m pret Latvijas
vai arzemju produktu zimoliem. Tika izstradata Es-koncepta IAT
eksperimentala procediira, kas méra “Es” implicitas asociacijas starp
kategorijam “Es“ - “Citi” un zimoliem. Atbilstosi IAT eksperimentalajam
procediiram, tika izstradata eksplicita afektiva un eksplicita kognitiva
procediira. Tika pieradita izstradata instrumentarija (Afektiva IAT,
Kognitiva IAT, Es-koncepta IAT, eksplicitas afektivas procediras,
eksplicitas kognitivas procediiras) ticamiba, lai izm&ritu implicitas un
eksplicttas attieksmes pret Latvijas un arzemju produktu zimoliem.

2. Petfjuma rezultati, kas iegtti ar konstru€to mérijjumu procediiru palidzibu,
apliecina to teoriju pamatatzinas, kas atbalsta prasibu par informacijas
apstrades konceptualo un afektivo sistému efektu atsevisku uzskaiti, veicot
attieksmju pret zimoliem mérfjumus. So efektu atseviska analize paradija
kognitivo zinaSanu svarigumu un augstu saturisko atbilstibu starp to
(konceptualo un afektivo sist€ému) reprezentaciju implicitajiem un
eksplicitajiem ITmeniem atskiriba no to [imenu atbilstibas afektivas sistémas
reprezentacijas. Netie$i pétljuma rezultdti ir savietojami ar atminas
multisistému koncepciju, informacijas atsevisku glabasanu, kas izstradata
atticksmes modela ietvaros.

3. Pateretaju attiecksmju pret zimoliem mérijuma rezultati, kas iegiti,
izmantojot faktoru analizi, apstiprina postulatu par eksplicito un implictto
atticksmju konstruktu neatkaribu, kas implicitas socialas izzinas divu
procesu teorijas atbilst Divu attieksmju modelim (The model of dual
attitudes, Wilson, Lindsey, & Schooler, 2000).

4. TImplicitas “vispargjas" un eksplicitas "vispargjas" attieksmes pret zimolu un
to normu konstruéSana, kas tika iegiita ar faktoru analizes palidzibu, deva
iesp&ju veikt visparigus secinajumus par implicitam un eksplicitam
preferencém pret zimoliem, t.sk. ietverot secinajumus par implicito un
eksplictto attieksmju atsevisko komponentu (kognitiva, afektiva, un “Es”
implicitas asociacijas) ietekmi uz patérétaju preferencém. Savukart, tas dod
iesp&ju “vispargjas” atticksmes pret zimolu izmantot plasa pétfjumu
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konteksta, Tpasi saisttba ar personibas iezimju ietekmi uz zimolu
preferencém.

Tika empiriski pieradits implicitas “vispargjas” attiecksmes pret zimolu un
eksplicitas “vispargjas” atticksmes pret zimolu saturiska bitiba. Tika
pieradits, ka implicitas “vispargjas” atticksmes pret zimolu saturs
galvenokart balstas uz asociativajiem procesiem, savukart, eksplicitas
“vispargjas” atticksmes pret zimolu saturs — uz propozicionalajiem
procesiem.

Pétijuma rezultatu aprobacija

Zindtniskas publikacijas:

1.

Plotka, I., Urbane, B. & Blumenau, N. (2022). Relationship between
implicit and explicit attitudes towards domestic and foreign food brands and
personality traits. Proceedings of 21-th International Scientific Conference
Engineering for Rural Development Jelgava, Latvia, 25.-27.05.2022. Latvia
University of  Agriculture  Faculty of Engineering.  Scopus.
https://www:.tf.llu.lv/conference/index.php?topicl D=8 DOl:
10.22616/ERDev.2022.21.TF150.

Urbane, B., Plotka, I., Blumenau, N., & Igonin, D. (2021). Measuring the
affective and cognitive bases of implicit and explicit attitudes towards
domestic and foreign food brands. In V. Dislere (Ed.), Proceedings of the
14th International Scientific Conference "Rural Environment, Education,
Personality. 07.-08.05.2021, REEP-2021". Vol.14. Latvijas
Lauksaimniecibas Universitate (pp.216-233). DOl:
10.22616/REEP.2021.14.024. (2021. gada ir iesniegts Web of Science datu
bazg, un paslaik ir recenzgSanas statusa, lai to indeksétu. [zzina no Latvijas
Biozinatnu un tehnologiju universitates, 12.10.2022).

Urbane, B., Kuleshova, A., & Albranta, N. (2019). Patérétaju atticksmju
implicitie me&rfjumi. IX Starptautiska jauno pétnieku un studentu zinatniski
praktiska konference “Izaicindjumu un iespgju laiks: Problémas, risinajumi,
perspektivas”. 17.- 18. 05.2019. Rakstu krajums. Izdevgjs: Baltijas
Starptautiska akadémija, Riga, Latvija, 347-349, ISBN 978-9984-47-172-3.
Plotka, I., Urbane, B., & Blumenau, N. (2015). Explicit and Implicit
Measurements of Brand Attitudes for Mobile Operators: Emotional and
Cognitive Aspects. International Business: Innovations, Psychology and
Economic. Research Papers, 2015, Vol.6. No 1 (10), pp.45-60, paper ISSN
2029-5774, online ISSN 2345-0932, EBSCO.

Urbane, B., & Plotka, I. (2014). Patérétaju lojalitates teor&tisko aspektu
izpete. Starptautiskas zinatniskds konferences “Socialas zinatnes
regionalajai attistibai 2014” materiali. (2014. gada 17. - 18. oktobris).
Daugavpils Universitates Socialo zinatnu fakultates starptautisko zinatnisko
konferenéu rakstu krajums. Daugavpils: Daugavpils Universitates
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Akadémiskais apgads ,,Saule”, 2015, 109-115, ISSN 2255-8853, ISBN 978-
9984-14-738-3.

Konferencu tezes:

1. Urbane, B. (2017). The study of relationship measurements of brand
attitudes using Implicit Association Test and self-assessment procedures.
15th European Congress of Psychology. Amsterdam, The Netherlands, 11-
14 July 2017. Abstract book. Session 1.2: Open: P1.2.42. https://etouches-
appfiles.s3.amazonaws.com/html_file_uploads/
20170623WednesdayJuly12Poster.pdf.

2. Urbane, B. (2017). Research of Consumer Ethnocentrism using implicit and
explicit methods. Vtoraya Vserossiyskaya hauchno-prakticheskaya
konferentsiya s mezhdunarodnym uchastiyem. Sotsial'naya psikhologiya v
obrazovatel'nom prostranstve. 24-25 oktyabrya, 2017. Moskovskiy
Gosudarstvennyy Psikhologo - pedagogicheskiy universitet, Moskva,
Rossiya. M.: FGBOU VO MGPPU, 2017, 287-289, ISBN 978-5-94051-
169-4.

3. Urbane, B., & Plotka, 1. (2015). The problem of the definition of the
customer loyalty construct. Daugavpils Universitates 57. starptautiska
zinatniska konference. 16-17.04.2015. Daugavpils, Latvija. T€zes. Izdevgjs:
Daugavpils Universitates Akademiskais apgads ,,Saule”, 24. Ipp. ISBN 978-
9984-14-716-1.

4. Urbane, B. (2015). Reseach of consumer loyalty using explicit and implicit
measures. F14. EXPO 2015 Hot Topics - Cyberspace and virtual realities.
14th European Congress of Psychology. Milan, Italy - 7-10 July 2015. ECP
2015 Abstract Book., p. 508.http://mvww.ecp2015.it/wp-
content/uploads/2015/06/ECP-2015-Abstract-Book.pdf.

5. Urbane, B., & Plotka, 1. (2014). “Patérétaju lojalitates teorétisko aspektu
izpéte”. 9. sStarptautiskd zinatniska konference “Socialas zinatnes
regionalajai attistibai 2014”. 17.-18.10.2014. Daugavpils, Latvija. Tézes.
IzdevEjs: Daugavpils Universitates Akadémiskais apgads ,,Saule”, 2014,
62.-63. Ipp.

Ar promocijas darbu saistito zindatnisko konferencu saraksts:

1. 14th International Scientific Conference “Rural Environment, Education,
Personality 2021 (REEP)” 07th — 08th May, 2021, Latvia University of Life
Sciences and Technologies Jelgava, ar prezentaciju: “Measuring the
Affective and Cognitive Bases of Implicit and Explicit Attitudes Towards
Domestic and Foreign Food Brands”.

2. Starptautiska jauno pé€tnieku un studentu zinatniski praktiska konference
“Izaicinajumu un iesp&ju laiks: Problémas, risinajumi, perspektivas”. 17.-
18.05.2019, Riga, Baltijas Starptautiska akadémija, ar prezentaciju:
,.Paterétaju attieksmju implicitie merjjumi”.
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3. 15-th European Congress of psychology Amsterdam, The Netherlands, 11.-
14.07.2017, ar posteru: “The study of relationship measurements of brand
attitudes using Implicit Association Test and self-assessment procedures”
(Session 1.2: Open: Poster - P1.2.42).

4. 11. starptautiska zinatniska konference “Socialas zinatnes regionalajai
attistibai 2016”. 14.-15.10.2016, Daugavpils Universitate, Daugavpils,
Latvija, ar prezentaciju: ,,Es koncepcija un attieksmju pret zimoliem izp&te
pielietojot implicttas un eksplicitas metodes”.

5. 'V International Scientific Conference. ,,Transformational Processes in Law,
Regional Economics and Economic Policies: Topical Economic, Political
and Legal Issues”. 09.12.2016. Baltijas Starptautiska Akadémija, Riga,
Latvija, ar prezentaciju: ,,Atticksmju pret zimoliem analize Es-koncepcijas
konteksta: zinatniski teorétiskie aspekti”.

6. Daugavpils Universitates 57. starptautiska zinatniska konference. 16.-
17.04.2015. Daugavpils, Latvija, ar prezentaciju: ,,The problem of the
definition of the customer loyalty construct”.

7. The 14th European Congress of Psychology. 7-10 July, 2015, Milan, Italy.
(Hot Topics - Cyberspace and virtual realities). Oral presentation: ,,Explicit
and Implicit Measurements of Brand Attitudes for Mobile Operators:
Emotional and Cognitive Aspects”.

8. 9. starptautiska zinatniska konference ‘“Socialas zinatnes regionalajai
attistibai 2014”. 17.-18.10.2014. Daugavpils, Latvija, ar prezentaciju:
»Pateretaju lojalitates teoretisko aspektu izpete”.

9. 5. starptautiskd zinatniski praktiska studentu konference “Studenta
zinatniska un profesionala identitate”. Baltijas Psihologijas un menedZmenta
augstskola, Riga, Latvija. 12-13.12.2014, ar prezentaciju: ,,Patérétaju
emocionalas lojalitates izp&te ar implicitam un eksplicitam metodém”.

Promocijas darba saturs: Promocijas darba struktiru veido ievads,
divas teor€tiskas un viena empiriska nodala (Metode), diskusija, nobeigums,
izmantotas literatiiras saraksts, kura ieklauti 384 zinatniskie literatliras avoti
(anglu, latviesu, krievu valoda), un pielikumi. Darba apjoms (bez pielikumiem)
ir 155 lappuses. Darbs ietver 17 tabulas, 7 att€lus un 2 formulas.
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TEORETISKA DALA

Pirmaja nodala “Zimols ka izpétes objekts socialaja psihologija” ir
divas apaksnodalas.

Pirmaja apaksnodala “Pateérétaju uzvedibas sociali psihologiska
problematika” tiek aplikotas patérétaju atticksmju un uzvedibas
likumsakaribas, to zinatniskais nozZimigums sociali psihologiskas zinatnes joma.

Problémas aktualitati nosaka sociali psihologisko un ekonomisko
fenomenu mijiedarbibas rezultats; ekonomiskas psihologijas aktiva attistiba un
tas integracija sociali psihologiskaja izzina; starpdisciplinaro saiSu
nostiprina$ana. So procesu rezultata socialas psihologijas, sociologijas un
ekonomikas krustcel€s veidojas jauni pétijuma virzieni sociali psihologiskas
zinatnes ietvaros (Bagozzi, Giirhan-Canli, & Priester, 2002; Macinnis & Folkes,
2010; Deshpande, 2015). Sociali psihologiskie faktori liela méra nosaka cilvéka
ekonomisko darbibu, vina attieksmes un uzvedibu. Taja pasa laika, So faktoru
saturs un to ietekmes mehanismi nav pietickami izpétiti. Lidz ar to, patérétaju
atticksmes un uzvediba sociali psihologisko likumsakaribu izp&te iegist
zinatniskas problémas nozimigumu.

Patérétaju sociali psihologiskajos pétijumos, kas veikti kognitivas
psihologijas tradicijas, patérétaju uzvediba tiek izprasta ka ipass socialas
uzvedibas veids. Saja gadfjuma p&tnieku interese tiek virzita uz §is jomas sociali
psihologisko regulatoru izpratni: vertibam, normam, attiecksmém, socialajiem
stereotipiem, atributivajiem procesiem (Sattari, Kordestani, & Oghazi, 2016;
Maio, Haddock, & Verplanken, 2018).

Sociala psihologija patérétaju uzvediba galvenokart péta patéretaju
lemuma pienemSanas procesu un faktorus, kas nosaka patérétaju preferences.
Lai izskaidrotu un prognozgtu patérétaju lémumus, ir izstradati vairaki §T procesa
modeli. Biezi vien Sis process tiek aplikots ka noteiktu darbibu seciba:
problémas apzinasanas, informacijas meklésana, dazadu variantu novertgjums,
lemums par iegadi un reakcija uz iegadi (Kotler, 1997; Folomeyeva, 2010;
Nagasimha, 2016). Savukart, psihologiskas pieejas Ipatniba pétama jautdjuma
izskati$ana saistas ar to, ka paterétaja lémuma pienemsana izriet ne tikai no
racionala aprékina, bet ari norada, ka tas ir sarezgits psihologisks process, kas
ietver motivaciju, emocijas un subjekta kognitivos procesus. Paterétaju
uzvedibas konteksta, preferences tiek aplikotas, ka viens no Ieémuma
pienemsanas procesa veidiem, izvéele starp vairakam alternativam. Nemot veéra
to, ka preferences nosaka izvéli, IpasSa nozime patérétaju lémuma pienemsana ir
kognitivajiem procesiem.

Kognitivo procesu izpéte socialaja psihologija ir neatdalama no socialas
uztveres pétjjumiem, kas atspogulo, cik nozimiga ir socialo, kultiras un
personisko faktoru ietekme uz uztveres procesiem, kas cilvéka apzina tiek
parstaveti konkretu objektu, paradibu telos un ar pasauli kopuma. Paterétaju
uzvedibas pétijumos ka socialais objekts izvirzas zimols (Antonova & Patosha,
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2018; Kervyn, Fiske, & Malone, 2022). Pedgjos gados p&tnieku uzmaniba tiek
pievérsta ne tikai to faktoru izpétei, kuri ietekm@ patérétaju apzinu, bet arT uz
neapzinato procesu izpéti, kuri ietekmé paterétaju preferences (Plotka, Urbane,
& Blumenau, 2015; Maison & Gregg, 2016; Ozkara & Bagozzi, 2021; Urbane et
al., 2021; Fuduric, Varga, Horvat, & Skare, 2022).

Otraja apaks$nodala “Zimols ka izpétes objekts socialaja izzina” tiek
apliikotas zimola izpétes teorétiskas pieejas, tiek atklats zimola jédziena saturs
un ta izpetes specifika socialaja psihologija, ka arT izpé&titi zimola uztveres sociali
psihologiskie mehanismi.

Zimola izp@tes galvenas starpdisciplinaras teoretiskas pieejas balstas uz
divam zinatniskam paradigmam: pozitivisma paradigma un konstruktivisma jeb
interpretgjosa paradigma (Heding, Knudtzen, & Bjerre, 2009; Jarrar, 2015).
Salidzinot §Ts paradigmas, promocijas darba galvena uzmaniba tiek versta uz
konstruktivisma paradigmu, jo zimola izp&te tiek saistita ar dazadam psihologijas
teorétiskajam pieejam.

Konstruktivisma paradigmas ietvaros, K. Kellers (1993) izstradaja Uz
patérétaju balstitu pieeju. Sis pieejas pamata ir kognitivas psihologijas
sasniegumi, kur zZimols tiek aplikots ka kognitivs konstrukts pasaules tela veida.
Uztverot zimolu, patérétajam rodas asociaciju pliisma, kas rada ietekmi uz
zimola gala telu. Savukart, pétniece D. Akere (Aaker, 1997) izstradaja
Persontbas pieeju, kas balstas Uz personibas psihologijas sasniegumiem. Akere
piedava jeédzienu “zimola personiba” (brand personality), kas tiek definéts ka
personibas iezimju kopums, kas asocigjas ar zimolu. Attiecibu pieeja (Relational
Approach) (Kapferer, 1992; Maurya & Mishra, 2012) tika izstradata,
pamatojoties uz eksistencialas psihologijas sasniegumiem. ST pieeja turpina
attistit izpratni par zimola — patérétaja savstarp&jam attiecibam, kas ir analogas
starppersonu saskarsmei. Divdesmit pirma gadsimta sakuma saistiba ar
sociokulttiras, politikas, ekonomikas izmainam notiek paradigmas maina zimola
izpratné. Kopienas pieeja analizé jautajumus, kas saistiti ar pat€réSanas
antropologiju, socialkultiiras ietekmi un patérétaju tiesibam un iesp&jam (Muiiiz
& O’Guinn, 2001). Kultiras pieeja atspogulo, cik liela méra zimols spgj
“iemiesoties” kulttra, biit taja nozimigs un parveidoties no zZimola par “zimola
ikonu” (brand icon) (Holt, 2004).

Teorgtiska analize parada, ka zimola jédziens galvenokart tiek izmantots
marketinga (Moore & Reid, 2008), patérétaju uzvedibas izp&te, un tikai ped&jos
piecpadsmit gados §is fenomens ir sastopams socialaja psihologija (Antonova &
Patosha, 2018; Kervyn, Fiske, & Malone, 2022).

Tradicionali, Tpasi marketinga, zimols tiek definéts ka “vards, termins,
zime, simbols vai dizains, vai to kombinacijas, kas kalpo produktu vai
pakalpojumu identifikacijai un palidz diferencét noteiktu produktu no citiem
alternattviem produktiem” (Kotler, 2000, p. 404).
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Socialaja psihologija zimols tiek aplikots ka viens no socialas
komunikacijas veidiem un ka socialas izzinas objekts. Zimola, ka socialas izzinas
objekta Tpatniba izpauzas taja aspektda, ka zimolu var apliikot, pirmkart, ka
materializetu objektu (piem., reklama, logotips), kas tiek izprasts ka socialas
izzinas objekts, otrkart, zimolu var apliikot ka t€lu, kas tiek izprasts, ka socialas
uztveres rezultats. Sada pieeja ir véra nemama, jo téls ka uztveres procesa
rezultats ir pamats konkrétai uzvedibai, savukart paterétajs, pienemot lemumu,
pamatojas tiesi uz t€lu, kas ir iemiesots zZimola; pie tam So t€lu uztvere katram
individam var bt atSkiriga (Kotler, Keller, Brady, Goodman, & Hansen, 2012;
Antonova & Patosha, 2018; Kervyn, Fiske, & Malone, 2022).

Misdienas nozimigakie zimola uztveres sociali psihologiskie
mehanismi, ta piesaistes forméSanas konteksta, izvirzas personifikacija,
identifikdacija un kategorizdacija. Vairaki pétnieki (Stepchenkova & Mills, 2010;
Fomoleyeva, 2012; Agapito et al., 2013; Herz & Diamantopoulos, 2013; Maio et
al., 2018) atzist, ka zimola esamiba nozimigi saisina produkta izvéles laiku, jo
kalpo ka signals patérétajam, lai atgiitu no atminas pietickamu informacijas
apjomu lémuma pienemsanai par produktu. IpaSa uzmaniba tiek vérsta uz
jautajumu, kur§ komponents (kognitivais vai afektivais) rada lielaku ietekmi uz
atticksmes izveidi, izvéloties noteiktu zimolu. P&tnieki atzist, ka cilvekiem
raksturigas atticksmes, kas vienlidz izriet no izzinas un emocijam. Pastav
mainigie, kas paredz, cik liela méra cilveki veido attieksmes, kas izriet no
emocionalas vai kognitivas informacijas. Ka petnieki atzist, atticksmju satura
atskiribas nosaka, cik liela méra individs spgj reagét uz dazada veida informaciju
par konkrétu objektu (Herz & Diamantopoulos, 2013; Haddock & Huskinson,
2004; Maio et al., 2018).

Otraja nodala “Attieksmes teorétiskais koncepts un ta loma socialas
izzinas paradigma” ir piecas apaksnodalas.

Pirmaja apaksnodala “Attieksmes jedziens, eksplicitas un implicitas
attieksmes” tiek veikta attieksmes konstrukta un ta satura analize socialaja
psihologija.

Attieksmju defin€jumi liela mera ir atkarigi no p&tnieku teoretiskajiem
uzskatiem, mérkiem, lidzekliem un pétniecibas konteksta (Plotka et al., 2016;
Fishman, Yang, & Mandell, 2021). P&tnieki Zanna un Rempels (Zanna &
Rempel, 1988) atticksmes apliiko ka daudzdimensionalu konstruktu, ka vértibu
izvietojumu, kuram ir stabila predispozicija pret noteiktu vert€§jumu, balstitu uz
kognitivam, afektivam reakcijam, agrak izveidotiem uzvedibas nodomiem, kas
savukart, ir sp&jigi ietekmét cilvéka izzinas procesus, afektivas reakcijas,
nodomu veido$anos un nakotnes uzvedibu. Saja defingjuma atticksmes parstav
objektu novert§jumus, bet emocijas, uzskati un uzvediba ir tris informacijas
veidi, uz kuriem balstiti Sie vert&josie apgalvojumi.

Citi petnieki, pamatojoties uz sociali kognitivo attiecksmju struktiiras
modeli, norada uz vertejosa sprieduma kognitivas reprezentacijas nozimi, saistot
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individu ar socialo pasauli, kas paredz, ka atticksmes tiek reprezentetas atmina
ar objekta apzim&umu; vert€joSu apkopojumu par objektu; strukturétam
zinasanam, kas atbalsta vertgjumu. Tadgjadi attieksmes tiek definétas ka
vispargja objekta novertésana, kam pamata ir kognitiva, afektiva un uzvedibas
informacija (Maio et al., 2018).

Kognitivas psihologijas parstavji atticksmes izvirza ka objekta
kognitivo un afektivo novert€§jumu integraciju, kas var mainities, izejot no to
speka lieluma (Gawronski, Houwer, & Sherman, 2020).

Pamatojoties uz Fazio (1995, p. 247) socialo attiecksmju asociativi-
vertejosas teorijas aspektiem, implicitas attiecksmes tiek aplikotas ka ,,asociacijas
starp objektu un ta kopgjo vertejumu, kas glabajas atmina”. Implicitas attieksmes
ir netieSas, automatiskas, pie kuram nav apzinata pieeja, un to aktivacija netiek
kontroléta (Rydell, McConnell, Mackie, & Strain, 2006; Plotka et al., 2016;
Urbane et al,, 2021). Savukart eksplicitas attieksmes ir tiSas, verstas uz
spriedumu un to aktivacija apzinati tiek kontroléta (Rydell, McConnell, Mackie,
& Strain, 2006; Plotka et al., 2016; Urbane et al., 2021). Piem&ram, saskaroties
ar apkartgjas vides objektiem, individs veido pret tiem atticksmes, kuram pamata
ir subjektivi prickSmetiskas mijiedarbibas pieredze kognitiva un/vai emocionala,
uzvedibas limeni. Sie mijedarbibas rezultati tiek “ierakstiti” atmina objekta
iezZimju novérteésanas veida, kas atSkiras pec satura un visparinajuma Iimena, un
kas kopuma veido eksplicita un implicita apmacibas procesa rezultatu (Plotka et
al., 2016).

Otraja apaksnodala “Eksplicito un implicito attieksmju modelu
analize” galvena uzmaniba ir versta uz attieksmju modelu izpé&ti socialaja izzina.
Socialaja psihologija ir izstradati vairaki modeli, kas izskaidro, ka atticksmes
prognozé uzvedibu. Pardomatas ricibas teorija (Theory of Reasoned Action,
Fishbein & Azjen, 1975) balstas uz pienémumu, ka individi rikojas apzinati un
paredz, ka jebkuras uzvedibas pamata ir uzvedibas nodoms, kuru nosaka divi
noteicoSie faktori — attieksme pret uzvedibu (individa uzskati, ka uzvediba radis
velamas sekas), un subjektivas normas (sociala spiediena individuala uztvere).
Planotas uzvedibas teorija (Theory of Planned Behavior, Ajzen, 1991) balstas uz
pienémumu, ka individi rikojas apzinati, nemot véra pieejamo informaciju un
apzinati vai neapzinati apsver savas uzvedibas sekas (Ajzen & Fishbein, 2005).
Modelis nosaka, ka jebkuras uzvedibas pamata ir uzvedibas nodoms, kam pamata
ir tris batiski faktori: attieksme pret uzvedibu, individa subjektivas normas un
uztverta uzvedibas kontrole (paSefektivitate jeb uzskati par savam sp&jam istenot
uzvedibu). Saja teorija tiek atzits, ka S0 tris faktoru relativais nozimigums ir
dalgji atkarigs no konkrétda nodoma. Piem&ram, pie minimalas uztvertas
uzvedibas kontroles raksturigi arT minimali nodomi, pat ja atticksme pret
uzvedibu un subjektivas normas biis nozimigas (Ajzen & Fishbein, 2005).
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Ipasi svarigi sasniegumi implicitaja socialaja izzina ir attieksmju divu
procesu modelu izstradei, kas balstas uz dazadu kognitivo procesu
mehanismiem.

Vienas attieksmes modelis: MODE modelis (Motivation and
Opportunity as Determinants model) (Fazio, 1990, 2007; Fazio et al., 1995;
Olson & Fazio, 2009) attieksmi apluko ka vienotu mentalu reprezentaciju, kas
ietver asociativo saikni starp atticksmes objektu un ta summaro novertéjumu, kas
glabajas atmina. Ja individam ir zema motivacija, zema kognitiva pieptle, vina
uzvediba atrodas automatiskas attieksmes ietekm&. Savukart, ja motivacija ir
augsta, individs izmanto kognitivo piepiili un vina uzvediba atrodas
kontrolgjamas atticksmes ietekmé (Hahn & Gawronski, 2018; Gawronski &
Brannon, 2019). Divu attieksmju modelis (The model of dual attitudes, Wilson
et al., 2000) nosaka, ka cilvékiem ir divas attiecksmes pret vienu un to pasu
objektu — implicTta un eksplicita, kas ir atdalitas viena no otras un sava starpa
nav saistitas (Gawronski & Sritharan, 2010). Modela ietvaros implicitas
attieksmes tiek saistitas ar patstavigam atminas struktiiram, savukart, eksplicitas
attieksmes — ar jaunu cilvécisku pieredzi, kas vél nav ietverta atminas noturigajas
struktiiras ka nofikseta vairakkartiga pieredze, bet ir aktuala un izmantojama
(Plotka et al., 2016). Meta-kognifivais modelis (Meta — Cognitive Model
(MCM), Petty & Brinol, 2006, Petty et al., 2007) parada, kada veida atmina
funkciong vecas un no jauna izveidotas atticksmes (Rydell & McConnell, 2010;
Petty et al., 2009; Plotka et al., 2016; Gawronski & Brannon, 2019). Asociativi-
propozicionalais modelis (Associative—propositional evaluation model (APE),
Gawronski & Bodenhausen, 2006, 2007) nosaka, ka atticksmju eksplicitie un
implicitie mérjjumi ietver divu veidu novert€juma procesus: asociativo un
propozicionalo, kas savstarpgji mijiedarbojas. Implicitie novert&jumi atspogulo
asociativo procesu rezultatu, eksplicitie noveértg§jumi — propozicionalo
(Gawronski & Brannon, 2019).

Vairaki zinatnieki atzimé, ka klasiskie attieksmju divu procesu modeli
apliko implicttos socialos procesus ka asociaciju vienas sistemas modeli starp
konceptiem (single-system models of associations among concepts), kur
asociativo novertejumu vislabak raksturo automatiskas, afektivas reakcijas
(Gawronski & Bodenhausen, 2006).

Saskana ar Atminas sistemu modeli (Memory Systems Model, (MSM)),
implicitie procesi atspogulo asociativo zinaSanu multisistému reprezentacijas
(multiple systems representations of associative knowledge) (Amodio & Ratner,
2011; Amodio, 2019). MSM ietver daudzas maciSands un atminas formas, saistot
tas ar dazadiem neironu substratiem, uztveres un uzvedibas sisttmam. MSM
pieeja, implicitais novert&jums spgj atspogulot “automadtiskas, afektivas un
automatiskas, kognitivas asocidacijas”, kas kopuma veido implicito attieksmju
saturisko pamatu.
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TreSaja apaksnodala “Implicito un eksplicito attieksmju mérijumu
metodes, to priekSrocibas un trilkumi” tick aplikotas metodes, kas atbilst
implicito mérjjumu (implicit measures) kopai. Implicitie mérfjumi tiek defin&ti
ka mérijuma procediiru rezultati, kas tiek izraisiti (iegiiti) automatiska veida
(manierg), determingjot ar psihologiskajiem atriblitiem (pieméram, atticksme
pret zimolu) (De Houwer, Teige Mocigemba, Sprut, & Moor, 2009). Eksisté
viedoklis, ka implicitajiem mérfjumiem ir rakturigas iekséjas un aréjas pazimes.
Ieksgjas pazimes ir mentalie atribfiti un kognitivie procesi, kuri tiek merfti;
savukart argjas pazimes — mérijuma procediiras (De Houwer & Moor, 2007).
Mingta klasifikacija lauj noteikt, cik liela mera dazadie implicitie merijumi viens
no otra atskiras.

Promocijas darba tika izmantotas divu kategoriju implicita asociativa
testa (Greenwald et al., 1998) eksperimentilo procediiru daZadas versijas.
Implicita asociativa testa (IAT) izstrades pamatnostadnes nosaka, ka biezi
izmantojamas kognitivas asociacijas veicina atru informacijas kognitivo
apstradi, kas ar tam ir saistitas. Piedavato stimulu konkurence izpauzas
automatisma konflikta. Automatisms tiek attiecinats meérjjuma procesa
funkcinalajam  ieZim&m, pieméram,  efektivitate, nekontrolgjamiba,
neapzinasanas, bez ieprieks€ja nodoma (Bargh, 1994). Ja individam eksiste
specigi izteikta asociacija starp mérka kategoriju (pieméram, Latvijas zZimols) un
pozitiviem Ipasibas vardiem (piemeram, patikams), tad, lai So kategoriju saistitu
ar negativiem IpasSibas vardiem, ir japarvar esoSais “pozitivais” automatisms
(Plotka et al., 2016; Greenwald, Brendl, Cvencek, & Friese, 2021).

Aplikojot IAT ka eksperimentalo procediiru, lai izméritu dazadus
mentalos konstruktus, IAT ir datoriz&ts instrumentarijs, kas méra automatiskas
asociacijas starp konceptu pariem, kuras tiek definétas ka kategorijas un atribati
(Greenwald et al., 1998; Greenwald et al., 2021). IAT izpildes laika pétijjuma
dalibnieki gadijuma kartiba klasificé stimulus, kas attiecas uz kategorijam vai
atribitiem. Sie stimuli var bat vardi, attéli vai simboli. IAT nosaka, ka atras un
precizas atbildes sniegt ir vieglak, ja konkrétus atribiitus un kategorijas saista
speécigakas asociacijas, neka tajos gadijumos, ja asociacijas ir vajas (Gawronski
& Brannon, 2019).

Implicitajam asociativajam testam ir vairakas prieksrocibas. relativi
stabila implicita efekta vertiba, prognostiska validitate un noturiba pret atbilzu
falsifikaciju (De Houwer, 2006; Rivers & Hahn, 2019; Greenwald & Lai, 2020;
Greenwald et al., 2021); implicttie m&rTjumi mazak jutigi pret socialo v€lamibu
un atspogulo patiesus priekSstatus par subjekta atticksmi pret objektu
(Gawronski, Lebel, & Peters, 2007); augstas psihometriskas ipasibas (Bar-Anan
& Nosek, 2014; Gawronski & Brannon, 2019); stabilitate pret paSprezentacijas
efektu (Greenwald et al., 1998; Greenwald et al., 2003); vaja atkariba no
asociaciju introspektivas pieejas (Greenwald et al., 2002) un viegla adaptacija,
lai novertetu lielu skaitu sociali nozimigu asociaciju (Greenwald et al., 2021).
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Eksplicito attieksmju mérijumu metodes. Teorétiska analize parada, ka
attieksmju izpétes pirmsakumos galvenokart tika lietotas pasnovertgjuma
procediiras, pieméram, Laikerta skala (Likert, 1932); Terstona skala (Thurstone
& Chave, 1929); Gutmana Skalogrammas analize (Guttman Scalogram Analysis,
Doob, 1947). Jau daudzus gadu desmitus, dazadu psihologisko konstruktu
meérfjjumiem plasi tiek izmantota semantiska diferenciala metode (Osgood et al.,
1957; Lavine, Thomsen, Zanna, & Borgida, 1998). Semantiska diferenciala
metodi lieto arT attieksmju pret zimoliem izpétei (Brunel et al., 2004; Maison et
al., 2001, 2004; Plotka, Urbane, & Blumenau, 2015; Maison & Maliszewsk,
2016; Urbane et al., 2021). Turklat So metodi var izmantot ne tikai vispargjas
atticksmes izpetei, bet arT attieksmju afektivo un kognitivo komponentu
mérjjumiem (Batra & Ahtola, 1990; Crowley, Spangerberg, & Hughes, 1992;
Crites, Fabrigar, & Petty, 1994; Eagly, Mladinic, & Otto, 1994; Lavine,
Thomsen, Zanna, & Borgida, 1998; Plotka, Urbane, & Blumenau, 2015; Urbane
etal., 2021).

Izmantojot tieSos mérijumus, tick novéroti to butiskie trikumi: biezi
tiek sniegtas nepatiesas, sociali vélamas atbildes (Dovidio & Gaertner, 1986;
Dovidio & Fazio, 1992; Dimofte et al., 2015); tieck novérots dalibnieku
uzmanibas trikums; tendence prognozét pétnicka gaidas, kas savukart rada
noteiktus sprieduma izkroplojumus; neadekvatas reakcijas, zema introspekcija
(Losel, 1995; Greenwald & Banaji, 1995; Lucas & Baird, 2006; Gawronski &
Brannon, 2019).

Implicitas socialas izzinas globalais aspekts saistas ar eksplicito un
implicito attiecksmju meérijumu atbilstibu, kas tiek aplikots ceturtaja
apaksnodala. Vairaki amerikanu un Eiropas zinatnieku darbi ir veltiti dazadu
implicTto un eksplicito psihologisko konstruktu mérijumu atbilstibas pétijumiem
(Greenwald & Banaji, 1995; Fazio & Olson, 2003; Rudman, 2013; Perkins et al.,
2008; Greenwald et al., 2009; Forscher, Lai, Axt, Ebersole, Herman, Devine, &
Nosek, 2019; Gawronski & Brannon, 2019).

Agrak veiktie petjumi liecina, ka implicitas attiecksmes liela méra
atspogulo pagatnes pieredzi, savukart eksplicitas attieksmes ir saistitas ar
neseniem notikumiem. Vairaki pétnieki konkretiz€ So atzinu, noradot, ka
implicitas atticksmes ir saistitas ar agrakiem notikumiem, pirms verbalas
pieredzes, kas pamatojas uz noteiktiem emocionali nozimigiem notikumiem
(Greenwald & Banaji, 1995; Gawronski & Brannon, 2019). Savukart, citi
petnieki uzskata, ka implicitas attieksmes, salidzinot ar eksplicitam attieksmé&m,
liela mera ietekmé ne tikai pagatnes pieredze, bet ari afektivo pardzivojumu
faktori, kas izriet no nesenas pieredzes un kultiiras aizspriedumiem (Rudman,
2013). Izradas, ka implicito un eksplicito meérijumu neatbilstibas iemels ir saistits
ne tikai ar paSnovert€§jumu procediiru zemu drosibu, bet arT ar nepiecieSamibu
nemt vera tos mainigos, kas ietekmé implicito un eksplicito merfjumu atbilstibu.
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Ir jaatzime, ka automatisko un kontrolgjamo atbilzu pamata ir dazadi faktori, un
to valence var biit absoliiti dazada (Rudman, 2013).

Neskatoties uz to, ka attiecksmju Tpasibam starp eksplicitiem un
implicitiem mérfjumiem tiek veltita liela uzmaniba, tas tom&r nesniedz atbildi uz
jautajumu, vai eksplicitie un implicitie konstrukti (attiecksmes) ir sava starpa
saistiti. Petnieki Fazio un Olsons (2003, p. 304) atzist, ka $aja gadijuma precizaks
formulgjums varetu biit $ads: “Pie kadiem apstakliem un kadiem cilvékiem
pastav atbilstiba starp eksplicitiem un implicitiem m&rfjumiem? Pareiza atbilde
ir saistita ar nosacijumiem, pie kuriem implicitas un eksplicitas attieksmes ir
savstarpgji saistitas”. Lai padzilinati izskaidrotu eksplicito un implicito meérjjumu
atbilstibu implicita socialaja izzina, ir izstradati vairaki attieksmju divu procesu
modeli, kas versti uz attieksmju dazado aspektu izpéti, un kas ir aprakstiti otraja
apaksnodala Eksplicito un implicito attieksmju modelu analize.

Piektaja apaksnodala tiek veikta “Agrak veikto pétijumu analize, kas
vérsta uz attieksmju pret zimoliem izpeti, izmantojot implicitas un
eksplicitas metodes”. Apkopojot agrak veiktos pétijumus, darba autore secinaja,
ka atticksmes pret zimoliem galvenokart tika pétitas ka viendimensionals
konstrukts, kur galvena uzmaniba tika versta uz attieksmju afekttva komponenta
mérfjjumiem. AT eksperimentalajas procediiras ka mérka atributi tika izmantoti
verbalie vai vizualie stimuli ar pozitivu vai negativu emocionalo valenci (Brunel,
Tietje, & Greenwald, 2004; Maison, Greenvald, & Bruin, 2001, 2004; Friese,
Wainke, & Plessner, 2006; Perkins et al., 2008; Priluck & Till, 2010; Gattol,
Saeaeksjaervi, & Carbon, 2011; Bosshard, Bourke, Kunaharan, Koller, & Walla,
2016; Maison & Maliszewsk, 2016; Maison & Gregg, 2016; Tseng, Balabanis,
& Liu, 2018). Jaunais metodologiskais prieksstats (Amodio & Berg, 2018;
Amodio, 2019) rosinaja promocijas darba autori izstradat divu kategoriju
implicita asociativa testa eksperimentalo procediru vairakas versijas: attieksmju
afektiva un kognitiva komponenta mérjjumiem pret Latvijas un arzemju
produktu zimoliem (Skat. nodala Metode).

Teorétiska analize parada, ka kognitivie procesi, kuri analiz€ Es-
koncepciju un tas ietekmi uz paterétaju uzvedibu balstas uz pasreferences efektu
(Forehand & Sood, 2005; Perkins & Forehand, 2012). Tas rosinaja darba autori
konstruét Es-koncepta eksperimentalo procediru, kas nodroSina “ES”
automatisko asociaciju mérjjumus starp mérka kategorijam “Es” un “Citi” un
atribtiem, kas raksturo Latvijas vai arzemju produktu zimolus (skat. nodala
Metode). Tapat veikto pétfjumu analize parada, ka pedéjos desmit gados socialaja
psihologija attieksmju pret zimolu pétijjumi, izmantojot eksplicitas
paSnovertgjuma procediiras, nav veikti pietiekama skaita (Batra & Ahtola, 1990;
Leclerc, Schmitt, & Dube, 1994; Park, Milberg, & Lawson, 1991; Watson &
Wright, 2000; Herz & Diamantopoulos, 2013). Tas, savukart, rosinaja darba
autori izstradat pasnovertéjuma procediru divas versijas 7 punktu sistema, kas
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veérstas uz atticksmju afektiva un kognitiva komponenta meérjjumiem pret
Latvijas vai arzemju produktu zimoliem (skat. nodala Metode).

Nodala Metode tiek sniegts Implicita Asociativa Testa (IAT)
eksperimentalo procediiru dazadu versiju, ka ari paSnovét€juma procediiru
raksturojums; sniegts pétijjuma procediiras apraksts, p&tjjuma rezultatu un to
interpretacijas apraksts.

Instrumentarijs
Implicitie Asociafivie Testi

Divu kategoriju afektivais implicttais asociativais tests un kognitivais
implicTtais asociativais tests (turpmak, Afektivais IAT un Kognitivais IAT) tika
izstradati (Urbane et al., 2021), balstoties uz klasiska divu kategoriju implicita
asociativa testa (IAT) pamatnostadném (Greenwald, McGee, & Schwartz, 1998).

Es-koncepta implicitais asociativais tests (turpmak, Es-koncepta IAT)
tika izstradats (Urbane et al., 2021), balstoties uz divu kategoriju Es-koncepta |AT
pamatnostadném (Greenwald & Farnham, 2000).

1. Afektivais IAT méra Latvijas un arzemju produktu zimolu automatiskas,
afektivas asociacijas ar atriblitiem, kuriem rakturiga pozitiva vai negativa
valence.

2. Kognitivais IAT méra Latvijas un arzemju produktu zimolu automatiskas,
kognitivas asociacijas ar atribiitiem, kas raksturo produktu cenu un kvalitati.

3. Es-koncepta IAT méra automatiskas asociacijas starp kategorijam: “Es” (es,
mans, mangjs, savs, savejs) un “Citi” (citi, vinus, viniem, vini, svesie) un
atributiem, kas raksturo Latvijas un arzemju produktu zimolus.

Eksplicitas procediiras

Pasnovértéjuma procediiru izstrade (Urbane et al., 2021) tika veikta,
balstoties uz vairakiem Osguda semantiska diferenciala koncepcijas aspektiem,
ka ar pétnieku idejam, kuri izmantoja So koncepciju, lai veiktu atticksmju
afektivo un kognitivo komponentu mérijumus pret zimoliem (Osgood, Suci, &
Tannenbaum, 1957; Batra & Ahtola, 1990; Crites et al., 1994; Crowley et al.,
1992; Herz & Diamantopoulos, 2013; Sarabia-Andreu et al., 2019).

1. Eksplicita afektiva procediira méra eksplicitas preferences pret Latvijas vai
arzemju produktu zimoliem, balstoties uz bipolaro Ipasibas vardu
novertejumu, kas raksturo zZimola uztveres afektivas iezimes.

2. Eksplicita kognitiva procediira méra eksplicitas preferences pret Latvijas vai
arzemju produktu zimoliem, balstoties uz bipolaro T1pasibas vardu
novertgjumu, kas raksturo zimola uztveres kognitivas (cena, kvalitate)
iezimes.
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Implicito un eksplicito procediiru metodiskais lidzsvars

Galvenais princips, lai raditu implicitas un eksplicitas mérfjumu
procediiras, bija to metodiskais lidzsvarojums. Tas tika panakts: (a) atlasot
identiskus (p&c produktu kategorijam) Latvijas un arzemju produktu zimolus
(vizualie stimuli); (b) izv€loties verbalos stimulus (bipolaros ipasibas vardus), kas
tika izmantoti ka atribtiti Afektivajam IAT un Kognitivajam IAT.

1. Afektivais IAT: kategorijas — vizualie stimuli (skat. 1. tabulu), atribGti —
afektivie verbalie stimuli (skat. 2. tabulu).

2. Kognitivais [AT: kategorijas — vizualie stimuli (skat. 1. tabulu), atribiiti —
kognitivie verbalie stimuli (skat. 2. tabulu).

3. Eksplictta afektiva procedura: vizualie stimuli (skat. 1. tabulu), afektivie
verbalie stimuli (skat. 2. tabulu).

4. Eksplicita kognitiva procedira: vizualie stimuli (skat. 1. tabulu), kognitivie
verbalie stimuli (skat. 2. tabulu).

5. Es-koncepta IAT: kategorijas — “Es”, “ Citi”, atribuiti — vizualie stimuli (skat.
1. tabulu).

Vizualie stimuli. Tika veikta vizualo stimulu izvéle (Latvijas un
arzemju partikas produktu zimoli) eksplictto un implictto attieksmju merfjumu
instrumentarija izstradei.

Lai izvairitos no dalibnieku orientéSanas tikai uz vienu noteiktu
produktu kategoriju, eksperimenta tika ietverti Latvijas un arzemju produktu
zimoli no dazadam partikas produktu kategorijam (jogurti, Sokolade, sulas,
ketéups, mineraliidens, Cipsi). Balstoties uz pilotpétijuma rezultatiem, tika
izveleti Latvijas un to pasu kategoriju arzemju produktu zimoli, kas tobrid bija
pieejami Latvijas tirgl. Izv€loties vizualos stimulus, tika nemta véra to lidziba
péc lieluma vai izm@ra, vizualas sarezgitibas un attéla izskirtsp&jas (Rothermund
& Wentura, 2004).

1. tabula ir atspoguloti 12 vizualie stimuli, kas ietver 6 att€lus ar Latvijas
produktu zimoliem (Cipsi ar logotipu “Adazu &ipsi”; mineraliidens ar logotipu
“Mangali; sula ar logotipu “Cido”; ketCups ar logotipu “Spilva”; Sokolade ar
logotipu “Laima”; jogurts ar logotipu “Karums”) un 6 att€lus ar arzemju
produktu zimoliem (Cipsi ar logotipu “Estrella”; mineralidens ar logotipu
“EVIAN”; sula ar logotipu “TYMBARK”; ketups ar logotipu “Heinz”;
Sokolade ar logotipu “KarlFazer”; jogurts ar logotipu “ACTIVIA”). Vizualie
stimuli tika atspoguloti krasainu att€lu veida.
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1. tabula
Vizualie stimuli

Latvijas produktu zimoli Arzemju produktu zimoli

” i
Ta G MANGAL

(= =

Verbalie stimuli. Atributivo bipolaro Ipasibas vardu atlase tika veikta,
nemot vera Osguda koncepcijas divus faktorus: “Novertgjums” un “Speks”, ka
ari citu pétnieku teorctiskas atzinas (Osgood et al., 1957; Bentler & Lavoie,
1972).

2. tabula ir atspoguloti verbalie stimuli: bipolari afektivi un kognitivi
pasibas vardi.

2. tabula
Verbalie stimuli: bipolarie ipasibas vardi
Ipasibas vardi Pozitivie Negativie
Afektivie gardigs, aromatisks, patikams, negaréigs, smirdoés, nepatikams,
mil§, dzivs, veseligs pretigs, mirts, slimigs
Kognitivie dabigs, drogs, ckonomisks, kimisks, bistams, neckonomisks,
efektivs, izdevigs. &rts neefektivs, neizdevigs, nedrts

IAT eksperimentalas procediiras

Afektiva IAT un Kognitiva IAT eksperimentalo procediiru vispariga
shéma atspogulota 3. tabula. Abas eksperimentalas procediras veido septini
bloki, kuru funkcionalitate ir identiska.
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3. tabula
Afektiva IAT un Kognitiva IAT eksperimentalo procediiru vispariga shema*

Bloks Mszgingjumi  Funkeija  Kreisa taustina atbilde “Q”  Laba taustina atbilde “P”

1 24 Trenin$ LV () AW)

2 24 Trening Pozitivs (a) Negativs (a)

3 48 Tests LV (v)+Negativs (a) A(v)+Pozitivs (a)
4 48 Tests LV (v)+ Negativs (a) A (v)+ Pozitivs (a)
5 24 Trening AW LV (v)

6 48 Tests A (v)+Negattvs (a) LV (v)+ Pozitivs (a)
7 48 Tests A (v)+Negativs (a) LV (v}t Pozitivs (a)

Piezime. Merka kategorijas (v — vizualie stimuli); mérka atribati (a — verbalie
stimuli). LV — Latvijas zimols, A — arzemju zimols.
* Promocijas darba autores izstrade.

4. tabula ir atspogulota Es-koncepta IAT eksperimentalas procediiras
vispariga shéma.

4. tabula
E-koncepta IAT eksperimentalas procediiras vispariga shéma*
Bloks Meginajumi Funkcyja Kreisd taustina atbilde “Q~ Laba taustina atbilde “P~”

1 24 Trenins Cit1 (w) Es (w)
2 24 Trening A LV )
3 48 Tests Citi (w) +A (v) Es (w) +LV (v)
4 43 Tests Citi (w) +A (v) Es (w) +LV (v)
5 24 Trenins Es (w) Cit1 (w)
6 48 Tests Es (w) +A (v) Cita (w) +LV (v)
7 48 Tests Es (w) +A (v) Citi (w) +LV (v)

Piezime. Merka kategorijas (w - verbalie stimuli): Es (es, mans, mangjs, savs,
savgjs); Citi (citi, vinus, viniem, vini, svesSie). Meérka atributi (v — vizualie
stimuli): LV — Latvijas zimols, A — arzemju zimols

* Promocijas darba autores izstrade.

Implicito asocidaciju efekta izmeri: D - scores

Afektiva TAT, Kognitiva IAT un Es-koncepta IAT eksperimentalo
procediru rezultatu apstrades pamata ir vid&jo reakcijas laiku aprékinasana katra
divgjadas klasifikacijas bloka (bloki 3.-4. un bloki 6.-7.) un divgado
klasifikacijas bloku izpildito uzdevumu kombin&tajam standarnovirzém. Lai
izm&ritu implicTto asociaciju efekta izméru pret Latvijas un arzemju produktu
zimoliem, tika izmantota D statistika (Greenwald et al., 2003). D-punktu
izskaitlosanas algoritms Afektivam IAT, Kognitivam IAT un Es-koncepta IAT
ir identisks (Rudman, 2011).
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Implicita “vispareja” attieksme pret zimolu

Implicita “vispargja” attiecksme pret zZimolu un tas normativie punkti
(“cut points”) tika konstruéti, izmantojot faktoru analizi. Mainiga Implicita
“visparéja” attieksme pret zimolu augstas veértibas (virs 1.93) — atbilst
implicitajam preferencém pret arzemju produktu zZimoliem, zemas vertibas (zem
0.80) — pret Latvijas produktu zimoliem.

Eksplicitas pasnovértéjuma procediiras

Eksplicita afektiva procedira ietver vizualos stimulus (1. tabula) un
verbalos stimulus — bipolarus ipasibas vardus (2. tabula). Eksplicita afektiva
procedira sastav no 12 aptaujas anketam. Katra aptaujas anketa ir viens Tpasibas
vards un se$i pari Latvijas un arzemju produktu zimolu att€lu. Aizpildot katru
aptaujas anketu, pétijuma dalibnieks novérté Latvijas un arzemju produktu
zimolus ar vienu no piedavatajiem pasibas vardiem: patikams, nepatikams, mils,
pretigs, garsigs, negarsigs, veseligs, slimigs, dzivs, miris, aromatisks, smirdoss.

Eksplicita kognitiva procediira ietver vizualos stimulus (1. tabula) un
verbalos stimulus, — bipolarus ipasibas vardus (2. tabula). Eksplicita kognitiva
procediira sastav no 12 aptaujas anketam. Katra aptaujas anketa satur vienu
Ipasibas vardu un seSus parus Latvijas un arzemju produktu zimolu att€lu.
Aizpildot katru aptaujas anketu, pétijuma dalibnieks novérté Latvijas un arzemju
produktu zimolus ar vienu no piedavatiem ipaSibas vardiem: ekonomisks,
neekonomisks, izdevigs, neizdevigs, efektivs, neefektivs, dabigs, kimisks, dross,
bistams, érts, neerts.

Aptaujas rezultatu apstrade

Eksplicitajas afektivajas un kognitivajas procedurds iegito datu
apstrade ir identiska. Katrs atbilzu varianta novért€jums, kas apziméti ar
skaitliem ,,37, ,,2”, ,,17, <07, “1 «, “2 «, “3”, tiek parkodé&ts no kreisas uz labo pusi
ar novertgjumu: 77, €67, “57, “4”, “3” “2” “1” — pozitiviem vardiem un 17,
R, €37 47«57 <67, “T7” — negativiem vardiem. Katram dalibniekam visi
iegiitie punkti tick summgti un daliti ar 72 (6 zimolu pari un 12 Ipasibas vardi: 6
x 12 =72). Dalijuma rezultats tiek definéts ka E-punkti (E-scores).

Aptaujas rezultatu interpretacija

Eksplicttas afektivas procediras un eksplicitas kognitivas procediras
mérfjumu rezultati nosaka pétljuma dalibnieku eksplicitas preferences pret
Latvijas vai arzemju produktu zimoliem. Galvena ideja, kada veida tiek noteiktas
preferences, ir atspogulotas 5. tabula (fragments), kas parada, kada veida tiek
noteikti iesp&jamie dalibnieku novertgjumi, kas iegiiti ar eksplicitas afektivas
procediiras palidzibu. 5. tabulas algoritms I1dziga veida tiek izmantots eksplicitas
kognitivas procediiras rezultatu interpretacijai.
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E-punkti. Mainigo E-punktu klasifikacija izriet no to konstrué$anas
nosacijumiem. To interpretacija ir $ada:
- Kopgjo punktu vidgjie raditaji, kuri ir lielaki vai vienadi ar 4.5 (E > 4.5),

atbilst eksplicitajam preferencém pret Latvijas produktu zZimoliem.
- Kopgjo punktu vid&jie raditaji, kuri ir mazaki vai vienadi ar 3.5 (E < 3.5),
atbilst eksplicitajam preferencém pret arzemju produktu zimoliem.
- Kopgjo punktu vidgjie raditaji, kuri ir lielaki par 3.5. un mazaki par 4.5 (3.5
< E < 4.5) — eksplicitais preferences efekts pret Latvijas vai arzemju
produktu zZimoliem netika konstatets.

5. tabula

Peétijuma dalibnieku preferences pret zimoliem: iespéjamie atbilstibas pakapes
novertéjuma varianti vienam Latvijas (LV) un arzemju (A) produktu zimolu
parim ar vienu bipolaru ipasibas vardu pari, pieméram, “garsigs”, "negarsigs”
(atbilstibas pakape: liela, vidéja, maza)*

Auﬁnét;;i:jg;ﬁ:mﬁ} un Summa un vidsjais Athbilstibas pakipes novertgums Prefefmce
Garsigs Negarsigs Gariigs Negariigs pret zimolu
:é;g;;? i;;g;;z 14 7 LV liela A liela LV
:2;3;331‘ ii;g;;i 13 6.3 LV liela A vidgja LV
:é;g;;? i;;g;;z 12 6 LV liela A maza LV
L) P r
vesasan | rosaser | M| 33 | Wl | et | W
:é;g;;? i;;g;;i 10 5 LV liela LV maza LV
:g ;3 ; i ? i i ; 3; ; i 9 4.5 LV liela LV vid&ja Nav efekta
: é ; 3 ; ; ? :l! ; ; 3 ; ; i 8 4 LV liela A liela Nav efekta

* Promocijas darba autores izstrade.

Eksplicito paSnovertejuma procediiru Kronbaha alfa koeficienti

- Eksplicitas afektivas procediras Kronbaha alfa koeficients (Cronbach’s

alpha, N=203) ir a = .82, kas norada uz labu skalas ieks§gjo saskanotibu.

- Eksplicitas kognitivas procediras Kronbaha alfa koeficients (Cronbach’s

alpha, N=203) ir « = .87, kas norada uz labu skalas ieks§gjo saskanotibu.

Eksplicitas afektivas procediras anketas piemérs ar Ipasibas vardu
“gar§igs” ir atspogulots 6. tabula.
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6. tabula

Eksplicitas afektivas procediiras anketa. Ipasibas vards: "Garsigs”

Latvijas produktu zimoli

NovertEjums

Arzemiju produktu zimoli

£

|

-

=
-
e

ETY

—g

Eksplicita “vispareja” attieksme pret zimolu

Eksplictta “vispargja” attieksme pret zimolu un tas normativie punkti
(“cut points™) tika konstruéti, izmantojot faktoru analizi. Mainiga FEksplicita
“vispareja” attieksme pret zimolu augstas vertibas (virs 0.52) atbilst
eksplicitajam preferencém pret Latvijas produktu zimoliem, zemas vertibas (zem
-0.79) — pret arzemju produktu zimoliem.

Pétijuma procediira

Pettjums tika veikts laika perioda no 2020. gada septembra lidz 2021.
gada novembrim. Eksperimenta piedalijas 203 dalibnieki. Pétfjums tika veikts
Baltijas Starptautiskas akadémijas Neirokognitivo implicito procesu laboratorija.
Eksperimenta sakuma 203 pétjjuma dalibnieki aizpildija zZimolu atpazistamibas
anketu un sociali demografiskas aptaujas anketu. Pec tam secigi izpildija Afektiva
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IAT un Kognitiva IAT un Es-koncepta IAT eksperimentalo procediiru
uzdevumus. Nobeiguma dalibnieki aizpildija Eksplicitas afektivas procediras
aptaujas anketu un Eksplicitas kognitivas procediras aptaujas anketu. Katrs
dalibnieks vidgji patérgja 1.5 stundu. Visa eksperimenta laika pétnieki ieveroja
konfidencialitates, brivpratigas piedali$anas un psihologiskas &tikas noteikumus.

Mertjumu aparatiira

IAT eksperimentalas procediiras tika izstradatas izmantojot sertificétu
licencétu programmatiru E-Prime 2® Baltijas Starptautiskas akademijas
Neirokognitivo implicito procesu laboratorija. Aparatiira nodro$ina precizu
eksperimentala dizaina izveidi, datu vakSanu un apstradi.

PETIJUMA REZULTATU ANALIZE

Tika veikta iegiito datu analize. Katra atseviska gadijuma tika pamatota
gan parametriskas, gan neparametriskas statistikas pielietoana, tai skaita Pirsona
vai Spirmena korelacijas koeficientu izmantoSana.

Pirmais pétijuma jautajums

Lai atbild&tu uz pirmo pétijuma jautajumu: “Vai pastav atbilstiba starp
implicito un eksplicito attieksmju mérijumu rezultdtiem pret Latvijas un arzemju
produktu zimoliem, kas iegiiti ar IAT eksperimentalo procediiru un atbilstosu
pasnoveértejumu procediru palidzibu?”, tika izmantoti Pirsona korelacijas
koeficienti. Tapat tika kontroléta mainigo (Dzimums, Vecums, Izglitiba, Gimenes
stavoklis, Nodarbinatiba, lenémumi uz vienu cilveku ménesri (Eiro)) ietekme uz
implicito un eksplicito mainigo rezultatu atbilstibu.

7. tabula tiek atspoguloti Pirsona korelacijas koeficienti starp
implicitajiem un eksplicitajiem mainigajiem.

7. tabula
Korelacijas koeficienti starp mainigajiem
Mainigie Pirsona ko.reli.cijas Efekta izmers 95‘3_'& ﬁcat_nibas
koeficienti intervals
Dfafektivais) Elafektvais) r(159)=-15, p= 064 mazs [-.30; .006]
Dfkognitivais)  E(kognitivais)  r(160)=-29,p < 001 vidéjs [-43;-.14]
D(Es) Elafekttvais) #166) =19, p =012 starp mazu un vidgju [.039; 33]
D(Es) E(kognitivais) r(166) = .29, p <.001 vidgjs [13; 42]

Izvertgjot 7. tabulas rezultatus, tika secinats, ka atbilstiba starp implictto
un eksplictto attieksmju merfjumu rezultatiem pret Latvijas vai arzemju produktu
zimoliem, kas iegiiti ar Afektiva un Kognitiva IAT un eksplicito afektivo un
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kognitivo procediiru palidzibu, tiek novérota pie negativiem korelacijas
koeficientiem. Atbilstiba starp implicito un eksplictto attieksmju pret zimoliem
meérjumu rezultatiem, kas iegiiti ar Es-koncepta IAT un eksplicito afektivo un
kognitivo procediiru palidzibu tiek noveérota pie pozitiviem korelacijas
koeficientiem. Iegtitie rezultati parada statistiski nozimigu korelacijas sakaribu
starp implicito un eksplicito atticksmju m&rfjumiem, kas iegtiti ar Es-koncepta
IAT un eksplicitas afektivas procediras palidzibu: r(166) = .19, p =.012. Efekta
izmers ir starp mazu un vidgju.

Tapat tika iegiita statistiski nozimiga korelacijas sakariba starp
implicito un eksplictto attiecksmju merjjumu rezultatiem, kas iegiiti ar Es-
koncepta IAT un eksplicitas kognitivas procediiras palidzibu: r(166) = .29, p <
.001. Efekta izmérs ir vidgjs. Abi korelacijas koeficienti atSkiras statistiski
nenozimigi: Z = 0.87, p = .38. Efekta izmérs ir mazs, kas liecina par nelielu
statistiski nenozimigu atskiribas efektu. Tika konstatSta statistiski nozimiga
korelacijas sakariba starp implicito un eksplicito atticksmju merjjumu
rezultatiem, kas iegiiti ar Kognitiva IAT un eksplicitas kognitivas procediiras
palidzibu: r(160) = -.29, p < .001. Efekta izmérs ir vidgjs. Korelacijas sakariba
mérjjuma rezultatiem starp implicitajam un eksplicitajam kognitivajam
atticksmém pret Latvijas un arzemju produktu zZimoliem ir sp&cigak izteikta neka
starp implicitajam un eksplicitajam afektivajam attieksmém: Z = 1.31, p = .19.
Efekta izmérs ir mazs.

Tika konstatets, ka pastav tendence statistiski nozimigai sakaribai starp
implicito un eksplictto attieksmju mérfjumu rezultatiem, kas iegtiti ar Afektiva
IAT un eksplicitas afektivas procediiras palidzibu: r(159) = -.15, p = .064. Efekta
izm@rs ir mazs. Lai izp&titu kontrol&jamo mainigo (Vecums, Dzimums, Izglitiba,
Gimenes statuss, lenakumi uz vienu personu menest (Eiro)) ietekmi uz sakaribam
starp implicito un eksplictto attieksmju mérjjumu rezultatiem, tika izmantoti
parcialie korelacijas koeficienti (Partial Correlation coefficients). Tika
konstatéts, ka tikai kontrolg§jamais mainigais Vecums rada ietekmi uz sakaribu
starp mainigajiem D(afektivais) - E(afektivais). Vecuma grupas 16-24 gadi un
25-40 gadi sakariba starp mainigajiem D(afektivais) un E(afektivais) netika
konstatéta (r(46) = -.058, p = .70 un r(74) = -.051, p = .66). Savukart, vecuma
grupa 41-60 gadi tika atrasta tendence korelacijas sakaribai: r(38) = -.30, p =
.067; efekta izmers ir vidgjs.

legiito rezultatu interpretacija

Saja promocijas darba atticksmju pret zimoliem izpétes galvenais
metodologiskais princips ir eksplictto un implicito mérijjumu procediiru kopiga
izmantoSana. Balstoties wuz attiecksmju divu procesu teor&tiskajam
pamatnostadném, viens no svarigakajiem jautajumiem ir eksplicito un implicito
mérfjumu rezultatu atbilstibas probléma (Gawronski, De Houwer, & Sherman,
2020). Sai problemai ir veltiti daudzi amerikanu un Eiropas zinatnieku darbi, kas
péta dazadus psihologiskos konstruktus un izmanto dazada veida implicitas un
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eksplicitas merijumu procediiras (Gawronski, De Houwer, & Sherman, 2020).
P&dgjos gados daudzu empirisko p&tijumu analize norada, ka mérot vienu un to
pasu psihologisko konstruktu, pétnieku vida tiek novérotas pretrunas spriedumos
par korelacijas izpratni starp implicitajiem un eksplicitajiem merfjumiem
(Gawronski et al., 2020).

Zinatnieki veica implicito meérfjumu salidzinoso analizi un novertgja tos
péc noteiktas kriteriju sisttmas dazadiem psihologiskajiem konstruktiem (Bar-
Anan & Nosek, 2014). Saja sistema tika ietverta: iek3gja saskanotiba (internal
consistency); atkartota testa ticamiba (test-retest reliability); jatiba pret zinamu
grupu efektiem (sensitivity to known-groups effects); sakariba starp viena un ta
pasa konstrukta (the same topic) implicitiem mérijjumiem; sakariba starp viena
un ta pasa konstrukta (the same topic) implicitiem un eksplicitiem mérjjumiem;
sakariba starp citiem mainigajiem; jitiba pret “izmesiem” un datu izslégSanu.
DazZi no $iem kritérijiem tika izmantoti ari $aja promocijas darba. Analizgjot
implicitas-eksplicitas atbilstibas problému, ipasi tas izpétes agrinajos posmos,
eksplicito un implicito me&rjjumu zema korelacija tika izskaidrota ar implicita
konstrukta validitati (Greenwald & Banaji, 1995). Viens no iemesliem, kas
norada uz eksplictto un implicito meérijuma rezultatu neatbilstibu, var bt saistits
ne tikai ar pasnovertéjuma procediiru zemo ticamibu, bet arT ar nepiecieSamibu
nemt vera tos mainigos, kas var radit ietekmi uz mérfjuma rezultatu atbilstibu.
Petot eksplictto un implicito meérijuma rezultatu atbilstibu, ir janem veéra dazadus
mainigos un ar tiem saistitos dazadu apakSgrupu dalibniekus, ka ari
eksperimentalos nosacijumus, kas ietekmé eksplicito-implictto mérfjumu
atbilstibu (Fazio & Olson, 2003; Rudman, 2013; Plotka et al., 2016; Urbane et
al., 2021).

Bez tam, pétijuma var but arT faktori, kas saistiti ar implicito vai
eksplicito mérfjumu iezimém, ka arT faktori, kas saistiti ar pasu metodi, un kas
ietekmé& korelaciju starp implicttajiem un eksplicitajiem mérijumiem. Piem&ram,
veicot eksplicitas — implicitas atbilstibas izpéti, Saja pétijuma $ads faktors bija
Vecums. Mainigais Vecums rada ietekmi uz sakaribu starp mainigajiem
D(afektivais) - E(afektivais). Vecuma grupa no 16 Iidz 40 gadiem atbilstiba
netika atrasta; vecuma grupa no 41 lidz 60 gadiem pastav tendence statistiski
nozimigai atbilstibai starp implicito un eksplictto m&rfjumu rezultatiem. Efekta
izmers ir vid€js. Promocijas darba petijuma korelacijas koeficienti norada, ka
eksplictto-implicito merfjjumu rezultatu atbilstiba ir specigak izteikta starp
mainigajiem D(kognitivais) un E(kognitivais) neka starp mainigajiem
D(afektivais) un E(afektivais). Atskiribas ir statistiski nenozimigas, Koena (
efekta izmérs ir mazs.

Saja pétijuma iegiitie rezultati apstiprina Fazio un Olsona (2003)
pien@mumu, ka pastav eksperimentali nosacijumi, saskana ar kuriem var eksistet
implicito un eksplicito mérfjumu rezultatu saskanotiba. Analogiski rezultati tika
iegliti petijumos, kuros implictto un eksplicito mérfjjumu rezultatu saskanotiba
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bija noverota tikai pie specifiskiem eksperimenta nosacijumiem vai arT atseviskas
dalibnieku grupas (Plotka, et al., 2016; Urbane et al., 2021).

Aplikojot implictto un eksplicito m&rfjumu rezultatu atbilstibu, ir
japieveér§ uzmaniba implicito un eksplicito mérijumu procediiru konstruésanas
pazimém (Hofmann et al., 2005). Piem&ram, ja implicta asociativa testa mérka
kategorijas ir vizualie stimuli (pieméram, vizualais stimuls-zimola logotips), tad
izstradajot eksplicitas procediiras, ir jaizmanto identiski stimuli. Metodologiska
lidzsvara princips tika izmantots arT promocijas darba p&tjjuma. Daudzi p&tnieki
uzskata, ka, ja netick nemtas v&ra §is pazimes, tad var izdarit kladainu
secinajuma par patieso atbilstibu starp implicitajiem un eksplicitajiem mérijuma
rezultatiem (Payne, Burkley, & Stokes, 2008; Gawronski, 2019; Gawronski et
al., 2020; Urbane, et al., 2021).

Korelacijas koeficientu izmainu diapazons starp implicito un eksplicito
mérfjumu rezultatiem var vari€ties atkariba no pétama psihologiska konstrukta
(Hahn & Gawronski, 2018). Zinatnieku veikta metaanalize (Perkins & Forehand,
2010) paradija, ka paterétaju atticksmju petijumos tiek noveroti pietiekami augsti
korelacijas koeficienti, salidzinot ar sociali “jutigam jomam”, pieméram, grupu
attieksmes (Perkins et al., 2008; Maison et al., 2001, 2004). Lidzigus
secinajumus sniedza p&tnieki Hofmans, Gavronskis, Gs¢vendners, Le un Smits
(Hofmann, Gawronski, Gschwendner, Le, & Schmitt, 2005), veicot metaanalizi,
kas ietvera izlasi no 126 veiktiem petijumiem. Vid&jais efekta izmérs bija 0.24.

Saja promocijas darba, veicot patérétaju atticksmju izpéti pret Latvijas
un arzemju produktu zZimoliem, implicitas - eksplicitas atbilstibas efekta izméri
ir §adi: (1) Afektivais IAT un Afektiva eksplicita procedira. Efekta izmérs ir
mazs (-0.15). Dalibniekiem vecuma grupas 16-24 gadi un 25-40 gadi, implicito
- eksplicito merfjumu rezutatu atbilstiba netika konstatéta. Vecuma grupa 41- 60
gadi efekta izmérs ir vidéjs (-0.30). (2) Kognitivais IAT un Kognitiva eksplicita
procediira. Efekta izmérs ir vid€js (-0.29). (3) Es koncepta IAT un Afektiva
eksplicita procediira. Efekta izmérs ir starp mazu un vidgju (0.19). (4) Es
koncepta IAT un Kognitiva eksplicita procediira. Efekta izmérs ir vidgjs (0.29).

Pétnieks Hofmans ar kol€giem (2005) nonaca pie secinajuma, ka
implicita - eksplicita atbilstiba starp mérjjumiem var but saistita ar: (1)
motivacijas ietekmi eksplicitajas paSnovert€juma procediiras; (2) loti vaju
introspektivu piekluvi impliciti novertetiem priekSstatiem; (3) faktoriem, kas
ietekmé informacijas atgiiSanu no atminas; (4) divu mérfjuma procediiru
metodisko lidzsvaru, un (5) implicito konstruktu neatkaribu.

Lai izskaidrotu implictto un eksplictto m&rfjumu rezultatu atbilstibu, var
izmantot dazadus attieksmju modelus (Payne & Gawronski, 2010; Gawronski,
De Houwer, & Sherman, 2020). Pieméram, MODE modeli (Fazio & Olson,
2003; Fazio & Towles - Schwen, 1999; Fazio, 1990, 2007), Divu attieksmju
modeli (Wilson et al., 2000), Meta-kognitivo modeli (Petty & Brinol, 2006; Petty
et al., 2007) un Asociativi-propozicionalo modeli (Gawronski & Bodenhausen,
2006, 2007). No MODE modela (Fazio & Olson, 2003) izriet, ka speciga
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korelacijas sakariba starp eksplicitajiem un implicitajiem merfjumiem ir
noveérojama tajos gadijumos, ja pétljuma dalibniekiem ir raksturiga zema
motivacija un nespgja kontrolét savus eksplicitos novertejumus (Hofmann et al.,
2005). Tapéc eksplicita - implicita atbilstiba var but augsta un vairak izteikta
“piezemétam” pétljuma jomam (pieméram, pat€rétaju attieksmes), savukart,
zema atbilsttba — sociali jutigam témam (pieméram, etniskas attieksmes,
aizspriedumi pret minoritaSu grupam u.c.). Savukart, Divu attieksmju modelis
(Wilson et al., 2000) nosaka, ka implicitie me&rijjumi atspogulo vecos prieksstatus,
kas automatiski aktiviz&jas, saskaroties ar relevantu stimulu. Savukart,
eksplicttie merijumi liecina, ka §adi vecie priekSstati tiek atspoguloti tikai taja
gadijuma, ja cilvékam ir zema motivacija vai tritkst kognitivas spgjas atgtt no
atminas nesen apgiitos prieksstatus. Implicitie mérjjumi nav paklauti motivacijas
ietekmei, savukart, eksplicitas pasnovert€juma procediiras biezi tiek paklautas
pétijuma dalibnieku socialajai vélamibai.

Agrak veiktie pétijumi liecina, ka implicitie me&rfjumi nevis aizvieto, bet
papildina rezultatus, kas iegiti ar eksplicitajam pasnovért€juma procediiram
(Dimofte, 2010; Dijksterhuis et al., 2005; Dimofte, 2010; Dimofte, Goodstein, &
Brumbaugh, 2015; Plotka, Urbane, & Blumenau, 2015; Urbane et al., 2021;
Fuduric, Varga, Horvat, & Skare, 2022).

Otrais pétijuma jautajums

Teorétiska analize norada, ka jebkura kontrukta merfjjumu rezultati ir
daudz drosaki un ticamaki, ja tiek izmantotas implicita asociativa testa (IAT)
eksperimentalo procediiru vairakas versijas, 1pasi, ja m&rfjumi, kas ieglti no
dazadam IAT versijam, ir konvergenti (Bosson, Swann, & Pennebaker, 2000;
Bar-Anan & Nosek, 2014). Lai atbild&tu uz otro pétijuma jautajumu: “Vai eksisté
produktu zimoliem, kas iegiitas ar Afektiva IAT, Kognitiva IAT un Es-koncepta
IAT palidzibu? ”, tika izmantoti Pirsona korelacijas koeficienti.

Tika atrasta statistiski nozimiga koreldcijas sakariba starp implicito
attieksmju mé&rjjumu rezultatiem, kas iegtta ar Es-koncepta IAT un Afektiva IAT
palidzibu: r(130) = -.31, p <.001. Efekta izmérs ir vidgjs. Tapat tika atrasta
statistiski nozimiga koreldcijas sakariba starp implicito attiecksmju mérijjumu
rezultatiem, kas iegiita ar Es-koncepta IAT un Kognitiva IAT palidzibu: r(131) =
-37, p <.001. Efekta izm&rs ir vid&js. Tika konstat€ta statistiski nozimiga
korelacijas sakariba starp implicito attieksmju mé&rfjjumu rezultatiem, kas iegiita
ar Afektiva IAT un Kognitiva IAT palidzibu: r(159) =.45, p <.001. Efekta izmérs
ir tuvu lielam (8. tabula).
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8. tabula
Korelacijas koeficienti starp mainigajiem

—y Pirsona korelacijas . . 9%
Mainigie koeficienti Efekta izmers ticamibas
intervals
D(Es) D(afektivais)  #(130)=-.31, p <.001 vidgjs [-46; -.15]
D(Es) D(kognitivais) ¥(131)=-.37, p <.001 vidgjs [-.51;-.21]
D(afelaivais)  D(kognitivais)  #(159)=.45, p<.001 liels [.32;.57]

Lai izpétitu kontrolgjamo mainigo (Vecums, Dzimums, Izglitiba,
Gimenes statuss, lenakumi uz vienu personu ménesi (Eiro0)) ietekmi uz sakaribam
starp implicito mérjjumu rezultatiem, tika izmantoti parcialic korelacijas
koeficienti (Partial Correlation coefficients). Rezultati paradija, ka neviens no
kontrolgjamiem mainigajiem nerada ietekmi uz sakaribam starp mainigajiem:
D(afektivais) - D(kognitivais);, D(Es) - D(afektivais); D(ES) - D(kognitivais).

legiito rezultatu interpretacja

Nemot véra pétijuma iegilitos rezultatus, tika konstatta statistiski
nozimiga koreldcijas sakariba starp implicito attieksmju merfjumu rezultatiem,
kas tika iegtita ar Es-koncepta AT, Afektiva IAT un Kognitiva IAT palidzibu, kas
norada uz konvergentas validitates esamibu. Visos gadijumos efekta izmérs ir
vidgjs. Tika secinats, ka atbilstiba starp mainigajiem D(afektivais) un
D(kognitivais) ir iesp€jama pie pozitiviem korelacijas koeficientiem. Savukart,
atbilstiba starp mainigajiem D(ES) un D(afektivais); D(ES) un D(kognitivais) ir
iesp€jama pie negativiem korelacijas koeficientiem, kas izriet no D punktu
interpretacijas.

Metodologisko pieeju analize, kas vérsta uz implicito mérijjumu izpéti
parada, ka eksiste empirisko petijumu deficits, kuros tiek pétits viens vai dazadi
psihologiskie konstrukti un vienlaicigi tiek lietotas vairakas implicitas m&rijumu
procediiras. Pieméram, atticksmes pret paScienu; politiskas atticksmes,
atticksmes pret partiku, attiecksmes pret vardarbibu un daudzas citas atticksmes.
ST probléma Tpasi ir novérojama patérétaju attieksmju pétijumos. P&tnieki Bar-
Anans un Noseks (2014) atzist, ka nemot véra sasniegumus implicitas socialas
izzinas dazadas jomas, parsteidzo§i maz ir zinams par sakaribam starp
implicitajiem merfjjumiem. Tas fakts, ka divus mérjjumus var nosaukt par
"implicttajiem”, pats par sevi negaranté, ka tie pamata balstas uz lidzigiem
psihologiskiem procesiem, prognozeé lidzigu uzvedibu, méra vienu un to pasu
konstruktu vai pat ir savstarpg&ji saistiti viens ar otru. Promocijas darba petjjuma
visos gadijumos korelacijas sakariba norada uz mérijuma rezultatu atbilstibu.
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TreSais pétljuma jautajums

Promocijas darba ietvaros empiriski tika konstruéta implicita
“vispareja” attieksme pret zimolu, kas tika iegtita ar Es-koncepta IAT palidzibu.
ST konstrukta izveides pamatnostadnes nosaka: (1) Kognitivie procesi, kuri
analizé Es-koncepciju un tas ietekmi uz uzvedibu, pamatojas uz pasreferences
efektu (self-reference effect), kas nosaka, ka individam vieglak kod&t to ienakoso
informaciju atmina, kura saistas ar individa “Es” (Self), salidzinot ar to
informaciju, kurai ir maza personiga nozime (Rogers et al., 1977; Perkins &
Forehand, 2012; Bredart, 2016); (2) Balstoties uz kognitivajiem neirobiologisko
petijumu rezultatu secinajumiem par implicitas apmacibas sisttmam un atminu
(Amodio & Ratner, 2011; Amodio, 2019), implicita “vispargja” atticksme pret
zimolu ietver ne tikai implicitas afektivas asociacijas, bet arl implicitas
kognitivas asociacijas.

Lai atbildétu uz treSo pétijjuma jautajumu: “Kadu ieguldijumu
implicitaja attieksmeé, kas iegiita ar Es-koncepta IAT palidzibu, sniedz attieksmes
emocionalais un kognitivais komponents, kas izmeriti ar Afektiva IAT un
Kognitiva IAT palidzibu?”, tika izmantota daudzfaktoru regresijas analize.
Atkarigais mainigais: D(ES), neatkarigie mainigie jeb prediktori: D(afektivais)
un D(kognitivais). Metode: Enter. Tika iegits regresijas vienadojums (2):

D(Es)[novertgjums] = 0.194 - 0.282* D(kognitivais) - 0.255*D(afektivais). (2)

Katra neatkariga mainiga ietekmi nosaka ar beta koeficientu ()
palidzibu. Vislielako ietekmi (impact) uz atkarigo mainigo D(ES) rada mainigais
D(kognitivais): p1=-.29, t(127) = -3.47, p < .001, p&c tam: D(afektivais): fo = -
.22, 1(127) = -2.62, p = .010.

Konstantas (intercept) statistiska nozimiba ir vienada: t(127) = 4.50,
p < .001. Modela statistiska nozimiba ir vienada: F(2, 127) = 13.6, p < .001.
Determinacijas koeficients (R-Square = .176) norada, ka 17.6% no mainiga
D(Es) variacijas var izskaidrot ar mainigo D(kognitivais) un D(afektivais)
izmainam. Pielagots R-kvadrats (Adjusted R-square) ir vienads: 0.163.
Novertgjuma standartkltida (Standard error of estimate) ir vienada: 0.31. Efekta
izméri: (1) Koena f-kvadrats = 0.21, 95% CI = [ 0.060; 0.41]; (2) R-kvadrats =
176, 95% CI = [.058; .29]. Abos gadijumos efekta izmérs ir vidéjs.

legiito rezultatu interpretacija

legiitie rezultati norada, ka “Es” implicitas asociacijas, kas izméritas ar
Es-koncepta IAT palidzibu, var novértét ka implicito “vispargjo” attieksmi pret
Latvijas vai arzemju produktu zimoliem konkréta modela ietvaros. 17.6% “Es”
implictto asociaciju izmainas var izskaidrot ar implictto asociaciju kognitivo un
afektivo komponentu izmainam. Koena efekta un R-kvadrata efekta izméri ir
vidgji. Vislielakais ieguldijums implicitaja attieksm@ pret zimolu, kas iegtta ar
Es-koncepta IAT palidzibu, ir attieksmes kognitivajam komponentam, kas
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atspogulo implicTtas asociacijas pret Latvijas vai arzemju produktu zZimoliem ar
atribiitiem, kas raksturo partikas produktu cenu un kvalitati. Rezultats ir
statistiski nozimigs un efekta izmérs ir vidgjs. Lai aprakstitu “Es” implicitas
attiecksmes, nepietiek tikai ar implictto attieksmju kognitivo un afektivo
komponentiem; varétu bat nepieciesami papildus implicitie prediktori. Saja
gadljuma svarigi biitu izmantot instrumentariju, kas méra automatiskas,
instrumentalas asociacijas. Nemot v&ra instrumentalo asociaciju uzskaiti, vartu
nozimigi palielinat efekta izm&ru un, iesp&ams, lautu apliukot implicitas
asociacijas, kas izmeritas ar Es-koncepta IAT palidzibu, ka “vispargjo” implictto
attieksmi pret zZimolu.

Ceturtais pétijuma jautajums

Balstoties uz attiecksmju divu procesu modelu teor&tiskajam
pamatnostadném (Gawronski, De Houwer, & Sherman, 2020), viens no
svarigakajiem jautajumiem izvirzas sakaribas izp&te starp eksplicito un implicito
atticksmju mérijuma rezultatiem. Lai atbildétu uz ceturto pétjjuma jautajumu:
“Kadi visparéjie faktori veido pamatu mijsakaribai starp attieksmju merijumu
rezultatiem, kas ieguti ar Afektiva IAT, Kognitiva IAT, Es-koncepta IAT,
eksplicitas  afektivas procediiras un eksplicitas kognitivas procediiras
palidzibu?”, tika izmantota faktoru analize ar diviem faktoriem.

Pamatojums. Dalibnieku skaits N = 130, mainigo skaits k = 5. Uz katru
mainigo ir jabiit vismaz 10 noveérojumiem, t.i., 50 novérojumiem (“10. likums™)
(Zhao, 2009). Nemot véra noverojumu skaitu un mainigo skaitu, faktoru analizes
pielietojums ir adekvats. KMO raditajs (Kaiser-Meyer-Olkin Measure of
Sampling Adequacy, MSA) norada uz izlases adekvatumu un nosaka faktoru
analizes piemé&rotibu izvéletajiem mainigajiem. Statistiska vértiba KMO = .59 =
.60 nosaka, ka datu adekvatums ir apmierino$s. Bartleta sfériskuma tests
(Bartlett's Test of Sphericity) (10) = 75.7, p < .001)) norada ka datus var lietot
faktoru analizei.

Tika izvéléta galveno komponentu metode (Principal Component
Method) un izdaliti divi faktori, kas atbilst sakotngjam ipasvertibam
(Eigenvalues), kuru vértiba parsniedz “1” (Kaizera krit€rijs). Pirmajam
komponentam atbilst 33.1% dispersijas, otrajam komponentam - 29.8%.
Dispersijas uzkratais procents sastada 62.9% > 50%, kas ir pienemami.
Interpretacijai tika izmantota Varimax rotacijas metode ar Kaizera normalizaciju
(Rotation ‘s method Varimax with Kaiser Normalization), kas palidzgja iegtt
“pagrieztu” faktoru matricu. Rotacija konverggja (converged) 3 iteracijas.
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9. tabula
Galveno komponentu analizes matricas: pagriezto komponentu matrica un
komponentu S-koeficientu matrica

Maine Pagriezto komponentu matrica Komponentu p-koeficientu matrica
e 1. komponents 2. komponents | 1. komponents 2. komponents
Diafekitvais) 761 194 493 214
D(Es) =742 140 -.446 017
Dikognitivais) 714 -261 416 104
Efkognifivais) 111 841 021 567
FE(afekivais) -024 812 072 557

Piezime. Ekstrakcijas metode: galveno komponentu analize. Rotacijas metode:
Varimax ar Kaizera normalizaciju. Rotacija konverggja 3 iteracijas.

9. tabulas sadala “Pagriezto komponentu matrica” tiek att€loti
korelacijas koeficienti starp diviem izvirzitajiem faktoriem (komponentiem) un
atbilsto$ajiem mainigajiem p&c rotacijas. Pirmkart, faktoru punktu koeficientu
matrica tiek noraditi mainigie, ar kuriem vislabaka veida korele latentais
mainigais, kas tiek apziméts ka “1. komponents”, kuru apraksta galvenokart
implicitie mainigie: D(afektivais), D(kognitivais), D(Es). 1. komponents™ tiek
nosaukts ka “Implicita “vispareja” attieksme pret zimolu”. Otrkart, faktoru
punktu koeficientu matrica tiek noraditi mainigie, ar kuriem vislabaka veida
korelg latentais mainigais, kas tieck apziméts ka “2. komponents”, kuru apraksta
galvenokart eksplicitie mainigie: E(kognitivais), E(afektivais). 2. komponents”
tiek nosaukts ka “FEksplicita “visparéja” attieksme pret zimolu”.

Implicitas “visparejas” attieksmes pret zimolu augstas vertibas (virs
1.93) atbilst implicitajam preferencém pret arzemju produktu zZimoliem, zemas
vertibas (zem 0.80) — pret Latvijas produktu zimoliem.

Eksplicitas “visparejas” attieksmes pret zimolu augstas vertibas (virs
0.52) atbilst eksplicitajam preferencém pret Latvijas produktu zimoliem, zemas
vértibas (zem -0.79) — pret arzemju produktu zimoliem. Mainigo D(ES),
D(afektivais), D(kognitivais) normativie punkti (“cut points”): +£0.15, ka arT
mainigo E(afektivais) un E(kognitivais) normativie punkti: 3.5 un 4.5, tika
standartiz&ti ar atbilstoSo mainigo vid€jo vértibu un standartnovirzu palidzibu.

Izmantojot B-koeficientus (3. tabula, “Komponentu B-koeficientu
matrica”) tika izskaitloti noraditie normativie punkti.

legiito rezultatu interpretacja

Faktoru analizes izmanto$ana lava sasniegt nozimigu rezultatu. Tika
noteikti divi faktori jeb latentie mainigie: Eksplicita “visparéja” attieksme pret
zimolu un Implicita “vispareja” attieksme pret zimolu. Mainigajam Eksplicita
“vispareja” attieksme pret zimolu augstas vertibas atbilst preferenc€m pret
Latvijas zimoliem, savukart, zemas veértibas — pret arzemju zimoliem.
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Mainigajam Implicita “vispareja” attieksme pret zimolu augstas vertibas atbilst
preferencém pret arzemju zimoliem, savukart, zemas vertibas — pret Latvijas
zimoliem. Abiem mainigajiem tika iegiiti normativie punkti, ar kuru palidzibu
tika noteiktas implicitas un eksplicitas preferences pret Latvijas un arzemju
produktu zZimoliem.

Tika konstatéts, ka mainigie: Eksplicita “visparéja” attieksme pret
zimolu un \mplicita “visparéja” attieksme pret zimolu ir divi neatkarigie
konstrukti; korelacja starp Siem mainigajiem ir vienada ar nulli (Urbane et al.,
2021). Eksplicitie m&rijuma rezultati parada, ka atticksmju emocionalais un
kognitivais komponents ir savstarpgji saistiti. Tapat implictto meérjjumu rezultati
parada, ka implictto attieksmju emocionalais un kognitivais komponents, kas
iegiti ar Afektiva IAT, Kognitiva IAT un Es-koncepta IAT palidzibu, ir
savstarp€ji saistiti.

Saskana ar veikto metaanalizi (Hoffman et al., 2005; Jordan, Logel,
Spencer, Zanna, & Whitfield, 2012; Plotka, et al., 2016), psihologiskos
konstruktus var novertét ar implictto un eksplictto mérfjjumu palidzibu, un tie var
biit neatkarigi viens no otra. Tom@r $aja teorétiski iesp&jamaja gadijuma var ari
rasties butiskas korelacijas starp eksplicitajiem un implicttajiem mérjjumiem.
Promocijas darba pétjjuma tas ir korelacijas starp atseviskiem implicitiem-
eksplicttiem mérfjumiem (atticksmju komponentiem), kas ir ietverti "vispargjas"
atticksmes.

Piektais pétijjuma jautajums

Zinatniskas literatiiras analize, ka arT agrak veiktie petfjumi parada, ka
atticksmes galvenokart tiek pétitas ka objekta kopg&jais novértéjums, kas ietver
kognitivo, emocionalo un uzvedibas informaciju. Tomér $ada izpratne rada
griitibas pétnieciba, jo ir griti noteikt, cik liela méra objekta (zimola) vispargjo
novertéjumu nosaka ta vai cita attieksmes sastavdala. Mingta probléma Tpasi
aktuala, veicot eksplicito un implicito attieksmju m&rfjumus pret zimoliem.

Lai atbildétu uz piekto pétijuma jautajumu: “Kads ir patérétaju
implicitas un eksplicitas “visparéjas” attieksmes saturs pret Latvijas un arzemju
produktu zimoliem? Kada ir atskiriba starp tam? Ar ko atskiras to afektivais un
kognitivais komponents? ”, tika izmantoti faktoru analizes secinajumi.

Implicita “vispargja” atticksme un eksplicita “vispargja” atticksme pret
Latvijas vai arzemju produktu zZimoliem tika iegtita ar faktora analizes palidzibu
(skat. 4. pétijuma jautajumu). Izmantojot regresijas metodi, Sie mainigie tika
saglabati ka atkarigie mainigie.

Neatkarigie mainigie jeb prediktori: D(afektivais), D(kognitivais),
D(Es), E(afektivais), E(kognitivais). Standartizéto regresijas vienadojumu f-
koeficienti ir statistiski nozimigi (p < .001) (3. tabula, “Komponentu [-
koeficientu matrica”). Nemot véra B-koeficientu vértibas tika noteikts, kads
ieguldijums atkarigajos mainigajos ir katram no prediktoriem.
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S1re?

Implicttas “visparéjas” un eksplicitas “visparejas” attieksmes pret zimolu
saturs

Tika secinats, ka vislielako ieguldijumu Implicitaja ‘visparéja”
attieksmé pret zimolu ienes D(afektivais): 1 = .49; péc tam secigi: D(ES): f2 = -
A45; D(kognitivais): 3 = .42; E(afektivais): fa = .072; E(kognitivais): fs = .021.

Vislielako ieguldijumu Eksplicitaja “vispareja” attieksme pret zimolu
ienes E(kognitivais): p1 = .57; péc tam secigi: E(afektivais): f» = .56
D(afektivais): p3 = .21; D(kognitivais): fs = -.10; D(ES): s =.017.

1. attels
Implicitas “visparejas” un eksplicitas ‘“visparéjas” attieksmes pret zimolu
saturs un to veidojoso mainigo dispersijas procenti

ImplicTta "visparéja" Eksplictta "vispargja"  Attieksmes

atticksme attieksme sastavdala
39119 ND(afektivais)

AN i CID(E Es)
\\ #D
/////‘\\\ 5% He

kognitivais)
31 %7 HE
47 %

,_..,_..

——

afektivais)

N35% \ & kognitivais)
/\\\\\\§ 1

1. attela ir atspoguloti mainigo dispersijas procenti, kas veido implicitas
“vipargjas” un ekplicitas “visparéjas” atticksmes pret zimolu saturu. Sie procenti
tika ieglti ar pagriezto komponentu matricas palidzibu. Fiksgtais komponents
tika aprékinats ka dala: skaititaja tiek ietverta mainiga faktora slodze kvadrata,
bet saucgja — §1 komponenta visu faktoru slodzes kvadratu summu. Piem&ram,
mainigajam D(afektivais) tas ir vienads: D(afektivais)=

(0.761)° / ((0.761)2 +(-0.742) +(0.714)" +(-0.111)" + (—0.024)2) =0.351 vai 35.1%.

Tika secinats, ka Implicitas “visparéjas” attieksmes pret zimolu saturs
galvenokart balstas uz asociativajiem procesiem un satur veidojoso mainigo 99%
dispersijas, t.sk.: D(afektivais) - 35% dispersijas; D(ES) - 33%; D(kognitivais) —
31% dispersijas. Implicita “visparéja” attieksme pret zimolu balstas arT uz
propozicionalajiem procesiem un satur tikai 1% dispersijas.

Eksplicitas “‘visparejas” attieksmes pret zimolu saturs galvenokart
balstas uz propozicionalajiem procesiem un satur veidojoSo mainigo 91%
dispersijas, t.sk.: E(kognitivasis) — 47% dispersijas, E(afektivais) — 44%.
Eksplicita “vispareja” attieksme pret zimolu balstas arl uz asociativajiem
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procesiem un satur 9% dispersijas (D(afektivais) — 3% dispersijas, D(ES) - 1%,
D(kognitivais) — 5%)).

Implicttas “visparejas” un eksplicitas “visparejas” attieksmes pret zimolu
satura arskirtbas

2. un 3. attelos tiek atspogulots patrétaju sadalijums, kas atspogulo
implicitas un eksplicitas preferences vai ambivalentas, vaji izteiktas preferences
(nav efekta) pret Latvijas un arzemju produktu zZimoliem.

Implicitas preferences. Galveno dalu veido automatiskas implicitas
asociacijas, kas saistitas ar Latvijas produktu zimoliem (71% - 82%) (3. attels).

Eksplicitas preferences. Galveno dalu veido ambivalentas vai vaji
izteiktas propozicijas (nav efekta) (47% - 56%) (4. att€ls).

2. attels
Patérétaju sadalijums. Implicitas attieksmes pret Latvijas un arzemju produktu
zimoliem (dalibnieki, kas izpildija visas tris IAT eksperimentalas procediiras,
N =130)

Implicita Afektivas Kognitivas “Es™ Automatiskas
“vispargja” implicitas implicttas implicTtas asociacijas ar
attieksme asociacijas asociacijas asociacijas zimolu
B Arzemju Zimols
M nav efekta

Oratvijas zimols

3. attels

Patérétaju sadalijums. Eksplicitas attieksmes pret Latvijas un arzemju produktu
zimoliem (dalibnieki, kas izpildija visas tris IAT eksperimentalas procediiras,
N = 130)

Eksplicita Afektivas Kognitivas Propozicijas pret

“vispar€ja”  propozicijas propozicijas zimolu
attieksme B Zrzemju zTmols
M nav efekta

O Latvijas zimols
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Analizgjot atSkirtbas starp eksplicito un impliclto “vispargjo”
attiecksmju pret zimolu afektivo un kognitivo sastavdalu, tika konstatéts, ka
mainigajam FEksplicita “visparéja” atticksme pret zimolu ar tas implicito
kognitivo sastavdalu - D(kognitivais), Spirmena korelacijas koeficients ir
vienads: rs(130) = -.24, p = .005, efekta izmérs ir starp mazu un vidgju.
Mainigajam Eksplicita “vispareja” attieksme pret zimolu ar tas implicito
afektivo sastavdalu — D(afektivais): rs(130) = .23, p =.007, efekta izmers ir starp
mazu un vidgju.

legiito rezultatu interpretacja

Rezultati parada, ka vislielako ieguldijumu Implicitaja “vispareja”
attieksmé pret zimolu rada, pirmkart, automatiskas, afektivas asociacijas ar
atribiitiem, kuriem rakturiga pozitiva vai negativa valence; otrkart, automatiskas
arzemju produktu zimolus; treSkart, - automatiskas, kognitivas asociacijas ar
atriblitiem, kas raksturo partikas produktu cenu un kvalitati.

Vislielako ieguldijumu Eksplicitaja “visparéja” attieksme pret zimolu
ienes, pirmkart, eksplicitas preferences pret Latvijas vai arzemju produktu
zimoliem, balstoties uz bipolaro ipasibas vardu novertgjumu, kas raksturo zimola
uztveres kognitivas (cena, kvalitate) iezimes; otrkart, eksplicitas preferences pret
Latvijas vai arzemju produktu zimoliem, balstoties uz bipolaro 1pasibas vardu
novertgjumu, kas raksturo zZimola uztveres afektivas iezimes. Rezultati liecina, ka
implicttas “vispargjas” attiecksmes pret zimolu saturs galvenokart balstas uz
asociativajiem procesiem (mainigo 99% dispersijas) un nedaudz uz
propoziocionalajiem procesiem (1% dispersijas). Savukart, eksplicitas
“vispargjas” atticksmes pret zimolu saturs galvenokart balstas uz
propozicionalajiem procesiem (91% dispersijas) un nedaudz — uz asociativajiem
procesiem (9% dispersijas).

Analizgjot implicitas un eksplicitas ,,vispargjas” atticksmes satura
atSkiribas, tika secinats, ka implicitaja “vispargja” attieksmé pret zimolu galveno
dalu aiznem automatiskas, implicitas asociacijas pret Latvijas produktu zimoliem
(71% - 82%); savukart, eksplicitaja “vispar&ja” atticksmé pret zimolu—
ambivalentas vai vaji izteiktas propozicijas (nav efekta) (47% - 56%).

Analizgjot atSkiribas starp implicito un eksplicito “vispargjo”
atticksmju afektivo un kognitivo sastavdalam, tika secinats, ka pétljuma
dalibniekiem pieaugot implicitajam afektivajam asociacijam ar pozitiviem
atribtitiem pret arzemju produktu zZimoliem, eksplicita ,,vispargja” attiecksme tiek
vairak vérsta uz Latvijas produktu zimoliem. Savukart, dalibniekiem pieaugot
implicitajam afektivajam asociacijam ar pozitiviem atribiitiem pret Latvijas
produktu zimoliem, eksplicita ,,vispargja” attiecksme tiek vairak veérsta uz
arzemju produktu zimoliem. Sie secinajumi atbilst agrak veiktajiem p&tijumu
rezultatiem (Maison et al., 2004; Maison & Gregg, 2016; Maison & Maliszewsk,
2016). Petijuma dalibniekiem pieaugot implicitajam kognitivajam asociacijam ar
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pozitiviem atriblitiem pret arzemju produktu zimoliem, eksplicita ,,vispargja”
attieksme tiek vairak versta uz arzemju produktu zimoliem. Visi iegiitie rezultati
ir statistiski nozimigi (a = .01), ar efekta izmériem starp mazu un vidgju.

Sestais pétijuma jautajums

Izmantojot promocijas darba izstradato instrumentariju (Afektivais
IAT, Kognitivais IAT, Es-koncepta IAT, eksplicita afektiva procedira, ekplicita
kognitiva procedira), empiriski tika izme@ritas paterétaju eksplicitas un implicitas
preferences pret Latvijas un arzemju produktu zimoliem.

Lai atbildetu uz sesto pétijuma jautajumu: “Kads ir patérétaju implicito
un eksplicito preferencu sadalijums pret Latvijas un arzemju produktu zimoliem?
Kads ir pateretaju eksplicito preferencu sadalijums pret Latvija vai drzemeés
razotiem produktiem?”, tika izmantota biezuma analize.

Datu ieguvei tika izmantoti dalibnieku mérfjumu rezultati, kas bija
izpildijusi Afektivo IAT (159 dalibnieki), Kognitivo IAT (160 dalibnieki), Es-
koncepta IAT (166 dalibnieki) uzdevumus un aizpildijusi pa$noveértéjuma
procediiras (afektivo un kognitivo).

Nominalo mainigo D(afektivais), D(kognitivais), D(Es) E(afektivais),
E(kognitivais) sadalijums tika petits, nemot vera tris kategorijas: “Latvijas
produktu zimols”, “Arzemju produktu zimols” un “nav efekta”. Termins “nav
efekta” norada uz loti vajam vai ambivalentam preferencém.

Pateretaju implicitas preferences pret Latvijas vai arzemju produktu zimoliem

Rezultati. (1) Afektiva IAT mérfjumu rezultati parada, ka dalibnieku
procentualais skaits, kuriem ir raksturigas implicitas afektivas preferences pret
Latvijas produktu zimoliem (74%) ir statistiski nozimigi lielaks neka dalibnieku
procentualais skaits pret arzemju produktu zimoliem (8%): (P* =134, p <.001,
h = 1.51. (2) Kognitiva IAT me&rfjumu rezultati parada, ka dalibnieku
procentualais skaits, kuriem raksturigas implicitas kognitivas preferences pret
Latvijas produktu zimoliem (71%) ir statistiski nozimigi lielaks neka dalibnieku
procentualais skaits pret arzemju produktu zimoliem (11%): (P* =11.7,p<.001,

h =1.31. (3) Es- koncepta IAT me&rijumu rezultati norada, ka petijuma dalibnieku
procentualais skaits, kuriem raksturigas “Es ” implicitas asocidacijas pret Latvijas
produktu zimoliem (67%), ir statistiski nozimigi lielaks neka dalibnieku

procentualais skaits pret arzemju produktu zimoliem (13%): (P* =10.77,p <
.001, h =1.18. Visos trijos gadijumos efekta izmérs ir liels (10. tabula).
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10. tabula
Implicito un eksplicito preferencu sadalyjums: Latvijas produktu zimols, arzemju
produktu zimols, nav efekta

Zimolu . Nicitis Skaits Procemti N Eksplictas Skaits Procenti N
preferences

Latvyjas L 113 70.6% o 066 325%

&iju Kogmtlvas 18 11.39% 160 Kogm‘m‘as 63 31.0% 203
Nav efekta 29 18.1% 74 36.5%

Latvijas o 117 73.6% o 60 29.6%

Arzemiu Afektivas 12 75% 159 Afektivas 59 29.1% 203
Nav efekta 30 18.9% 84 41.3%

Latvyjas e 112 67.5%

Arzemiju Es 22 133% 166
Nav efekta 32 19.2%

Piezime. N - dalibnieku skaits.

Pateretaju eksplicitas preferences pret Latvijas vai arzemju produktu zimoliem

Rezultati. Analizgjot pétijuma dalibnieku eksplicitas preferences pret
Latvijas un arzemju produktu zZimoliem tika secinats, ka dalibnieku procentualais
skaits, kuriem raksturigas loti vajas vai ambivalentas eksplicitas afektivas
preferences (41%), ir statistiski nozimigi lielaks neka dalibnieku procentualais
skaits, kuriem raksturigas eksplicitas afektivas preferences pret (1) Latvijas

produktu zimoliem (30%): (1) (P* = 2.50, p = .012, h = 0.25; (2) arzemju

produktu zZimoliem (29%): (P* =2.61, p=.009, h=0.26. Abos gadijumos efekta
izm@rs ir mazs.

Netika konstatetas statistiski nozimigas atskiribas starp dalibnieku
procentudlo skaitu, kuriem raksturigas eksplicitas afektivas preferences pret
Latvijas produktu zimoliem (30%) un eksplicitas afektivas preferences pret

arzemju produktu zimoliem (29%): (P* =.11 p = .913, h = 0.01. Efekta izmérs
netika konstatéts (10. tabula).

Atbildot uz pétijuma jautajuma otro dalu: “Kads ir patérétaju
eksplicito  preferencu sadalijjums pret Latvija vai arzemés razotiem
produktiem?” tika izmantoti sociali demografiskas aptaujas rezultati (N = 203).

legiitie rezultati parada, ka dalibnieku procentualais skaits, kuriem
raksturigas Partikas preferences pret Latvija raZzotiem produktiem (42%) ir
statistiski nozimigi lielaks neka pret arzemes razotiem produktiem (18%): (P* =
5.52, p <.001, h=0.55. Tapat tika konstatéts, ka dalibnieku procentualais skaits,
kuriem raksturigas vajas vai ambivalentas preferences (40%), ir statistiski
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nozimigi lielaks neka pret arzemés razotiem produktiem (18%): (P* =502, p<
.001, h=0.50. Abos gadijumos efekta izméers ir vid&js (11. tabula).

Izvertgjot dalibnieku eksplicitas preferences pret Latvija vai arzemés
razotiem partikas produktiem pie [lidzvértigas cenas, rezultati parada, ka
dalibnieku procentualais skaits, kuriem raksturigas eksplicitas preferences pret
Latvija razotiem produktiem (51%), ir statistiski nozimigi lielaks neka pret

arzemés razotiem (23%): ([)* = 5.86, p < .001, h = 0.58. Lidzigi rezultati tika
iegiiti, izvertgjot dalibnieku eksplicitas preferences pret Latvija vai arzemgs
razotiem partikas produktiem pie [lidzveértigas kvalitates. Dalibnieku
procentualais skaits, kuriem raksturigas eksplicitas preferences pret Latvija
razotiem partikas produktiem (49%), ir statistiski nozimigi lielaks neka pret

arzemeés razotiem partikas produktiem (24%): ([)* =5.33, p <.001, h = 0.53.
Abos gadijumos efekta izmérs ir vidgjs (11. tabula).
Svarigakie iemesli, kas motivé patérétajus nomainit savu izvéli no

Latvija raZzotiem partikas produktiem uz arzem&s razotiem produktiem ir:
Kvalitate (37%) un Pieredze (26%). Efekta izmérs ir mazs.

11. tabula
Preferencu sadalijumi: pret Latvija razotu partiku, pret arzemes razotu partiku
un nav preferences

Partikas produktu preferences Mainigie Skaits Procenti N

Latvija raZota partika 86 42%

Arzemes razota partika Produktu preference 36 18% 203

Nav preferences 81 40%

Latvyja raZota partika 103 51%

Arzemes razota partika Pm(}lﬂmf p_refe.-rence 47 23% 203
pie lidzvertigas cenas N X

Nav preferences 53 26%

Latvija raZota partika Produktu preference 100 49%

Arzemes raota partika pie lidzvertigas 49 24% 203

Nav efekta kvalitates 54 27%

legiito rezultatu interpretacja

leglitie mérjumu rezultati parada, ka parsvaru gist implicitas
preferences pret Latvijas produktu zimoliem (67% - 74%), salidzinot ar
implicTtajam preferencém pret arzemju produktu zimoliem (8% - 13%). Visos
gadijumos efekta izmérs ir liels. Augstakming@tos rezultatus apstiprina arT iegiitie
implicitas “vispargjas” attieksmes pret zimolu mérjjuma rezultati (skat. piekta
petijuma jautdjuma rezultatus). Analiz&jot eksplicito attieksmju mérfjjumu
rezultatus, tika secinats, ka lielakai dalai dalibnieku (36% - 41%) raksturigas loti
vajas vai ambivalentas eksplicitas preferences pret zimoliem. Augstakmingtos
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rezultatus apstiprina arT iegiitie eksplicTtas “vispargjas” attieksmes pret zimolu
mérfjuma rezultati (skat. piekta petjjuma jautajuma rezultatus).

Nemot véra augstakmingtos rezultatus, tiek secinats, ka visi mérijjuma
rezultati, kas tika veikti, izmantojot Afektivo, Kognitivo un Es-koncepta IAT
eksperimentalas procediiras, viennozimigi apliecina, ka parsvars ir implicttajam
preferencém pret Latvijas produktu zimoliem. Efekta izmérs ir liels. Tapat tika
konstatgts, ka attieksmju kognitivo un afektivo komponentu merjjumu rezultati,
kas iegiiti ar dazadam implicttajam eksperimentalajam procedtram, ir savstarpgji
saistiti. Sada savstarpgja sakariba mérfjumu Iimeni atspogulo griitibas nodalit
implictto attiecksmju dazados aspektus, ka ar1 var liecinat par relevantas
implicttas informacijas glabaSanas atbilstoSo sistému cieSu mijiedarbibu
(Trendel & Werle, 2015).

Eksplictto un implicito attieksmju sadalfjuma atskiribas pret Latvijas un
arzemju produktu zimoliem var izskaidrot ar to, ka implicitas attieksmes pret
zimoliem ir stabilas un vaji paklaujas izmainam, salidzinot ar eksplicitajam
attieksmeém.

Promocijas darba pétijjuma iegilitic rezultati atbilst citu pé&tnieku
veiktajiem p@tljumiem, IpaSi marketinga péetijumos, kuros tika izmantots
implicttais asociativais tests, lai izm@ritu paterétaju atticksmes pret zimoliem.
Sajos pétijumos implicito attieksmju konstrukts pret zimoliem tika pétits ka
viendimensionals konstrukts, kur galvena uzmaniba tika versta uz attieksmes
afekttva komponenta meérjjumiem (Maison et al., 2001, 2004; Brunel et al., 2004;
Priluck & Till, 2010; Greenwald & Maison, 2008; Perkins & Forehand, 2010;
Maison & Gregg, 2016; Dimofte, Goodstein, & Brumbaugh, 2015). Netika
atrasti analogi pétjjumi, kas veltiti implicito attieksmju afektiva un kognitiva
komponentu mérijjumiem pret vietgjiem un arzemju produktu zimoliem, tadel
darba autorei radas zinamas griitibas interpretét ieglitos merijuma rezultatus.

Tika secinats, ka parsvaru giist eksplicitas preferences pret Latvija
razotiem produktiem. Efekta izmérs ir vidéjs. Tomér dalibnieku procentualais
Ipatsvars, kuriem raksturigas loti vajas vai ambivalentas eksplicitas preferences,
ievérojami parsniedz to dalibnieku procentualo dalu, kuriem raksturigas
eksplicttas preferences pret arzemes razotiem partikas produktiem. Efekta izmers
ir vidgjs. Izvertgjot dalibnieku eksplicitas preferences pret Latvija vai arzemes
razotiem produktiem, pie lidzveértigas cenas un kvalitates, tika secinats, ka
parsvaru gust eksplicitas preferences pret Latvija razotiem produktiem. Efekta
izméers ir vidgjs. Svarigakie iemesli, kas mudina patérétajus nomainit savu izveli
no Latvija razotiem partikas produktiem uz arzemeés razotiem produktiem, ir
Kvalitate un Pieredze. legiitos rezultatus apliecina ari Latvija veiktais
sociologiskais pétijums, ko organiz&ja mazumtirdzniecibas uznémums Maxima
(Popjonoka, Sokola, & Beseris, 2020). Rezultati paradija, ka 64% Latvijas
patérétajiem ir svarigi, lai partikas produkti butu razoti Latvija. [zvéloties Latvija
razotus produktus, 64,9% respondentu tada veida velas ekonomiski atbalstit
vietgjos razotajus, 46% respondentu izvélas vietgjos produktus, jo uzskata, ka tie
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ir svaigaki, 42,1% - uzticas vietgjo produktu kvalitatei un razotaju reputacijai.
Teju tresdala (31,1%) uzskata, ka vietgjie produkti garSo labak.

Septitais petijuma jautajums

Lai atbildétu uz septito p&tijuma jautdjumu: ,Kada ir izstradata
instrumentarija (Afektivais |AT, Kognitivais |AT, Es-kocepta IAT, eksplicita
afektiva procedira, eksplicita kognitiva procediira) ticamiba, lai izméritu
implicitas un eksplicitas attieksmes pret Latvijas un darzemju produktu
zimoliem? ", tika sniegta pozitiva atbilde.

Teoretiska analize parada, ka situativie faktori (kognitiva slodze,
pasregulacijas resursi) un individualas personibas Tpatnibas (operativas atminas
apjoms, paskontrole, personibas iezimes) palielina implicito merjjumu
prognostisko validitati (Wiers, Houben, Roefs, de Jong, Hofmann, & Stacy,
2010; Dentale, Vecchione, & Barbaranelli, 2016).

Instrumentarija ticamiba tika nodro§inata: (1) izmantojot implicito testu
un pasnoveért§juma procediru konstruéSanas metodologiju; (2) nemot véra
implicito un eksplicito procediru lidzsvaru (skat. nodalu Metode), ka ari
izmantojot galvenos pamatnoteikumus psihologisko testu konstruéSana.
Tadgjadi tika korekti izstradatas dazadas IAT eksperimentalo procediiru
(Afektivais IAT, Kognitivais IAT, Es-koncepta IAT) un paSnovertejuma
procediru (eksplictta afektiva procediira, eksplicita kognitiva procediira) versijas
(De Houwer, 2006; Greenwald, Banaji, Rudman, Farnham, Nosek, & Mellott,
2002; Urbane et al., 2021).

Papildus pieradijumi darba autores radita instrumentarija ticamibai ir
2022. gada veiktais pétijums (Plotka, Urbane, & Blumenau, 2022), kura mérkis
bija izpétit, kada loma ir personibas iezim&m eksplicito un implicito preferencu
veidosana pret Latvijas vai arzemju produktu zimoliem. Saja pétijuma
personibas iezimju mérfjjumiem tika izmantota Personibas piecu faktoru
metodika (Big Five Inventory -2 (BFI-2)) (Soto & John, 2017; Kalugin,
Shchebetenko, Mishkevich, Soto, & Dzhon, 2021).

Veicot sakaribu analizi starp personibas iezim&m un implicitajam un
eksplicttajam preferenceém pret Latvijas vai arzemju produktu zimoliem, tika
atrasti efekti, kas detalizétak ir aprakstiti zinatniskaja raksta “Relationship
between implicit and explicit attitudes towards domestic and foreign brands and
personality traits” (Plotka, Urbane, & Blumenau, 2022).
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NOBEIGUMS

Promocijas darba pétijjuma mérkis — eksplicito un implicito attiecksmju
izpéte pret Latvijas un arzemju partikas produktu zimoliem — ir sasniegts.
Pamatojoties uz statistiski nozimigiem raditajiem, ir pieradits, ka implicitas un
eksplicitas metodes var lietot attieksmju afektiva un kognitiva komponenta
mérfjjumiem pret Latvijas un arzemju partikas produktu zimoliem.

Promocijas darba veiktais p&tijums mazina eso$o implicito merjumu
deficttu un demonstré dazada veida implicito asociativo testu (Afektivais,
Kognitivais un Es-koncepta IAT) lietojumu, lai izmérttu attiecksmes pret Latvijas
un arzemju produktu zZimoliem.

Neirozinatnes sasniegumi implicitaja socialaja izzina (Amodio &
Mendoza, 2010, Amodio, 2019), pasi atminas ka vairaku sistému koncepcijas
raSanas, (1) veicindja izpratni par automatiskiem novérté§anas procesiem ka
afektivas un kognitivas informacijas apstrades veidiem, kas var but izpilditi
automatiski; (2) Sie procesi ir atskirigi un (3) Sie procesi spgj ietekmét implicitas
attieksmes (Amodio & Devine, 2006; Amodio & Mendoza, 2010; Amodio &
Ratner, 2011). Tas lava darba autorei izmantot zinasanas par implicitajam

palidzibu var veikt dazada veida implicito asociativo testu konstruésanu.
Promocijas darba teoreétiskais un metodologiskais pamatojums:

Petfjuma teoretiska baze balstas uz darba izmantoto pamatjedzienu
analizi (zZimols, zZtmola t€ls, atticksme pret zZimolu, eksplictta atticksme, implicita
atticksme, atticksmes afektivais komponents, atticksmes kognitivais
komponents, implicitais asociativais tests, pasnovértéjuma procediira), ka arT to
izpétes dazadam pieejam.

1. Tika izanalizétas galvenas psihologiskas teorijas un pieejas, kas apliko
attieksmes, eksplicitas attieksmes, implicitas attiecksmes biitibu (Haddock &
Maio, 2008; Plotka et al., 2016; Maio, Haddock, & Verplanken 2018).

2. Aplukojot eksplicito attieksmju saturisko biitibu, tika izmantotas attieksmju
psihologiskas teorijas: Pardomatas ricibas teorija (Theory of Reasoned
Action, Fishbein & Azjen, 1975) un Planotas uzvedibas teorija (Theory of
Planned Behavior, Ajzen, 1991).

3. Promocijas darba p&tijuma metodologiskais pamatojums balstas uz socialas
izzinas (implicitas socialas izzinas) galvenajam teorijam, modeliem un
metodém (Payne & Gawronski, 2010; Gawronski & Brannon, 2019).

4. Lai izskaidrotu eksplicito un implicito attieksmju biitibu un to veidosanas
mehanismus, galvena uzmaniba tika versta uz attieksmju divu procesu
modelu analizi (MODE modelis (Fazio, 1990, 2007; Fazio et al., 1995;
Olson & Fazio, 2009); Divu attieksmju modelis (Wilson et al., 2000); Meta-
kognitivais modelis (Petty & Brinol, 2006; Petty et al., 2007) un Asociativi-
propozicionalais modelis (Gawronski & Bodenhausen, 2006, 2007)).
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5.

Teorétiskais pamatojums, lai veiktu empirisko pétfjumu, ka arT konstrugtu
implicita asociativa testa dazadas versijas (Afektivais IAT un Kognitivais
IAT), balstas uz Atminas sistému modela (MSM) pamatnostadném (Amodio
& Ratner, 2011; Amodio & Mendoza, 2010; Amodio, 2019). Saskana ar
MSM modeli, implicitie procesi atspogulo asociativo zinasanu multisistému
reprezentacijas (multiple systems representations of associative knowledge),
savukart klasiskie attieksmju divu procesu modeli — asociativo zinaanu
vienas sistémas reprezentacijas (single-system representations of associative
knowledge) (Amodio & Ratner, 2011; Amodio, 2019).

Teoretisko izpratni par implicitajiem mé&rfjumiem (implicit measures) un to
Teige Mocigemba, Sprut un Moor (2009). P&tnieki norada, ka implicitajiem
mérjjumiem ir raksturigas iek$Ejas un argjas pazimes. Ieksgjas pazimes ir
mentalie atribiiti un kognitivie procesi, kuri tieck meériti; savukart argjas
pazimes — mérfjjuma procediras (De Houwer & Moor, 2007). Minéta
klasifikacija lauj noteikt, cik liela méra dazadie implicitie merijumi viens no
otra atskiras.

Paterétaju implictto attieksmju, attiecksmju pret zZimoliem izp&tes teoretiskas
pieejas balstas uz implicitas socialas izzinas teorétiskajam pamatnostadném
patérétaju psihologijas (consumer psychology) konteksta (Perkins,

Forehand, Greenwald, & Maison, 2008; Perkins & Forehand, 2010;
Dimofte, 2010), ka art agrak veikto p&tjjumu analizi (Maison, Greenwald, &
Bruin, 2001, 2004; Dijksterhuis, Smith, van Baaren, & Wigboldus, 2005;
Perkins, Forehand, Greenwald, & Maison, 2008; Schnabel, Asendorpf, &
Greenwald, 2008; Perkins & Forehand, 2010; Dimofte, 2010; Dimofte,
Goodstein, & Brumbaugh, 2015; Plotka, Urbane, & Blumenau, 2015;
Maison & Gregg, 2016; Urbane et al., 2021; Fuduric, Varga, Horvat, &
Skare, 2022).

Socialaja psihologija zimols tiek aplikots ka viens no socialas
komunikacijas veidiem un ka socialas izzinas objekts. Raksturojot zimolu
socialaja izzina, zimolu var aplakot, pirmkart, ka materializ€tu objektu
(piem., reklama, logotips), kas tiek izprasts ka socialas izzinas objekts,
otrkart, ka telu, kas tiek izprasts, ka socialas uztveres rezultats (Malmelin &
Hakala, 2008; Andreyeva, 2009; Heding et al., 2009; Folomeyeva, 2010;
Wu, 2011; Kervyn & Susan, 2012; Antonova & Patosha, 2018; Kervyn,
Fiske, & Malone, 2022).
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Promocijas darba ietvaros tika iegiiti vairaki nozimigi pétijuma rezultati:

1.

Saja pétijuma iegiitie rezultati apstiprina vairaku pétnieku teorctiskas
atzinas, ka pastav eksperimentalie nosacijumi, implicito un eksplicito
mérijumu procediru konstruéSanas pazimes; specifiski eksperimenta
nosacTjumi, saskana ar kuriem pastav atbilstiba starp eksplicitajiem un
implicitajiem mérfjjumu rezultatiem (Fazio & Olsona, 2003; Perkins &
Forehand, 2010; Plotka, et al., 2016; Urbane et al., 2021). Promocijas darba
petijuma tika iegiita statistiski nozimiga korelacijas sakariba starp implicito
un eksplicito attieksmju afektivo un kognitivo komponentu mérijumu
rezultatiem, vidgjais efekta izmérs ir 0.27. Sie rezultati atbilst agrak
veiktajiem petljuma rezultatiem, kuros tika konstatéts, ka paterétaju
implicTto (,,vispargjo”) attiecksmju mérfjumos tiek noveroti pietickami augsti
korelacijas koeficienti, salidzinot ar sociali “jutigam jomam”, piemé&ram,
atticksme pret vardarbibu, atkaribu; etniskas atticksmes (Maison et al., 2001,
2004; Hofmann et al., 2005; Perkins et al., 2008; Perkins & Forehand, 2010;
Plotka et al., 2016; Gawronski, De Houwer, & Sherman, 2020).

Petjuma rezultati pieradija, ka pastav statistiski nozimiga korelacijas
sakariba starp automatisko afektivo, kognitivo asociaciju un “Es” implictto
asociaciju mérijumu rezultatiem. Sie rezultati ir svarigi, jo norada ka (1)
attieksmju pret zimoliem merfjjumiem vienlaicigi var izmantot vairakas IAT
eksperimentalo procediiru versijas; (2) ieglitie petijuma rezultati apstiprina
Afektiva IAT, Kognitiva IAT un Es-koncepta IAT konvergento validitati.
Promocijas pétijuma ietvaros empiriski tika pieradits, ka Eksplicita
“vispareja” attieksme pret zimolu un Implicita “visparéja” attieksme pret
zimolu ir divi neatkarigi konstrukti, kas atbilst divu attieksmju divu procesu
modelim (Wilson et al., 2000). Saskana ar $o modeli var pienemt, ka
dalibniekiem implicitais novert€jums atspogulo asociacijas, kas ir dzili
iesaknojusas atmina un ir stabilas. Savukart, eksplicitais noveértgjums
norada, ka dalibnieku sniegtas atbildes ietekmé augsta motivacija un spéciga
ieinteres€tiba pétijuma rezultatos, ka rezultata automatiski aktivizetas
atticksmes ietekme uz verbalajiem noveért€jumiem samazinas (Plotka et al.,
2016; Gawronski & Brannon, 2019). legiitie rezultati atbilst agrak
veiktajiem pétfjumu rezultatiem (Hoffman et al., 2005; Jordan, Logel,
Spencer, Zanna, & Whitfield, 2012; Plotka, et al., 2016; Urban et al., 2021).
Tika pieradits, ka implicita “vispargja” atticksme pret zimolu un eksplicita
"vispargja" attieksme pret zimolu, un to normu konstru€Sana, kas tika iegtita
ar faktoru analizes palidzibu, dod iesp&ju iegiit visparigus secinajumus par
implicitajam un eksplicitajam preferencém pret zimoliem, t.sk., ietverot
secinajumus par implicito un eksplicito attieksmju atsevisko komponentu
(kognitiva un afektiva) ietekmi uz patérétaju preferencém pret zimoliem.
Tika pieradits, ka implicitas “visparéjas” attieksmes pret zimolu saturs
galvenokart balstas uz asociativajiem procesiem (mainigo 99% dispersijas)
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un nedaudz uz propoziocionalajiem procesiem (1% dispersijas), savukart,
eksplicitas “visparejas” attieksmes pret zimolu saturs galvenokart balstas uz
propozicionalajiem procesiem (91% dispersijas) un nedaudz - uz
asociativajiem procesiem (9% dispersijas). legiitie rezultati atbilst
attieksmju divu procesu modelu teorétiskajam pamatnostadném, kuras
atzits, ka implicitie novérté§jumi galvenokart atspogulo asociativo procesu
rezultatu, eksplicitie novert&jumi — propozicionalo (Gawronski & Brannon,
2019). Propozionalie procesi notiek ar noliiku, apzinati un 1&ni, savukart,
asociativie — atri, automatiski un neapzinati (Payne, & Gawronski, 2010;
Plotka et al., 2016; Urbane et al, 2021). Turklat aktiviz&tas asociacijas
parasti veido pamatu propozicionalam (eksplicitam) Iémumam taja
gadijuma, ja informacija, kas izriet no §Tm asociacijam, tiek noraidita ar citu,
acumirkligi ienako$o informaciju. Savukart propozionala procesa parbaude
dazkart var aktiviz&t jaunas asociacijas atmina (Gawronski & Brannon,
2019).

Tika pieradits, ka vislielako ieguldijumu Implicitaja “vispareja” attieksmé
pret zimolu ienes (a) automatiskas, afektivas asociacijas ar atribiitiem,
kuriem rakturiga pozitiva vai negativa valence; (b) ,,ES” automatiskas
asociacijas ar atribitiem, kas raksturo Latvijas vai arzemju produktu
zimolus; (C) automatiskas, kognitivas asociacijas ar atribiitiem, kas raksturo
partikas produktu cenu un kvalitati. Saja gadijuma implicitie procesi
atspogulo asociativo zinaSanu multisisttmu reprezentacijas. Implicitais
“vispargjais” novert§jums atspogulo  “automadtiskas  afektivas un
automatiskas kognitivas asociacijas”, kas kopuma veido implicito
attieksmju saturisko pamatu.

(6)* Tika pieradits lietderigums par informacijas apstrades konceptualo un
afektivo sisteému efektu atsevisku uzskaiti, veicot attieksmju pret zimoliem
merjumus.

(6)> Tika pieradits, ka So efektu atseviska analize paradija kognitivo
zinasanu svarigumu un augstu saturisko atbilstibu starp to (konceptualo un
afektivo sistému) reprezentaciju implicitiem un eksplicitiem I[Tmeniem,
atskiriba no to Iimenu atbilstibas afektivas sist€mas reprezentacijas.

(6)® Tika pieradits, ka netiei p&tljuma rezultati ir savietojami ar atminas
multisisttmu koncepciju, informacijas atsevisku glabasanu, kas izstradata
attieksmes modela ietvaros.

Tika pieradits, ka vislielako ieguldijumu Eksplicitaja “visparéja” attieksme
pret zimolu ienes (a) eksplicitas propozicijas pret Latvijas vai arzemju
produktu zimoliem, balstoties uz bipolaro 1pasibas vardu novert&§jumu, kas
raksturo zimola uztveres kognitivas (cena, kvalitate) iezimes; (b) eksplicitas
propozicijas pret Latvijas vai arzemju produktu zimoliem, balstoties uz
bipolaro pasibas vardu novertejumu, kas raksturo zZimola uztveres afektivas
iezimes. Saja gadijuma eksplicitais “vispargjais” noveértgjums atspogulo
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10.

“eksplicitas afektivas un eksplicitas kognitivas propozicijas”, kas kopuma
veido eksplictto atticksmju saturisko pamatu.

Analizgjot implicttas un eksplicitas ,,vispargjas” attiecksmes satura atkiribas,
tika secinats, ka implicttaja “vispargja” attieksmé pret zimolu galveno dalu
aiznem implicitas asociacijas pret Latvijas partikas produktu zimoliem (71%
- 82%); savukart eksplicitaja “vispargja” atticksmé pret zimolu -
ambivalentas vai vaji izteiktas propozicijas pret zimoliem (nav efekta) (47%
- 56%).

Augstakmin@tos ieglitos rezultatus arT apstiprina veiktie meérijumi,
izmantojot Afektiva, Kognitiva un Es-koncepta IAT eksperimentalas
procediiras. Rezultati viennozimigi apliecina, ka parsvars ir implicitajam
afektivajam un implicitajam kognitivajam preferencem pret Latvijas
produktu zZimoliem (67% - 74%), salidzinot ar implicitajam afektivajam un
implicitajam kognitivajam preferencém pret arzemju produktu zimoliem
(8% - 13%). Efekta izmérs ir liels. Netika atrastas nozimigas atSkiribas
eksplicttajas preferencés pret Latvijas un arzemju produktu zimoliem, kas
ieglitas ar eksplicitas afektivas procediiras un eksplicitas kognitivas
procediras palidzibu. Tika konstatéts, ka lielakajai dalai dalibnieku (36% -
41% ) raksturigas loti vajas vai ambivalentas eksplicitas preferences pret
zimoliem.

Tika pieradita izstradata instrumentarija (Afektiva IAT, Kognitiva IAT,
Es-koncepta IAT, eksplicitas afektivas procediras, eksplicitas kognitivas
procediiras) ticamiba, lai veiktu attieksmju pret zimoliem meé&rijumus.
Izmantojot izstradato instrumentariju, empiriski tika pieradita personibas
iezimju loma implicito un eksplicito preferencu veido$ana pret Latvijas un
arzemju produktu zimoliem.

Pétijuma ierobeZojumi

lerobezojumi, kuri vargja ietekmét iegiito datu izmantoSanu un

interpretaciju ir: (1) demografiskie mainigie (2) mérjjumos netika izmantota
Neapzinata emocionala praiminga metode.

1.

Petfjuma netika ieklauti demografiskie mainigie. Tacu mainigie vecums,
dzimums, izglitiba, nodarbinatiba, ienakumi uz vienu cilvéku ménesi (Eiro)
tika izmantoti ka kontrolgjamie mainigie, lai parbauditu to ietekmi uz
sakaribam starp implictto un eksplictto attiecksmju mérijumu rezultatiem.
Neapzinata emocionala praiminga metodes izmantoSana lautu veikt daudz
dzilaku un detalizétaku iegiito rezultatu interpretaciju.
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Turpmakajos pétijumos tiek planots

1. Izstradat implicTto eksperimentalo procediiru, kas vérsta uz instrumentalo
asociaciju mérfjumiem, implictto attieksmju uzvedibas komponenta izp&ti.
P&tijums ir perspektivs, jo paaugstinas implicito eksperimentalo procediiru
prognostisko validitati.

2. Izpetit kontekstualo faktoru ietekmi uz implicitajam attieksmém pret
zimoliem, izmantojot implicito asociativo testu dazadas versijas.

Promocijas darba pétijuma praktiskais nozimigums

Izstradatas IAT eksperimentalas procediiras var izmantot ka p&tniecisku
un izglitojosu instrumentariju studgjosiem, kuri veic praktiskos darbus Baltijas
Starptautiskas akademijas Neirokognitivo implicito procesu laboratorija;
izmantot organizétas Online aptaujas, lai noskaidrotu sabiedribas attieksmi pret
Latvijas un arzemju partikas produktu zimoliem, ka arT citas jomas (veselibas,
sociala, izglitibas).

Daliba starptautiskajas zinatniskajas konferenc@s, ka ari interese no
stud€joso un uznémumu parstavju puses atspogulo pieprasijumu un interesi par
lidziga veida veiktajiem pétjjumiem. P&tljuma iegiitie rezultati var biit izmantoti
specialo macibu kursu veidoSanai, seminaru organizéSanai dazadiem
uznpémumiem, personam, kuru joma ir saistita ar paterétaju uzvedibas izp&tes
jautajumiem.

Pateicibas

Es gribetu izteikt lielu pateicibu promocijas darba izstrade un ta
vadisana Dr. psych., profesorei Irinai Plotka. Darba vaditajas ieteikumi,
rekomendacijas darba izstrades posmos man bija loti nozimigi un svarigi.
Jebkura bridi es vargju sanemt no darba vaditajas gan vertigus ieteikumus, gan
arT emocionalu atbalstu, kas $aja darba procesa man bija loti svarigi.

Tapat es velos pateikties Dr ing., asoc. prof. Ninai Blumenau par
milzigu atbalstu, veicot primaro datu apstradi. Profesores ieteikumi datu apstradé
bija man loti nozImigi.

Sirsnigu paldies grib&tu izteikt Dr. psych., profesoram Aleksejam
Vorobjovam par nozimigu rekomendaciju sniegSanu promocijas darba tapsana,
ka ar1 Dr. psych., asoc. prof. Aleksejam Ruzam par vertigiem ieteikumiem.

Veletos pateikties promocijas darba recenzentei Dr. psych., profesorei
Kristinei Martinsonei par vertigiem ieteikumiem un rekomendacijam promocijas
darba tapSana.

Izsaku lielu pateicibu Dr. psych., profesorei Anitai Piperei var vertigiem
ieteikumiem darba tapSana.

Sirsnigs paldies manai gimenei par nenovértéjamu moralo atbalstu,
uzmundrinajumu un pacietibu.
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GENERAL DESCRIPTION OF THE DOCTORAL THESIS

Research topicality: The topicality of the thesis reflects the modern
trends in research of attitude towards the brand in social psychology within the
interdisciplinary context. The study of attitude towards the brand is one of the
most frequently discussed scientific topics, since attitudes determine consumer
behavior, influence consumer decision-making processes; promote a deeper
understanding of the cognitive mechanisms (explicit and implicit processes) that
are based on the creation of the construct of attitudes.

The Doctoral Thesis examines the brand as a socio-psychological
phenomenon, the research of which is based on a deep theoretical-
methodological analysis, indicating that the brand is an object of social
cognition together with other socio-psychological phenomena. Analyzing such
psychological constructs as brand, attitude towards the brand, special attention
is paid to the development of instrumentation that provides measurement of
attitudes towards brands (for example, attitudes towards Latvian and foreign
food product brands).

The topicality of brand construct research is determined by social,
practical and scientific expectations, which consider this construct not only in
separate branches of psychology, such as social psychology (social cognition),
cognitive psychology, economic psychology, but also in other areas (marketing,
consumer behavior) (Aaker, 1993, 1997, 2003; Kotler & Keller, 2012; Kapferer,
2012; Folomeyeva, 2012; Jarrar, 2015; Pozharliev, Verbeke, & Bagozzi, 2017;
Antonova & Patosha, 2018; Davies, Rojas-Mendez, Whelan, Mete, & Loo, 2018;
Zhang, 2020; Ying, Yutong, Mingliang, & Andi, 2021).

Traditionally, especially in the field of marketing and consumer
behavior, the brand is defined as “a word, term, sign, symbol or design, or
combinations thereof, that help identify a product or service and differentiate a
particular product from other alternative products” (Kotler, 2000, p. 404). In the
context of the social psychological approach, the brand is viewed as an object of
social cognition, which is characterized by two aspects, on the one hand, the brand
is viewed as a materialized object, on the other hand, as an image, i.e. as a result
of social perception (Heding, Knudtzen, & Bjerre, 2009; Wu, 2011; Kervyn &
Susan, 2012; Antonova & Patosha, 2018; Kervyn, Fiske, & Malone, 2022).

Brand image is one of the most important subjects of psychological
research, which is often viewed as a set of personality traits associated with the
brand image (Aaker, 1997); viewed in connection with the self-concept (Aaker,
1997; Sirgy, 1998; Swaminathan, Page, & Gurhan-Canli, 2007; Shavitt, Torelli,
& Wong, 2009; Salimi & Khaniari, 2018); is studied in connection with
personality traits, which is an important aspect in the study of the decision-making
process (Zabkara, Arslanagic-Kalajdzic, Diamantopoulos, & Florack, 2017;
Plotka, Urbane, & Blumenau, 2022); is studied in relation to the consumer's
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personal identity and social identity (Maurya & Mishra, 2012; McGowan, Hassan,
& Shiu, 2017; Hamadneh, Hassan, Alshurideh, Kurdi, & Aburayya, 2021).

Theoretical analysis shows that the brand image is usually modeled
based on cognitive and emotional aspects, where cognitive and emotional
functions can be activated consciously and unconsciously (Bagozzi, Batra, &
Ahuvia, 2017; Li, 2022), so it is especially important to address the brand image
as a result of social perception, as a social attitude (Fomoleyeva, 2012; Konecnik
& Gartner, 2013; Agapito, Valle, & Mendes, 2013; Antonova & Patosha, 2018).

The attitude construct is one of the most important phenomena of social
psychology research, as it determines the subject's behavior in various areas of
social life, including consumer behavior. Analyzing the research on attitudes
towards brands, the author observed its connection with favoritism (Maison &
Maliszewsk, 2016); self-esteem (Dimofte, Goodstein, & Brumbaugh, 2015),
consumer social identity (Maurya & Mishra, 2012; Dimofte, Goodstein, &
Brumbaugh, 2015; McGowan, Hassan, & Shiu, 2017; Hamadneh, Hassan,
Alshurideh, Kurdi, & Aburayya, 2021); consumer ethnocentrism (Maison &
Maliszewsk, 2016; Maison, Ardi, Yulianto, & Rembulan, 2018).

Contemporary cognitive psychologists view attitude as an overall
assessment of an object that results from cognitive, emotional, and behavioral
information (Plotka, Igonin, & Blumenau, 2016; Maio, Haddock, & Verplanken,
2018). In this context, attitude towards the brand is defined as a consumer's
general evaluation of the brand (Bruhn, Schoenmueller, & Schafer, 2012). This
definition envisages three essential components of attitude (cognitive, affective
and behavioral), which form a generalized assessment of attitude and indicate its
general structure. On the one hand, the activation of the attitude process in
memory can require cognitive effort and can be controlled, while at the same
time, it can be spontaneous, automatic. In the first case, the explicit attitude is
considered, in the second, the implicit attitude.

Since the mid-90s of the 20th century, the field of implicit social
cognition has been intensively developing in social psychology. It is undeniable
that significant achievements in this field are the development of two-process
models of attitudes, which are based on different mechanisms of cognitive
processes: the single-attitude model - MODE model (Motivation and Opportunity
as Determinants model) (Fazio, 1990, 2007; Fazio, Jackson, Dunton, &
Williams, 1995; Olson & Fazio, 2009); Model of Dual Attitudes (Wilson,
Lindsey, & Schooler, 2000); Meta — Cognitive Model (MCM), Petty & Brinol,
2006; Petty, Brinol, & DeMarree, 2007); Associative—Propositional Evaluation
Model (APE), Gawronski & Bodenhausen, 2006, 2007).

Further development of knowledge about traditional two-process
models of attitudes was carried out thanks to the achievements of cognitive
neuroscience, with special attention being paid to the development of the
Memory Systems Model (MSM) (Amodio & Berg, 2018). Therefore, it became
possible to consider implicit associations not only as automatic, affective, but
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also as automatic, cognitive and instrumental, which in general form the content
basis of implicit attitudes (Amodio & Mendoza, 2010; Amodio & Ratner, 2011;
Amodio, 2019; Urbane et al., 2021).

To ensure the measurement of psychological constructs, different
measurement methods exist in psychology: explicit self-assessment procedures
and implicit measurement methods. Explicit self-assessment procedures are
viewed as direct, indirect, symbolic, conscious, controllable; on the other hand,
implicit measurement methods as indirect, non-symbolic, unconscious, and
automatic (Petty, Fazio, & Brinol, 2008; Moors, Spruyt, & Houwer, 2010).

The understanding of attitudes based not only on propositional but also
on associative processes encouraged the creation of new (implicit) measurement
methods for the measurement of attitudes. The result of indirect measurements
does not depend on conscious control of the participants (because the participants
are not informed what is being measured directly), but is based on reaction time
(RT) (Fazio, 1990; Smith & Zarate, 1990; Gawronski & Brannon, 2019). Implicit
measurement techniques are currently developing rapidly and have an
experimental basis (Greenwald, Brendl, Cvencek, & Friese, 2021).

The most commonly used instrument for measuring attitudes is the
Implicit Association Test (IAT) (Greenwald et al., 1998) and its modifications.
The IAT is a computerized instrument that measures automatic associations
between pairs of concepts defined as categories and attributes (American
Psychological Association [APA], 2009). A basic idea characterizing the IAT
postulates that it is easier to give fast and accurate answers when there are strong
associations between categories and attributes. The basic developments of the
IAT state that frequently used cognitive associations facilitate the cognitive
processing of the information with which it is associated. The competition of
stimuli manifests itself in the conflict of automatism - if the subject has a
tendency to associate a specific category with positive words, then in order to
associate them with negative words, the existing “positive” automatism must be
overcome (Plotka et al., 2016; Greenwald, Brendl, Cvencek, & Friese, 2021).

Methodological achievements in the field of implicit social cognition
can also be used in the measurement of consumer attitudes, especially in the
study of attitudes towards brands (Dimofte, Goodstein, & Brumbaugh, 2015;
Plotka, Urbane, & Blumenau, 2015; Urbane, Plotka, Blumenau, & Igonin, 2021;
Fuduric, Varga, Horvat, & Skare, 2022). Several researchers whose studies are
devoted to the study of consumer attitudes recognize that the use of implicit
methods is an important and promising methodological tool. Research is
incomplete if only conscious processing of information is considered, automatic
processing of information must also be considered (Dimofte, 2010; Dimofte,
Goodstein, & Brumbaugh, 2015; Plotka, Urbane, & Blumenau, 2015; Urbane et
al., 2021; Fuduric, Varga, Horvat, & Skare,2022).

With the development and expansion of the use of implicit
measurements of attitudes (Greenwald, McGhee, & Schwartz, 1998), researchers
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came to the realization that implicit and explicit measures of attitudes can provide
different results for the same attitude object (Rohner & Bjorklund, 2006; Perkins,
Forehand, Greenwald, & Maison, 2008; Plotka, Urbane, & Blumenau, 2015;
Urbane et al., 2021). Researchers acknowledge that the IAT as an implicit
measurement method in the study of consumer attitudes has reasonably good
psychometric performance (Maison, Greenwald, & Bruin, 2004; Greenwald,
Poehlman, Uhlmann, & Banaji, 2009; Greenwald & Lai, 2020; Greenwald,
Brendl, Cvencek, & Friese, 2021). In addition, it is recognized that a sufficiently
high correlation between implicit and explicit measurement results is observed
for consumer attitudes (Greenwald et al., 2009; Forscher, Lai, Axt, Ebersole,
Herman, Devine, & Nosek, 2019; Gawronski & Brannon, 2019).

In the field of research of consumer’s attitudes, there is a shortage of
measurement procedures that use both implicit and explicit methods. A summary
of the theoretical analysis allows us to claim that, using implicit measurement
methods, attitudes towards the brand were mainly studied as unidimensional
constructs, where the main focus was on the measurement of implicit affective
associations (Brunel, Tietje, & Greenwald, 2004; Maison, Greenvald, & Bruin,
2001, 2004; Perkins et al., 2008; Maison & Maliszewsk, 2016; Maison & Gregg,
2016; Tseng, Balabanis, & Liu, 2018). In the field of research of consumers'
implicit attitudes, researchers draw attention to the need to experimentally study
attitudes towards the brand as a multidimensional construct that includes the
affective and cognitive components of the attitude. The new methodological
concept (Amodio & Berg, 2018; Amodio, 2019) enabled the author of the work
to develop a new, specific instrument to measure implicit affective and implicit
cognitive associations towards Latvian and foreign food product brands.

Research aim: research of explicit and implicit attitudes towards
Latvian and foreign food product brands, using the developed implicit and
explicit attitude measurement methodology.

Research subject: research of affective and cognitive components of
explicit and implicit attitudes towards Latvian and foreign food product brands
(hereinafter - towards Latvian and foreign product brands).

Research questions:

1. Is there a correspondence between the measurement results of implicit and
explicit attitudes towards Latvian or foreign product brands obtained with
the help of IAT experimental procedures and appropriate self-assessment
procedures?

2. Is there a relationship between automatic (implicit) associations towards
Latvian or foreign product brands obtained with the help of the Affective
IAT, Cognitive IAT, and Self-concept IAT?

3. What is the contribution of the emotional and cognitive components of
attitude measured by the Affective IAT and the Cognitive IAT to the implicit
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attitude obtained by the Self-concept IAT?

What general factors underlie the interrelationship between the results of
attitude measurements obtained with the Affective IAT, Cognitive IAT,
Self-concept IAT, explicit affective procedures, and explicit cognitive
procedures?

What is the content of consumers' implicit and explicit “overall” attitude
towards Latvian and foreign product brands? What is the difference between
them? How do their affective and cognitive components differ?

What is the distribution of consumers' implicit and explicit preferences
towards Latvian and foreign product brands? What is the distribution of
consumers' explicit preferences for products manufactured in Latvia or
abroad?

What is the reliability of the developed instrumentation (Affective IAT,
Cognitive IAT, Self-concept IAT, explicit affective procedure, explicit
cognitive procedure) to measure implicit and explicit attitudes towards
Latvian and foreign product brands?

Research methods:

Experimental Procedures of the Implicit Association Test:

Affective Implicit Association Test (Affective IAT), which measures
automatic, affective associations of Latvian and foreign product brands with
attributes that have a characteristic positive or negative valence (Urbane et
al., 2021).

Cognitive Implicit Association Test (Cognitive IAT), which measures
automatic, cognitive associations of Latvian and foreign product brands with
attributes characterizing product price and quality (Urbane et al., 2021).
Self-concept Implicit Association Test (Self-concept IAT), which measures
automatic associations between the categories: “Self” (self, my, mine, own,
owned) and “Other” (other, their, them, they, others) and attributes that
characterize Latvian or foreign product brands (Urbane et al., 2021).

Self-assessment procedures:

Explicit affective procedure, which measures explicit preferences towards
Latvian or foreign product brands, based on the assessment of bipolar
adjectives, which characterize the affective features of brand perception
(Urbane et al., 2021).

Explicit cognitive procedure, which measures explicit preferences towards
Latvian or foreign product brands, based on the assessment of bipolar
adjectives, which characterize the cognitive (price, quality) features of brand
perception (Urbane et al., 2021).

Socio-demographic survey, the purpose of which is to find out the opinion
and perception of the public about food products produced in Latvia and
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abroad (Urbane, 2021).

e Brand recognition questionnaire, the purpose of which is to find out to what
extent the participants are familiar with the logos of Latvian and foreign
brands and their food products (Urbane, 2021).

Data analysis methods:

Mathematical statistical data processing methods (IBM SPSS Statistics
26.0): Descriptive statistics. Calculation of main trend indicators, calculation of
variation indicators, calculation of asymmetry and kurtosis with their standard
errors. Verification of compliance of the data distribution with the normal
distribution: Kolmogorov-Smirnov Test, Shapiro-Wilk Test; D'Agostino-
Pearson Omnibus Test; Charts with a normal distribution curve; Exploring
Boxplots. Frequency analysis: (1) ¢*- test - Fisher's angular transformation; (2)
Pearson's Chi-Square (¥?) Test of Independence. (3) Chi-Square Goodness-of-Fit
Test. Correlation analysis: Pearson correlation coefficients; Comparison of
Pearson correlation coefficients with Z-test; Partial correlation coefficients;
multivariate regression analysis. Factor analysis: Principal components method,
Varimax rotation method with Kaiser Normalization (Rotation's method
Varimax with Kaiser Normalization). Effect sizes.

Research participants:

203 participants aged 16 to 60. Age median: Mdn = 34.0, M = 33.5,
SD = 9.83. Gender: 75 males (38%) aged 18-57, Mdn = 34.0, M = 32.1, SD =
8.78) and 124 females (61%) aged 16-60, Mdn = 35.0, M = 34.4, SD = 10.3).
Education: 34 (17%) with secondary education, 58 (29%) with incomplete higher
education, 77 (38%) with Bachelor’s degree, 34 (178%) with Master's degree.
Marital status: 103 (51%) are married, 96 (47%) are not married. Employment:
143 (70%) work, 59 (29%) study. Monthly income (EUR) per person: 28 (14%)
have less than 500 EUR per month, 124 (61%) have 500 to 1000 EUR per month,
51 (25%) have more than 1000 EUR per month.

Scientific novelty and significance of the thesis:

A methodology was developed to measure implicit and explicit attitudes
towards Latvian and foreign food product brands. Different Implicit Association
Test (IAT) experimental procedures (Affective IAT, Cognitive IAT, and Self-
concept IAT) and self-report procedures (explicit affective procedure and
explicit cognitive procedure) were constructed. Using factor analysis, implicit
“overall” and explicit “overall” attitudes towards the brand were established as
two independent constructs that correspond to the Model of Dual Attitudes in
implicit social cognition. It was proven that the content of the implicit “overall”
attitude towards the brand is mainly based on associative processes, while the
content of the explicit “overall” attitude towards the brand is based on
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propositional processes. The use of implicit affective and implicit cognitive
associations for measuring attitudes towards food product brands, which is the
content basis of implicit attitudes, was theoretically and empirically justified.

Theses presented for defense:

1.

Experimental procedures of Implicit Association Tests (IAT) were
constructed: Affective and Cognitive IAT which measure automatic
affective and cognitive processes that are the basis of implicit attitudes
towards Latvian or foreign product brands. An experimental procedure was
developed for the Self-concept IAT, which measures the self's implicit
associations between the categories “Self” — “Other” and brands. In
accordance with the experimental procedures of the IAT, an affective
explicit and cognitive explicit procedure was developed. The reliability of
the developed instrumentation (Affective IAT, Cognitive IAT, Self-concept
IAT, explicit affective procedures, explicit cognitive procedures) was
proven to measure implicit and explicit attitudes towards Latvian and
foreign product brands.

The results of the research, obtained with the help of the constructed
measurement procedures, confirm the basic knowledge of the theories that
support the requirement for separate accounting of the effects of the
conceptual and affective systems of information processing, when
measuring attitudes towards brands. A separate analysis of these effects
showed the importance of cognitive knowledge and a high content
correspondence between the implicit and explicit levels of their (conceptual
and affective systems) representation, in contrast to the correspondence of
their levels in the representations of the affective system. Indirectly, the
results of the research are compatible with the multisystem concept of
memory, the separate storage of information developed within the
framework of the attitude model.

The results of the measurement of consumer attitudes towards brands,
obtained using factor analysis, confirm the postulate of the independence of
explicit and implicit attitude constructs, which in the theories of two
processes of implicit social cognition correspond to the Model of Dual
attitudes (Wilson, Lindsey, & Schooler, 2000).

The construction of implicit “overall” and explicit “overall” attitudes
towards the brand and their norms, obtained by means of factor analysis,
made it possible to make general conclusions about implicit and explicit
preferences for brands, including conclusions about implicit and explicit the
influence of individual components of attitudes (cognitive, affective, and
implicit associations of the “Self”) on consumer preferences. In turn, this
allows the use of “overall” attitude towards the brand in a broad research
context, especially in relation to the influence of personality traits on brand
preferences.
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The substantive nature of the implicit “overall” attitude towards the brand
and the explicit “overall” attitude towards the brand was empirically proven.
It was proved that the content of the implicit “overall” attitude towards the
brand is mainly based on associative processes, while the content of the
explicit “overall” attitude towards the brand is based on propositional
processes.

Approbation of research results
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Content of the thesis: The structure of the thesis consists of an
introduction, two theoretical and one empirical chapter (Method), discussion,
conclusion, list of used literature, which includes 384 sources of scientific
literature (in English, Latvian, Russian), and appendices. The volume of the
thesis without appendices is 155 pages. The thesis includes 17 Tables, 7 Figures
and 2 formulas.
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THEORETICAL PART

The first chapter “Brand as a research object in social psychology”
has two sub-chapters.

In the first sub-chapter “Social-psychological problems of consumer
behavior”, regularities of consumer attitudes and behavior, their scientific
significance in the field of social-psychological science are considered.

The topicality of the problem is determined by the result of the
interaction of socio-psychological and economic phenomena; active
development of economic psychology and its integration into socio-
psychological knowledge; strengthening of interdisciplinary links. As a result of
these processes, new lines of research are formed at the crossroads of social
psychology, sociology and economics within social psychological science
(Bagozzi, Girhan-Canli, & Priester, 2002; Macinnis & Folkes, 2010;
Deshpande, 2015). Socio-psychological factors largely determine persons'
economic activity, their attitudes and behavior. At the same time, the content of
these factors and the mechanisms of their influence have not been sufficiently
studied yet. Therefore, the study of socio-psychological regularities of consumer
attitudes and behavior acquires the importance of a scientific problem.

In socio-psychological studies of consumers conducted in the tradition
of cognitive psychology, consumer behavior is understood as a specific type of
social behavior. In this case, the researchers' interest is directed towards
understanding the socio-psychological regulators of this field: values, norms,
attitudes, social stereotypes, attributive processes (Sattari, Kordestani, & Oghazi,
2016; Maio, Haddock, & Verplanken, 2018).

Social psychology in consumer behavior mainly studies the consumer
decision-making process and the factors that determine consumer preferences.
Several models of this process have been developed to explain and predict
consumer decisions. Often, this process is viewed as a sequence of certain
activities: recognizing a problem, searching for information, evaluating different
options, making a purchase decision, and reacting to the purchase (Kotler, 1997;
Folomeyeva, 2010; Nagasimha, 2016). On the other hand, the peculiarity of the
psychological approach in examining the researched question is connected with
the fact that the consumer's decision-making does not only result from a rational
calculation, but also indicates that it is a complex psychological process that
includes motivation, emotions and cognitive processes of the subject. In the
context of consumer behavior, preferences are viewed as one type of decision-
making process, a choice between several alternatives. Given that preferences
determine choice, cognitive processes play a special role in consumer decision-
making.

The study of cognitive processes in social psychology is inseparable
from studies of social perception, which reflect the importance of the influence
of social, cultural and personal factors on the processes of perception, which are
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represented in human consciousness in the images of specific objects,
phenomena and the world as a whole. In consumer behavior research, the brand
stands out as a social object (Antonova & Patosha, 2018; Kervyn, Fiske, &
Malone, 2022). In recent years, the attention of researchers has been focused not
only on the study of factors that influence consumer awareness, but also on the
study of unconscious processes that influence consumer preferences (Plotka,
Urbane, & Blumenau, 2015; Maison & Gregg, 2016; Ozkara & Bagozzi, 2021;
Urbane et al., 2021; Fuduric, Varga, Horvat, & Skare, 2022).

The second sub-chapter “Brand as a research object in social
cognition” examines the theoretical approaches of brand research, reveals the
content of the concept of brand and the specifics of its research in social
psychology, as well as explores the social-psychological mechanisms of brand
perception.

The majorn interdisciplinary theoretical approaches of brand research
are based on two scientific paradigms: the positivist paradigm and the
constructivist or interpretive paradigm (Heding, Knudtzen, & Bjerre, 2009;
Jarrar, 2015).

Comparing these paradigms, the main focus of the thesis is on the
constructivist paradigm, as brand research is linked to various theoretical
approaches in psychology. Within the constructivist paradigm, K. Keller (1993)
developed the Consumer-Based Approach. This approach is based on the
achievements of cognitive psychology, where the brand is viewed as a cognitive
construct in the form of a world image. When perceiving a brand, the consumer
experiences a stream of associations that have an impact on the final image of
the brand. On the other hand, researcher D. Aaker (Aaker, 1997) developed the
Personality Approach, which is based on the achievements of personality
psychology. Aaker proposes the concept of “brand personality”, which is defined
as a set of personality traits associated with a brand. The Relational Approach
(Kapferer, 1992; Maurya & Mishra, 2012) was developed based on the
achievements of existential psychology. This approach continues to develop an
understanding of brand-consumer relationships that are analogous to
interpersonal interactions. At the beginning of the twenty-first century, in
connection with sociocultural, political, economic changes, there is a paradigm
shift in the understanding of the brand. The Community Approach analyzes issues
related to the anthropology of consumption, sociocultural influences, and
consumer rights and opportunities (Mufiiz & O'Guinn, 2001). The Cultural
Approach, on the other hand, reflects the extent to which a brand is able to
“incarnate” in culture, be significant in it, and transform from a brand into a
“brand icon” (Holt, 2004).

Theoretical analysis shows that the concept of brand is mainly used in
marketing (Moore & Reid, 2008), in the study of consumer behavior, and only
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in the last fifteen years has this phenomenon been found in social psychology
(Antonova & Patosha, 2018; Kervyn, Fiske, & Malone, 2022).

Traditionally, especially in marketing, the brand is defined as “a word,
term, sign, symbol or design, or combinations thereof, that serve to identify
products or services and help to differentiate a particular product from other
alternative products” (Kotler, 2000, p. 404).

In social psychology, the brand is viewed as one of the forms of social
communication and as an object of social cognition. The peculiarity of the brand
as an object of social cognition is manifested in the aspect that the brand can be
viewed, firstly, as a materialized object (e.g. advertisement, logo) that is
understood as an object of social cognition, secondly, the brand can be viewed
as an image that is understood, as a result of social perception. Such an approach
is noteworthy because the image as a result of the perception process is the basis
for specific behavior, while the consumer, when making a decision, is based
directly on the image that is embodied in the brand; moreover, the perception of
these images may be different for each individual (Kotler, Keller, Brady,
Goodman, & Hansen, 2012; Antonova & Patosha, 2018; Kervyn, Fiske, &
Malone, 2022).

Nowadays, the most important socio-psychological mechanisms of
brand perception, in the context of the formation of its attraction, are
personification, identification, and categorization.

Several researchers (Stepchenkova & Mills, 2010; Fomoleyeva, 2012;
Agapito et al., 2013; Herz & Diamantopoulos, 2013; Maio et al., 2018) recognize
that the presence of a brand significantly shortens the time of choosing a product,
as it serves as a signal to the consumer, to retrieve from memory a sufficient
amount of information to make a decision about the product. Particular attention
is paid to the issue of which component (cognitive or affective) has a greater
impact on the formation of attitudes when choosing a certain brand. Researchers
recognize that people have attitudes that stem equally from cognition and
emotion. There are variables that predict the extent to which people form
attitudes based on emotional or cognitive information. As researchers recognize,
differences in the content of attitudes determine the extent to which an individual
is able to respond to different types of information about a specific object (Herz
& Diamantopoulos, 2013; Haddock & Huskinson, 2004; Maio et al., 2018).

The second chapter “The theoretical concept of attitude and its role
in the paradigm of social cognition” has five sub-chapters.

In the first sub-chapter “The concept of attitude, explicit and implicit
attitudes”, an analysis of the attitude construct and its content in social
psychology is carried out.

Definitions of attitudes are highly dependent on researchers' theoretical
beliefs, goals, means, and research context (Plotka et al., 2016; Fishman, Yang,
& Mandell, 2021). Researchers Zanna and Rempel (1988) consider attitudes as
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a multidimensional construct, as a set of values that has a stable predisposition
towards a certain evaluation, based on cognitive, affective reactions, previously
formed behavioral intentions, which, in turn, are capable of influencing human
cognition, processes, affective reactions, formation of intentions and future
behavior. In this definition, attitudes represent evaluations of objects, while
emotions, beliefs, and behaviors are the three types of information on which these
evaluative statements are based.

Other researchers, based on the socio-cognitive structure model of
attitudes, point to the importance of the cognitive representation of the evaluative
judgment, linking the individual to the social world, which assumes that attitudes
are represented in memory by the designation of an object; an evaluative
summary about the object; structured knowledge that supports assessment. Thus,
attitudes are defined as a general evaluation of an object based on cognitive,
affective and behavioral information (Maio et al., 2018).

Scholars of cognitive psychology present attitudes as an integration of
cognitive and affective evaluations of an object, which can change based on their
strength (Gawronski, Houwer, & Sherman, 2020). Based on aspects of Fazio's
(1995, p. 247) associative-evaluative theory of social attitudes, implicit attitudes
are viewed as “associations between an object and its overall evaluation stored
in memory”.

Implicit attitudes are implicit, automatic, not consciously accessed, and
their activation is not controlled (Rydell, McConnell, Mackie, & Strain, 2006;
Plotka et al., 2016; Urbane et al., 2021). Explicit attitudes, on the other hand, are
intentional, judgmental, and their activation is consciously controlled (Rydell,
McConnell, Mackie, & Strain, 2006; Plotka et al., 2016; Urbane et al., 2021). For
example, when dealing with the objects of the environment, the individual forms
attitudes towards them, which are based on the experience of subjective-object
interaction at the cognitive and/or emotional, behavioral level. These interaction
results are “recorded” in memory in the form of evaluation of object features,
which differ in content and level of generalization, and which in general form the
result of the explicit and implicit learning process (Plotka et al., 2016).

In the second sub-chapter, “Analysis of Explicit and Implicit
Attitudinal Patterns”, the main focus is on the study of attitudinal patterns in
social cognition. A number of models have been developed in social psychology
to explain how attitudes predict behavior. The Theory of Reasoned Action
(Fishbein & Azjen, 1975) is based on the assumption that individuals act
consciously and predicts that any behavior is based on behavioral intention,
which is determined by two determining factors - the attitude towards the
behavior (the individual's beliefs that the behavior will desired consequences),
and subjective norms (individual perception of social pressure). The Theory of
Planned Behavior (Ajzen, 1991) is based on the assumption that individuals act
consciously, taking into account available information and consciously or

66



unconsciously consider the consequences of their behavior (Ajzen & Fishbein,
2005). The model states that the basis of any behavior is the behavioral intention,
which is based on three important factors: attitude towards the behavior,
subjective norms of the individual and perceived control of the behavior (self-
efficiency or beliefs about one's abilities to implement the behavior). This theory
recognizes that the relative importance of these three factors depends in part on
the specific intention. For example, minimal perceived behavioral control is
associated with minimal intentions, even though attitudes toward the behavior
and subjective norms will be significant (Ajzen & Fishbein, 2005).

Particularly important achievements in implicit social cognition are the
development of two processes models of attitudes, which are based on the
mechanisms of different cognitive processes.

Single-attitude model: the MODE model (Motivation and Opportunity
as Determinants model) (Fazio, 1990, 2007; Fazio et al., 1995; Olson & Fazio,
2009) views an attitude as a unified mental representation that includes the
associative link between the object of the attitude and the summary score stored
in the memory. If an individual has low motivation, low cognitive effort, his
behavior is under the influence of automatic attitude. On the other hand, if
motivation is high, the individual uses cognitive effort and his behavior is under
the influence of a controllable attitude (Hahn & Gawronski, 2018; Gawronski &
Brannon, 2019). The Model of Dual Attitudes (Wilson et al., 2000) states that
people have two attitudes towards the same object - implicit and explicit, which
are separated from each other and not related to each other (Gawronski &
Sritharan, 2010). Within the framework of the model, implicit attitudes are
associated with independent memory structures, while explicit attitudes are
associated with new human experiences, which are not yet included in the
permanent structures of memory as fixed multiple experiences, but are current
and usable (Plotka et al., 2016). The Meta-Cognitive Model (MCM) (Petty &
Brinol, 2006; Petty et al., 2007) shows how old and newly formed attitudes
function in memory (Rydell & McConnell, 2010; Petty et al., 2009; Plotka et al.,
2016; Gawronski & Brannon, 2019). The Associative—Propositional Evaluation
Model (APE) (Gawronski & Bodenhausen, 2006, 2007) states that explicit and
implicit measures of attitudes include two types of evaluation processes:
associative and propositional, which interact with each other. Implicit
evaluations reflect the result of associative processes, explicit evaluations — of
propositional (Gawronski & Brannon, 2019).

Several scientists note that classical two-process models of attitudes
view implicit social processes as single-system models of associations among
concepts, where associative evaluation is best characterized by automatic
affective reactions (Gawronski & Bodenhausen, 2006).

According to the Memory Systems Model (MSM), implicit processes
represent multiple systems representations of associative knowledge (Amodio &
Ratner, 2011; Amodio, 2019). MSM encompasses many forms of learning and
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memory, linking them to different neural substrates, perceptual and behavioral
systems. In the MSM approach, implicit evaluation is able to reflect “automatic
affective and automatic cognitive associations”, which in general form the
content basis of implicit attitudes.

The third sub-chapter “Methods of measuring implicit and explicit
attitudes, their advantages and disadvantages” deals with the methods
corresponding to the set of implicit measures. Implicit measures are defined as
the results of measurement procedures that are induced (obtained) in an
automatic way (manner) determined by psychological attributes (e.g. attitude
towards the brand) (De Houwer, Teige Mocigemba, Sprut, & Moor, 2009). There
is an opinion that implicit measures have intrinsic and extrinsic characteristics.
Internal traits are the mental attributes and cognitive processes that are measured;
while external signs — measurement procedures (De Houwer & Moor, 2007).
This classification allows us to determine the extent to which the various implicit
measurements differ from each other.

The thesis uses different versions of the experimental procedures of the
Two-Category Implicit Association Test (Greenwald et al., 1998). The
guidelines for the development of the Implicit Association Test (IAT) state that
frequently used cognitive associations facilitate rapid cognitive processing of the
information associated with them. The competition of the offered stimuli
manifests itself in the conflict of automatism. Automaticity is attributed to the
functional features of the measurement process, such as efficiency,
uncontrollability, unawareness, without prior intention (Bargh, 1994). If an
individual has a strong association between the target category (e.g. Latvian
brand) and positive adjectives (e.g. pleasant), then in order to associate this
category with negative adjectives, it is necessary to overcome the existing
"positive" automaticity (Plotka et al., 2016; Greenwald, Brendl, Cvencek, &
Friese, 2021).

Viewed as an experimental procedure to measure various mental
constructs, the IAT is a computerized instrument that measures automatic
associations between pairs of concepts defined as categories and attributes
(Greenwald et al., 1998; Greenwald et al., 2021). During the performance of the
IAT, research participants randomly classify stimuli that refer to categories or
attributes. These stimuli can be words, pictures or symbols. The IAT states that
it is easier to give fast and accurate answers when specific attributes and
categories are linked by stronger associations than when the associations are
weak (Gawronski & Brannon, 2019).

The Implicit Association Test has several advantages: a relatively
stable value of the implicit effect, prognostic validity and resistance to
falsification of responses (De Houwer, 2006; Rivers & Hahn, 2019; Greenwald
& Lai, 2020; Greenwald et al., 2021); implicit measurements are less sensitive
to social desirability and reflect true perceptions of the subject's attitude toward
the object (Gawronski, Lebel, & Peters, 2007); high psychometric properties
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(Bar-Anan & Nosek, 2014; Gawronski & Brannon, 2019); stability against the
self-presentation effect (Greenwald et al., 1998; Greenwald et al., 2003); a weak
reliance on an introspective approach to associations (Greenwald et al., 2002)
and an easy adaptation to assess a large number of socially relevant associations
(Greenwald et al., 2021).

Methods of measurement of explicit attitudes. Theoretical analysis
shows that in the beginnings of attitude research, mainly self-assessment
procedures were used, such as the Likert scale (Likert, 1932); Thurstone Scale
(Thurstone & Chave, 1929); Guttman Scalogram Analysis (Doob, 1947).

For many decades, the semantic differential method has been widely
used to measure various psychological constructs (Osgood et al., 1957; Lavine,
Thomsen, Zanna, & Borgida, 1998). The semantic differential method is also
used to study attitudes towards brands (Brunel et al., 2004; Maison et al., 2001,
2004; Plotka, Urbane, & Blumenau, 2015; Maison & Maliszewsk, 2016; Urbane
et al., 2021). Moreover, this method can be used not only for the study of overall
attitudes, but also for the measurement of affective and cognitive components of
attitudes (Batra & Ahtola, 1990; Crowley, Spangerberg, & Hughes, 1992; Crites,
Fabrigar, & Petty, 1994; Eagly, Mladinic, & Otto, 1994; Lavine; Thomsen,
Zanna, & Borgida, 1998; Plotka, Urbane, & Blumenau, 2015; Urbane et al.,
2021).

When using direct measurements, their significant shortcomings are
observed: false, socially desirable answers are often given (Dovidio & Gaertner,
1986; Dovidio & Fazio, 1992; Dimofte et al., 2015); lack of attention of the
participants is observed; the tendency to predict the researcher's expectations,
which in turn creates certain judgment distortions; inadequate reactions, low
introspection (Losel, 1995; Greenwald & Banaji, 1995; Lucas & Baird, 2006;
Gawronski & Brannon, 2019).

The global aspect of implicit social cognition relates to the
correspondence between explicit and implicit measures of attitudes, which
is discussed in the fourth sub-chapter. A number of papers by American and
European scientists are devoted to studies of the relevance of the measurement
of various implicit and explicit psychological constructs (Greenwald & Banaji,
1995; Fazio & Olson, 2003; Rudman, 2013; Perkins et al., 2008; Greenwald et
al., 2009; Forscher, Lai, Axt, Ebersole, Herman, Devine, & Nosek, 2019;
Gawronski & Brannon, 2019).

Previous studies suggest that implicit attitudes largely reflect past
experiences, while explicit attitudes are related to recent events. Several
researchers elaborate on this finding by stating that implicit attitudes are related
to earlier events, prior to verbal experiences, based on certain emotionally
significant events (Greenwald & Banaji, 1995; Gawronski & Brannon, 2019).

On the other hand, other researchers believe that implicit attitudes,
compared to explicit attitudes, are largely influenced not only by past
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experiences, but also by factors of affective experiences resulting from recent
experiences and cultural prejudices (Rudman, 2013).

It turns out that the problem of inconsistency between implicit and
explicit measurements is related not only to the low reliability of self-assessment
procedures, but also to the need to take into account those variables that affect
the correspondence of implicit and explicit measurements. It should be noted that
automatic and controlled responses are based on different factors, and their
valence can be absolutely different (Rudman, 2013). Despite the fact that much
attention is paid to the characteristics of attitudes between explicit and implicit
measurements, it does not provide an answer to the question of whether explicit
and implicit constructs (attitudes) are related to each other.

Researchers Fazio and Olson (2003, p. 304) acknowledge that a more
accurate formulation in this case might be: “When, under what conditions, and
for what kind of people, are implicit and explicit measures related?”” The correct
answer has to do with the conditions under which implicit and explicit attitudes
are correlated. In order to explain in depth the correspondence of explicit and
implicit measurements in implicit social cognition, several two-process models
have been developed, aimed at the study of various aspects of attitudes, which
are described in the second sub-chapter “Analysis of explicit and implicit attitude
models”.

In the fifth sub-chapter, the “Analysis of previous studies focused on
the study of attitudes towards brands using implicit and explicit methods”
is carried out. Summarizing earlier studies of attitudes towards brands, the author
concluded that attitudes towards brands were mainly studied as a one-
dimensional construct, where the main focus was on measuring the affective
component of attitudes. Experimental procedures for the IAT used verbal or
visual stimuli with positive or negative emotional valence as target attributes
(Brunel, Tietje, & Greenwald, 2004; Maison, Greenvald, & Bruin, 2001, 2004;
Friese, Wénke, & Plessner, 2006; Perkins et al. al., 2008; Priluck & Till, 2010;
Gattol, Saeaeksjaervi, & Carbon, 2011; Bosshard, Bourke, Kunaharan, Koller, &
Walla, 2016; Maison & Maliszewsk, 2016; Maison & Gregg, 2016; Tseng,
Balabanis, & Liu, 2018).

The new methodological concept (Amodio & Berg, 2018; Amodio,
2019) prompted the author of the doctoral thesis to develop several versions of
the experimental procedure of the Two-Category Implicit Association Test for
the measurement of affective and cognitive components of attitudes towards
Latvian and foreign product brands (see the “Method” chapter).

Theoretical analysis shows that the cognitive processes that analyze
self-concept and its influence on consumer behavior are based on the self-
reference effect (Forehand & Sood, 2005; Perkins & Forehand, 2012). This
prompted the author of the thesis to construct the experimental procedure of self-
concept, which provides measurements of automatic associations of “Self”
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between the target categories “Self” and “Other” and attributes that characterize
Latvian or foreign product brands (see the “Method” chapter).

Also, the analysis of the conducted studies shows that in the last ten
years in social psychology, the research of attitudes towards brands using explicit
self-assessment procedures has not been carried out in sufficient numbers (Batra
& Ahtola, 1990; Leclerc, Schmitt, & Dube, 1994; Park, Milberg, & Lawson,
1991; Watson & Wright, 2000; Herz & Diamantopoulos, 2013).

This, in turn, prompted the author of the thesis to develop two versions
of the self-assessment procedure in the 7-point system, which are aimed at
measuring the affective and cognitive components of attitudes towards Latvian
or foreign food product brands (see the “Method” chapter).

The Method chapter provides a description of various versions of the
experimental procedures of the Implicit Associative Test (IAT), as well as self-
report procedures; description of research procedure, research results and their
interpretation.

Instrumentation
Implicit Association Tests

The Two-Category Affective Implicit Association Test and the
Cognitive Implicit Association Test (hereafter - Affective IAT and Cognitive
IAT) were developed (Urbane et al., 2021) based on the guidelines of the classic
Two-Category Implicit Association Test (IAT) (Greenwald, McGee, & Schwartz
, 1998).

The Self-Concept Implicit Association Test (hereafter - Self-Concept
IAT) was developed (Urbane et al., 2021) based on the Two-Category Self-
Concept IAT guidelines (Greenwald & Farnham, 2000).

- The Affective IAT measures automatic, affective associations of Latvian and
foreign product brands with attributes characterized by positive or negative
valence.

- The Cognitive IAT measures automatic, cognitive associations of Latvian
and foreign product brands with attributes that characterize product price
and quality.

- The Self-concept IAT measures automatic associations between the
categories: “Self” (self, my, mine, own, owned) and “Other” (other, their,
them, they, others) and attributes that characterize Latvian or foreign product
brands.

Explicit procedures

The development of self-assessment procedures (Urbane et al., 2021)
was based on several aspects of Osgood's semantic differential concept, as well
as the ideas of researchers who used this concept to measure the affective and
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cognitive components of attitudes toward brands (Osgood, Suci, & Tannenbaum,

1957; Batra & Ahtola, 1990; Crites et al., 1994; Crowley et al., 1992; Herz &

Diamantopoulos, 2013; Sarabia-Andreu et al., 2019).

- The explicit affective procedure measures explicit preferences towards
Latvian or foreign product brands, based on the assessment of bipolar
adjectives, which characterize the affective features of brand perception.

- The explicit cognitive procedure measures explicit preferences towards
Latvian or foreign product brands, based on the evaluation of bipolar
adjectives, which characterize the cognitive (price, quality) features of brand
perception.

Methodological balance of implicit and explicit procedures

The main principle for creating implicit and explicit measurement
procedures was their methodological balance. This was achieved by: (a) selecting
identical (by product categories) Latvian and foreign product brands (visual
stimuli); (b) selecting the verbal stimuli (bipolar adjectives) that were used as
attributes for the Affective IAT and the Cognitive IAT.

- Affective IAT: categories — visual stimuli (see Table 1), attributes — affective
verbal stimuli (see Table 2).

- Cognitive IAT: categories — visual stimuli (see Table 1), attributes —
cognitive verbal stimuli (see Table 2).

- Explicit affective procedure: visual stimuli (see Table 1), affective verbal
stimuli (see Table 2).

- Explicit cognitive procedure: visual stimuli (see Table 1), cognitive verbal
stimuli (see Table 2).

- Self-concept IAT: categories — “Self”, “Other”, attributes — visual stimuli
(see Table 1).

Visual stimuli. A selection of visual stimuli (Latvian and foreign food
product brands) was made for the development of explicit and implicit attitude
measurement instrumentation. In order to avoid focusing the participants on only
one specific product category, the experiment included Latvian and foreign
product brands from various food product categories (yogurts, chocolate, juices,
ketchup, mineral water, chips). Latvian and foreign product brands of the same
categories, which were available on the Latvian market at that time, were
selected. Visual stimuli were selected based on their similarity in size or size,
visual complexity, and image resolution (Rothermund & Wentura, 2004).

Table 1 shows 12 visual stimuli, which include 6 images of Latvian
product brands (chips with the Adazu €ipsi logo; mineral water with the Mangali
logo; juice with the Cido logo; ketchup with the Spilva logo; chocolate with the
Laima logo and yogurt with the Karums logo) and 6 images of foreign product
brands (chips with the Estrella logo; mineral water with the EVIAN logo; juice
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with the TYMBARK logo; ketchup with the Heinz logo; chocolate with the
KarlFazer logo; yogurt with the ACTIVIA logo). Visual stimuli were presented
in the form of colored pictures.

Table 1
Visual stimuli

Latvian product brands Foreign product brands

| P
o

Verbal stimuli. The selection of attributive bipolar adjectives was made
taking into account the two factors of Osgood's concept: “Evaluation” and
“Strength”, as well as the theoretical insights of other researchers (Osgood et al.,
1957; Bentler & Lavoie, 1972).

Table 2 presents the verbal stimuli: bipolar affective and cognitive
adjectives.

Table 2
Verbal stimuli: bipolar adjectives
Adjectives Positive Negative
Affective tasty, aromatic, pleasant, tasteless, smelly, unpleasant,
sweet, living, healthy disgusting, dead, unhealthy
Cognitive natural, safe, economical, chemical, dangerous,
effective, advantageous, uneconomical, ineffective,
convenient disadvantageous, inconvenient

73



IAT experimental procedures

The general scheme of the experimental procedures of the Affective
IAT and the Cognitive IAT is presented in Table 3. Both experimental
procedures consist of seven blocks whose functionality is identical.

Table 3
General scheme of the experimental procedures of the Affective IAT and the
Cognitive IAT*

Block Attempts Function Left key answer “Q” Right key answer “P”
1 24 Training LV (v) F(v)
2 24 Training Positive (a) Negative (a)
3 48 Test LV (v)+Negative (a) F (v)t+Positive (a)
4 48 Test LV (v)+ Negative (a) F (v)+ Positive (a)
5 24 Training F(v) LV (v)
6 48 Test F (v)+Negative (a) LV (v)t Positive (a)
7 48 Test F (v)+Negative (a) LV (v)+ Positive (a)

Note. Target categories (v — visual stimuli): LV — Latvian brand, F — foreign
brand. Target attributes (a — verbal stimuli).
* Development of the thesis author.

The general scheme of the experimental procedure for the Self-concept
IAT is presented in Table 4.

Table 4
General scheme of the experimental procedure of the Self-concept IAT*
Block  Attempts Function Left key answer “Q” Right key answer “P”
1 24 Training Other (w) Self (w)
2 24 Training F(v) LV (v)
3 48 Test Other (w) +F (v) Self (w) +LV (v)
4 48 Test Other (w) +F (v) Self (w) +LV (v)
5 24 Training Self (w) Other (w)
6 48 Test Self (w) +F (v) Other (w) +LV (v)
7 48 Test Self (w) +F (v) Other (w) +LV (v)

Note. Target categories (w — verbal stimuli): Self (self, my, mine, own, owned);
Other (other, their, them, they, others). Target attributes (v — visual stimuli): LV —
Latvian brand, F — foreign brand.

* Development of the thesis author.
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Effect sizes of implicit associations: D - scores

The processing of the results of the experimental procedures of the
Affective IAT, the Cognitive IAT and the Self-concept IAT is based on the
calculation of the average reaction times in each dual classification block (blocks
3-4 and blocks 6-7) and the combined standard deviations of the tasks performed
in the dual classification blocks. In order to measure the effect size of implicit
associations towards Latvian and foreign product brands, the D statistic was used
(Greenwald et al., 2003). The D-score calculation algorithm for the Affective
IAT, Cognitive IAT and Self-concept IAT is identical (Rudman, 2011).

Implicit “Overall” Attitude towards the Brand

Implicit “overall” attitude towards the brand and its cut points were
constructed using factor analysis. In the variable Implicit, high values (above
1.93) of “overall” attitude towards the brand correspond to implicit preferences
for foreign product brands, low values (below 0.80) to Latvian product brands.

Explicit self-assessment procedures

The explicit affective procedure includes visual stimuli (Table 1) and
verbal stimuli — bipolar adjectives (Table 2). The explicit affective procedure
consists of 12 questionnaires. Each questionnaire contains one adjective and six
pairs of pictures of Latvian and foreign product brands. When filling out each
questionnaire, the research participant evaluates Latvian and foreign product
brands with one of the offered adjectives: pleasant, unpleasant, sweet,
disgusting, tasty, tasteless, healthy, unhealthy, living, dead, aromatic, smelly.

The explicit cognitive procedure includes visual stimuli (Table 1) and
verbal stimuli, bipolar adjectives (Table 2). The explicit cognitive procedure
consists of 12 questionnaires. Each questionnaire contains one adjective and six
pairs of images of Latvian and foreign product brands. When filling out each
questionnaire, the research participant evaluates Latvian and foreign product
brands with one of the following adjectives: economical, uneconomical,
advantageous, disadvantageous, effective, ineffective, natural, chemical, safe,
dangerous, convenient, inconvenient.

Survey results processing

The processing of the data obtained in the explicit affective and
cognitive procedures is identical. Each evaluation of the answer option marked
with the numbers “3”, “27, “17, “07, “17, “2”, “3” is recoded from left to right
with the evaluation: “7”, “6”, 57, “4”, “3”,“2” “1” - for positive words and “1”,
€7, 37«47«57 <67, “7” — for negative words. For each participant, all points
obtained are added up and divided by 72 (6 pairs of brands and 12 adjectives: 6
x 12 = 72). The division result is defined as E-scores.

75



Survey results interpretation

The measurement results of the explicit affective procedure and the
explicit cognitive procedure determine the explicit preferences of the research
participants towards Latvian or foreign product brands. The main idea of how
preferences are determined is reflected in Table 5, which shows how possible
participants' evaluations obtained through the explicit affective procedure are
determined. The algorithm of Table 5 is used in a similar way for the
interpretation of the results of the explicit cognitive procedure.

E-scores. The classification of variable E-scores follows from the

conditions of their construction. Their interpretation is as follows:

- Total score averages that are greater than or equal to 4.5 (E > 4.5) correspond
to explicit preferences for Latvian product brands.

- Total score averages that are less than or equal to 3.5 (E < 3.5) correspond
to explicit preferences for foreign product brands.

- Total score averages that are greater than 3.5 and less than 4.5 (3.5 < E <
4.5) — the explicit effect of preference towards Latvian or foreign product
brands was not detected.

Table 5

Research participants' preferences towards brands: possible variants of
assessment of the degree of correspondence for one pair of Latvian (LV) and
foreign (F) product brands with one pair of bipolar adjectives, for example
“tasty”, “tasteless” (degree of correspondence: high, medium, low)*

Highlighted pomts.(m bold) Degree of compliance assessment  Preference
and transcoding Sum and average = for the brand
Tasty Tasteless Tasty Tasteless
3210123 3210123 - ) .
7654321 1234567 ! R SIS 5
3210123 32101123 e . .
7654321 1234567 13 6.5 LV high F medium LV
3210123 3210123 oo ) -
7654321 1234567 b 0 L ¥l Lyl L
3210123 3210123 - .
7654311 1234567 11 33 LV ugh No preferences LV
3210123 3210123 - o .
7654321 1234567 10 . LV high Loles Lt
3210123 3210123 e . i
7654371 1234567 9 43 LV ugh LV medum No affect
3210123 3210123 g 4 LV high F high No affect

7654321 1234567

* Development of the thesis author.
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Cronbach's alpha coefficients of explicit self-assessment procedures

- The Cronbach's alpha coefficient of the explicit affective procedure
(Cronbach's alpha, N=203) is a = .82, indicating good internal consistency

of the scale.

- The Cronbach's alpha coefficient of the explicit cognitive procedure
(Cronbach's alpha, N=203) is o = .87, indicating good internal consistency

of the scale.

An example of an explicit affective procedure questionnaire with the

adjective “Tasty” is reflected in Table 6.

Table 6

Explicit affective procedure questionnaire. Adjective: “Tasty”

Latvian product brand Assessment Foreign product brand
‘ "i 3210123
==
by 3210123
Wy
p_J
= 3210123 ‘

N o/
@ 3210123 O
é 3210123
= | @‘

By <
D, 3210123 3|
2 )

Explicit “Overall” Attitude towards the Brand

The explicit “overall” attitude towards the brand and its normative
scores (“cut points”) were constructed using factor analysis. In the variable
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“Explicit”, high values (above 0.52) of the “overall” attitude towards the brand
correspond to explicit preferences for Latvian product brands, low values (below
-0.79) - to foreign product brands.

Research procedure

The research was conducted in the period from September 2020 to
November 2021. 203 participants participated in the experiment. The research
was conducted in the Laboratory of Implicit Neurocognitive Processes of the
Baltic International Academy. At the beginning of the experiment, 203 research
participants completed a Brand Awareness Questionnaire and a Socio-
Demographic Questionnaire. Then, the Affective IAT and Cognitive IAT and
Self-concept IAT experimental procedure tasks were completed sequentially.
Finally, participants completed the Explicit Affective Procedures Questionnaire
and the Explicit Cognitive Procedures Questionnaire. Each participant consumed
an average of 1.5 hours. Throughout the experiment, the researchers followed the
rules of confidentiality, voluntary participation, and psychological ethics.

Measurement equipment

The experimental IAT procedures were developed using certified
licensed software E-Prime 2® at the Laboratory of Neurocognitive Implicit
Processes of the Baltic International Academy. The hardware enables accurate
experimental design, data collection and processing.

RESEARCH RESULT ANALYSIS

An analysis of the obtained data was carried out. The use of both
parametric and non-parametric statistics, including the use of Pearson's or
Spearman's correlation coefficients, was justified in each individual case.

First research question

To answer the first research question: “Is there a correspondence
between the measurement results of implicit and explicit attitudes towards
Latvian or foreign product brands obtained with the help of IAT experimental
procedures and appropriate self-assessment procedures?”, Pearson correlation
coefficients were used. Also, the influence of variables (Gender, Age,
Education, Marital Status, Employment, Income per Person per Month (EUR))
on the conformity of implicit and explicit variable results was controlled.

Table 7 shows the Pearson correlation coefficients between the implicit
and explicit variables.
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Table 7
Correlation coefficients between variables

. Pearson correlation . 95%

Variables coefficients Effect size confidence

interval
D(affective) E(affective) r(159)=-.15, p=.064 small [-.30; .006]
D(cognitive) E(cognitive)  r(160)=-.29, p <.001 medium [-43; -.14]
D(Self) E{affective) 7(166)=.19,p=012 between small and [.039; 33]

medium
D(Self) E(cognitive) (166) = .29, p <.001 medium [.13; .42]

Evaluating the results of Table 7, it was concluded that the
correspondence between the results of the measurement of implicit and explicit
attitudes towards Latvian or foreign product brands obtained with the help of
Affective and Cognitive IAT and explicit affective and cognitive procedures is
observed with negative correlation coefficients.

Correspondence between the measurement results of the implicit and
explicit attitude towards brands, obtained with the Self-concept IAT and the
explicit affective and cognitive procedures, is observed with positive correlation
coefficients.

The obtained results show a statistically significant correlation
relationship between implicit and explicit attitude measurements obtained with
the help of the Self-concept IAT and the explicit affective procedure: r(166) =
.19, p = .012. The effect size is between small and medium. Also, a statistically
significant correlation was obtained between the results of implicit and explicit
attitude measurements, which were obtained with the help of the Self-concept
IAT and the explicit cognitive procedure: r(166) = .29, p < .001. The effect size
is medium. Both correlation coefficients differ statistically insignificantly: Z =
0.87, p =.38. The effect size is small, suggesting a small statistically insignificant
difference effect.

A statistically significant correlation was found between the results of
implicit and explicit attitude measurements obtained with the help of the
Cognitive 1AT and the explicit cognitive procedure: r(160) = -.29, p <.001. The
effect size is medium. The correlation between implicit and explicit cognitive
attitudes towards Latvian and foreign product brands is stronger than between
implicit and explicit affective attitudes: Z = 1.31, p =.19. The effect size is small.

It was found that there is a tendency for a statistically significant
relationship between the results of implicit and explicit attitude measurements,
obtained with the help of the Affective IAT and the explicit affective procedure:
r(159) = -.15, p = .064. The effect size is small.

Partial correlation coefficients were used to investigate the influence of
controlled variables (Age, Gender, Education, Family Status, Income per Person
per Month (EUR)) on the relationships between the results of implicit and explicit
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attitude measurements. It was found that only the controlled variable Age has an
effect on the relationship between the variables D(affective) - E(affective). In the
age groups of 16-24 y.o. and 25-40 y.o., the relationship between the variables
D(affective) and E(affective) was not found (r(46) = -.058, p = .70 and r(74) = -
.051, p = .66). On the other hand, in the age group of 41-60 y.o., a trend was
found for the correlation relationship: r(38) = -.30, p = .067; the effect size is
medium.

Obtained result interpretation

The main methodological principle of the research of attitudes towards
brands in this thesis is the joint use of explicit and implicit measurement
procedures. Based on the two-process theoretical framework of attitudes, one of
the most important issues is the problem of correspondence between explicit and
implicit measurement results (Gawronski, De Houwer, & Sherman, 2020). Many
papers by American and European scientists have been devoted to this issue,
studying different psychological constructs and using different types of implicit
and explicit measurement procedures (Gawronski, De Houwer, & Sherman,
2020). In recent years, the analysis of many empirical studies indicates that when
measuring the same psychological construct, inconsistencies in judgments
regarding the understanding of the correlation between implicit and explicit
measurements are observed among researchers (Gawronski et al., 2020).

Scholars conducted a comparative analysis of implicit measures and
evaluated them against a set of criteria for different psychological constructs
(Bar-Anan & Nosek, 2014). This system included: internal consistency; test-
retest reliability; sensitivity to known-groups effects; the relationship between
implicit measurements of the same construct (the same topic); the relationship
between implicit and explicit measurements of the same construct (the same
topic); relationship between other variables; sensitivity to outliers and data
exclusion. Some of these criteria were also used in this thesis. When analyzing
the problem of implicit-explicit correspondence, especially in the early stages of
its research, the low correlation of explicit and implicit measures was explained
by implicit construct validity (Greenwald & Banaji, 1995).

One of the reasons indicating the inconsistency of explicit and implicit
measurement results may be related not only to the low reliability of self-
assessment procedures, but also to the need to take into account those variables
that may have an impact on the consistency of measurement results. When
studying the correspondence of explicit and implicit measurement results, it is
necessary to take into account different variables and the participants of different
subgroups associated with them, as well as experimental conditions that affect
the correspondence of explicit-implicit measurements (Fazio & Olson, 2003;
Rudman, 2013; Plotka et al., 2016; Urbane et al., 2021).

In addition, there may be factors in the research related to the
characteristics of the implicit or explicit measures, as well as factors related to
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the method itself, which affect the correlation between the implicit and explicit
measures. For example, in the research of explicit-implicit correspondence, Age
was such a factor. The variable Age has an effect on the relationship between the
variables D(affective) - E(affective). No match was found in the 16-40 age group;
in the age group of 41-60 y.o., there is a tendency for statistically significant
correspondence between the results of implicit and explicit measurements. The
effect size is medium. The correlation coefficients in the research of the thesis
indicate that the correspondence of the results of explicit-implicit measurements
is more strongly expressed between the variables D(cognitive) and E(cognitive)
than between the variables D(affective) and E(affective). The differences are
statistically insignificant; Cohen's q effect size is small.

The results obtained in this research support Fazio and Olson's (2003)
assumption that there are experimental conditions under which the
correspondence between implicit and explicit measures can exist. Analogous
results were obtained in studies in which the correspondence between implicit
and explicit measurement results was observed only under specific experimental
conditions or in separate groups of participants (Plotka, et al., 2016; Urbane et
al., 2021).

When looking at the correspondence between implicit and explicit
measurement results, attention should be paid to the design features of implicit
and explicit measurement procedures (Hofmann et al., 2005). For example, if the
target categories of the Implicit Association Test are visual stimuli (e.g., visual
stimulus is brand logo), then the development of explicit procedures should use
identical stimuli. The principle of methodological balance was also used in the
thesis research. Many researchers believe that if these features are not taken into
account, then an erroneous conclusion can be drawn about the true
correspondence between implicit and explicit measurement results (Payne,
Burkley, & Stokes, 2008; Gawronski, 2019; Gawronski et al., 2020; Urbane, et
al., 2021).

The range of changes in correlation coefficients between implicit and
explicit measurement results may vary depending on the psychological construct
under study (Hahn & Gawronski, 2018). A meta-analysis by scholars (Perkins &
Forehand, 2010) showed that reasonably high correlation coefficients are
observed in studies of consumer attitudes compared to socially “sensitive areas”
such as group attitudes (Perkins et al., 2008; Maison et al., 2001, 2004). Similar
conclusions were reached by researchers Hofmann, Gawronski, Gschwendner,
Le, & Schmitt (2005), conducting a meta-analysis that included a sample of 126
conducted studies. The average effect size was 0.24.

In this thesis, when researching consumer attitudes towards Latvian and
foreign product brands, the dimensions of the implicit-explicit corresponding
effect are as follows: (1) Affective IAT and Affective Explicit Procedure. The
effect size is small (-0.15). For participants in the age groups of 16-24 and 25-
40, the correspondence of the implicit - explicit measurement results was not
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found. In the age group of 41-60, the effect size is medium (-0.30). (2) Cognitive
IAT and Cognitive Explicit Procedure. The effect size is medium (-0.29). (3)
Self-concept IAT and Affective Explicit Procedure. The effect size is between
small and medium (0.19). (4) Self-concept IAT and Cognitive Explicit
Procedure. The effect size is medium (0.29).

The researcher Hoffmann and his colleagues (2005) came to the
conclusion that the implicit-explicit correspondence between measurements can
be related to: (1) the influence of motivation in explicit self-assessment
procedures; (2) very weak introspective access to implicitly valued
representations; (3) factors affecting the retrieval of information from memory;
(4) the methodological balance of the two measurement procedures, and (5) the
independence of the implicit constructs.

Various attitudinal models can be used to explain the correspondence
between implicit and explicit measurement results (Payne & Gawronski, 2010;
Gawronski, De Houwer, & Sherman, 2020), for example, the MODE model
(Fazio & Olson, 2003; Fazio & Towles - Schwen, 1999; Fazio, 1990, 2007), the
Model of Dual Attitude (Wilson et al., 2000), the Meta-Cognitive Model (Petty
& Brinol, 2006; Petty et al., 2007) and the Associative-Propositional Model
(Gawronski & Bodenhausen, 2006, 2007).

It follows from the MODE model (Fazio & Olson, 2003) that a strong
correlation relationship between explicit and implicit measurements can be
observed in cases where research participants are characterized by low
motivation and inability to control their explicit evaluations (Hofmann et al.,
2005). Therefore, the explicit-implicit correspondence can be high and more
pronounced for “down-to-earth” research areas (for example, consumer
attitudes), while low correspondence - for socially sensitive issues (for example,
ethnic attitudes, prejudices against minority groups, etc.).

On the other hand, the Model of Dual Attitude (Wilson et al., 2000)
states that implicit measures reflect old pre-ideas that are automatically activated
upon encountering a relevant stimulus. At the same time, explicit measurements
show that such old ideas are reflected only if a person has low motivation or lacks
the cognitive ability to retrieve recently learned ideas from memory. Implicit
measures are not subject to motivational influences, while explicit self-report
procedures are often subject to the social desirability of research participants.

Previous studies show that implicit measures do not replace, but
complement the results obtained with explicit self-assessment procedures
(Dimofte, 2010; Dijksterhuis et al., 2005; Dimofte, 2010; Dimofte, Goodstein, &
Brumbaugh, 2015; Plotka, Urbane, & Blumenau,2015; Urbane et al., 2021;
Fuduric, Varga, Horvat, & Skare, 2022).
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Second research question

Theoretical analysis indicates that measurement results for any
construct are much safer and more reliable when multiple versions of the Implicit
Association Test (IAT) experimental procedures are used, especially when
measurements obtained from different versions of the IAT are convergent
(Bosson, Swann, & Pennebaker, 2000; Bar-Anan & Nosek, 2014). To answer the
second research question: “Is there a relationship between automatic (implicit)
associations towards Latvian or foreign product brands obtained with the help
of the Affective IAT, Cognitive IAT, and Self-concept IAT?”, Pearson correlation
coefficients were used.

A statistically significant correlation was found between the results of
implicit attitude measurements obtained with the help of the Self-concept IAT
and the Affective IAT: r(130) = -.31, p <.001. The effect size is medium. Also,
a statistically significant correlation was found between the results of implicit
attitude measurements obtained with the help of the Self-concept IAT and the
Cognitive IAT: r(131) = -.37, p <.001. The effect size is medium. A statistically
significant correlation was found between the results of implicit attitude
measurements obtained with the help of the Affective IAT and the Cognitive
IAT: r(159) =.45, p < .001. The effect size is close to large (Table 8).

Partial correlation coefficients were used to research the influence of
controlled variables (Age, Gender, Education, Family Status, Income per Person
per Month (EUR)) on the relationships between the results of implicit
measurements. The results showed that none of the controllable variables had an
effect on the relationships between the variables: D(affective) - D(cognitive);
D(Self) - D(affective); D(Self) - D(cognitive).

Table 8
Correlation coefficients between variables
. Pearson correlation . 95%
Variables coefficients Effect size confidence
interval
DSelf) D(affective)  r(130)=-.31, p <001 medium [-.46; -.15]
DSelf) D(cognitive)  #(131)=-37, p <001 medium [-.51;-21]
D(affective) D(cognitive)  r(159)=.45,p <.001 large [.32;.57]

Obtained result interpretation

Considering the results obtained in the research, a statistically
significant correlation was found between the results of implicit attitude
measurements, which were obtained with the help of the Self-concept IAT,
Affective 1AT and Cognitive IAT, which indicates the existence of convergent
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validity. In all cases, the effect size is medium. It was concluded that the
correspondence between the variables D(affective) and D(cognitive) is possible
with positive correlation coefficients. On the other hand, the correspondence
between the variables D(Self) and D(affective); D(Self) and D(cognitive) is
possible at negative correlation coefficients, which results from the interpretation
of D-scores.

The analysis of methodological approaches focused on the research of
implicit measurements shows that there is a deficit of empirical studies in which
one or different psychological constructs are studied and several implicit
measurement procedures are used simultaneously, for example, attitudes towards
self-esteem; political attitudes, attitudes towards food, attitudes towards violence
and many other attitudes. This problem is particularly noticeable in studies of
consumer attitudes.

Researchers Bar-Anan and Nosek (2014) acknowledge that, given the
advances in various areas of implicit social cognition, surprisingly little is known
about the relationships between implicit measurements. The fact that two
measurements can be called “implicit” does not in itself guarantee that they are
fundamentally based on similar psychological processes, predict similar
behavior, measure the same construct, or even correlate with each other. In the
research of the thesis, in all cases, the correlation relationship indicates the
correspondence of the measurement results.

Third research question

In the framework of the thesis, the implicit “overall” attitude towards
the brand was empirically constructed, which was obtained with the help of the
Self-concept IAT. The guidelines for the creation of this construct determine: (1)
Cognitive processes that analyze the self-concept and its influence on behavior
are based on the self-reference effect, which determines that it is easier for an
individual to encode the incoming information in memory, which is associated
with the individual's “Self” compared to information that has little personal
meaning (Rogers et al., 1977; Perkins & Forehand, 2012; Bredart, 2016); (2)
Based on the cognitive findings of neurobiological research results on implicit
learning systems and memory (Amodio & Ratner, 2011; Amodio, 2019), implicit
“overall” attitudes towards the brand include not only implicit affective
associations, but also implicit cognitive associations.

To answer the third research question: “What is the contribution of the
emotional and cognitive components of attitude measured by the Affective IAT
and the Cognitive IAT to the implicit attitude obtained by the Self-concept IAT?”,
multivariate regression analysis was used. Dependent variable: D(Self),
independent variables or predictors: D(affective) and D(cognitive). Method:
Enter. The regression equation (2) was obtained:

D(Self)[assessment]=0.194-0.282*D(cognitive)-0.255*D(affective). (2)
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The influence of each independent variable is determined with the help
of beta coefficients (). The greatest impact on the dependent variable D(Self) is
caused by the variable D(cognitive): g1 = -.29, t(127) = - 3.47, p < .001, then:
D(affective): p2 = -. 22, t(127) = -2.62, p = .010.

The statistical significance of the constant (intercept) is the same: t(127)
=4.50, p < .001. The statistical significance of the model is the same: F(2, 127)
= 13.6, p < .001. Coefficient of determination (R-Square = .176) indicates that
17.6% of the variation of the variable D(Self) can be explained by changes in the
variables D(cognitive) and D(affective). Adjusted R-square is equal to: .163.
Standard error of estimate is the same: 0.31. Effect sizes: (1) Cohen's f-square =
0.21, 95% CI =[ 0.060; 0.41]; (2) R-square = .176, 95% CI = [.058; .29]. In both
cases, the effect size is medium.

Obtained result interpretation

The obtained results indicate that the implicit associations of “Self”
measured with the help of the Self-concept IAT, can be evaluated as the implicit
“overall” attitude towards Latvian or foreign product brands within the
framework of a specific model.

17.6% of the changes in implicit associations of “Self” can be explained
by changes in the cognitive and affective components of implicit associations.
Cohen effect and R-square effect sizes are medium.

The biggest contribution to the implicit “overall” attitude towards the
brand, obtained with the help of Self-concept AT, is the cognitive component of
the attitude, which reflects implicit associations towards Latvian or foreign
product brands with attributes that characterize the price and quality of food
products. The result is statistically significant and the effect size is medium.

In order to describe the implicit attitudes of the “Self”, it is not enough
to only have the cognitive and affective components of the implicit attitudes;
additional implicit predictors might be needed. In this case, it would be important
to use instrumentation that measures instrumental automatic associations.
Accounting for instrumental implicit associations could significantly increase the
effect size and potentially allow implicit associations measured by the Self-
concept IAT to be viewed as “overall” implicit attitudes toward the brand.

Fourth research question

Based on the theoretical guidelines of two-process models of attitudes
(Gawronski, De Houwer, & Sherman, 2020) one of the most important questions
is the study of the relationship between the results of the measurement of explicit
and implicit attitudes. To answer the fourth research question: “What general
factors underlie the interrelationship between the results of attitude
measurements obtained with the Affective IAT, Cognitive IAT, Self-concept IAT,
explicit affective procedures, and explicit cognitive procedures?”, the factor
analysis with two factors was used.
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Justification. Number of participants N = 130, number of variables k =
5. Each variable must have at least 10 observations, i.e. 50 observations (“1/10th
law”) (Zhao, 2009). Considering the number of observations and the number of
variables, the application of factor analysis is adequate. The KMO index (Kaiser-
Meyer-Olkin Measure of Sampling Adequacy, MSA) indicates the adequacy of
the sample and determines the suitability of the factor analysis for the selected
variables. Statistical value KMO = .59 = .60 determines that data adequacy is
satisfactory. Bartlett's Test of Sphericity (10) = 75.7, p <.001)) indicates that the
data can be used for factor analysis.

The Principal Component Method was chosen and two factors
corresponding to the initial eigenvalues whose value exceeds “1” (Kaiser's
criterion) were separated. The first component corresponds to 33.1% of the
variance, the second component - 29.8%. The accumulated percentage of
variance is 62.9% > 50%, which is acceptable. For interpretation, Rotation's
method Varimax with Kaiser Normalization was used which helped to obtain a
“rotated” factor matrix. The rotation converged in 3 iterations.

Table 9
Principal component analysis matrices: matrix of rotated components and
matrix of p-coefficients of components

Matrix of rotated components Matrix of B-coefficients of the
Variables components

Ist component 2nd component| 1st component 2nd component
D(affective) 761 194 493 214
D(Self) -742 .140 -.446 017
D(cognitive) 714 =261 416 -.104
E(cognitive) - 111 841 021 567
Efaffective) -.024 812 072 557

Note. Extraction method: principal component analysis. Rotation method:
Varimax with Kaiser Normalization. The rotation converged in 3 iterations.

The section “Matrix of rotated components” of Table 9 presents the
correlation coefficients between the two postulated factors (components) and the
corresponding variables after rotation. First, the matrix of factor score
coefficients lists the variables with which the latent variable, labeled the “1st
component”, which is described mainly by implicit variables: D(affective),
D(cognitive), D(Self). The “Ist component” is named as “Implicit “overall”
attitude towards the brand”.

Second, the matrix of factor score coefficients indicates the variables
with which the latent variable, denoted as the “2nd component”, is best
correlated, which is described mainly by the explicit variables: E(cognitive),
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E(affective). The “2nd component” is called “Explicit “overall” attitude towards
the brand”.

High values (above 1.93) of the implicit “overall” attitude towards the
brand correspond to implicit preferences for foreign product brands, low values
(below 0.80) - for Latvian product brands. High values of the explicit “overall”
attitude towards the brand (above 0.52) correspond to explicit preferences for
Latvian product brands, low values (below - 0.79) - for foreign product brands.
The “cut points” of the variables D(Self), D(affective), D(cognitive): +0.15, as
well as the cut points of the variables E(affective) and E(cognitive): 3.5 and 4.5,
were standardized with the corresponding using moving averages and standard
deviations. Using p-coefficients (Table 3, “Matrix of B-coefficients of
components”), the indicated cut points were calculated.

Obtained result interpretation

The use of factor analysis led to a significant result. Two factors or
latent variables were determined: Explicit “overall” attitude towards the brand
and Implicit “overall” attitude towards the brand. For the variable “Explicit
“overall” attitude towards the brand”, high values correspond to preferences for
Latvian brands, while low values - for foreign brands. For the variable “Implicit
“overall” attitude towards the brand”, high values correspond to preferences for
foreign brands, while low values correspond to Latvian brands. Cut points were
obtained for both variables, with the help of which implicit and explicit
preferences for Latvian and foreign product brands were determined.

The variables: “Explicit “overall” attitude toward the brand” and
“Implicit “overall” attitude toward the brand” were found to be two independent
constructs; the correlation between these variables is zero (Urbane et al., 2021).

Explicit measurement results show that the emotional and cognitive
components of attitudes are interconnected. Also, the results of the implicit
measurements show that the emotional and cognitive components of the implicit
attitudes obtained with the help of the Affective IAT, the Cognitive IAT and the
Self-concept IAT are interrelated.

According to meta-analyses (Hoffman et al., 2005; Jordan, Logel,
Spencer, Zanna, & Whitfield, 2012; Plotka, et al., 2016), psychological
constructs can be assessed through implicit and explicit measurements and can
be independent from each other. However, in this theoretically possible case,
significant correlations between explicit and implicit measurements may also
occur. In the thesis research, these are correlations between separate implicit-
explicit measurements (components of attitudes), which are included in “overall”
attitudes.
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Fifth research question

The analysis of scientific literature, as well as previous studies, shows
that attitudes are mainly studied as an overall evaluation of an object, which
includes cognitive, emotional or behavioral information. However, such an
understanding creates difficulties in research, as it is difficult to determine to
what extent the general evaluation of the object (brand) is determined by this or
that component of the attitude. The mentioned problem is especially relevant
when measuring explicit and implicit attitudes towards brands.

To answer the fifth research question “What is the content of consumers'
implicit and explicit “overall” attitude towards Latvian and foreign product
brands? What is the difference between them? How do their affective and
cognitive components differ? ”, factor analysis findings were used.

Implicit “overall” attitude and explicit “overall” attitude towards
Latvian or foreign product brands were obtained with the help of factor analysis
(see research question 4). Using the regression method, these variables were
retained as dependent variables.

Independent variables or predictors: D(affective), D(cognitive), D(Self),
E(affective), E(cognitive). The p-coefficients of the standardized regression
equations are statistically significant (p < .001) (Table 3, “Matrix of B-
coefficients of components”). Considering the values of p-coefficients, it was
determined what contribution each of the predictors has to the dependent
variables.

The content of implicit “overall” and explicit “overall” attitudes towards the
brand

It was concluded that the greatest contribution to the Implicit “overall”
attitude towards the brand is made by D(affective): g1 = .49; then sequentially:
D(Self): B2 = -.45; D(cognitive): 3 = .42; E(affective): Ba = .072; E(cognitive):
Bs=.021.

The greatest contribution to the Explicit “overall” attitude towards the
brand comes from E(cognitive): f1 = .57; then in order: E(affective): > = .56;
D(affective): Bz = .21; D(cognitive): fa=-.10; D(Self): ps =.017.

Figure 1 presents the percentages of variance of the variables accounting
for implicit “overall” and explicit “overall” attitudes toward brand content. These
percentages were obtained with the help of a rotated component matrix. The
fixed component was calculated as a fraction: the numerator contains the squared
loading of the variable factor, and the denominator contains the sum of the
squares of all factor loadings of this component.
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Figure 1
The content of implicit “overall” and explicit “overall” attitude towards the
brand and the percentages of variance of the variables that make it up

Implicit “overall” Explicit “overall”
attitude attitude The content of attitude
D(afective)
[] D(Self)

D(cognitive)
[ E(cognitive)
HH E(afective)

For example, for the variable D(affective) it is equal to: D(affective) =
(0.761)2/((0.761)2 +(~0.742)" +(0.714)" +(-0.111)° +(—o.024)2) =0.351 or

35.1%.

It was concluded that the content of the Implicit “overall” attitude
towards the brand is mainly based on associative processes and contains 99% of
the variance of the constituent variables, including: D(affective) - 35% of the
variance; D(Self) - 33%; D(cognitive) — 31% of the variance. Implicit “overall”
attitude towards the brand are also based on propositional processes and contain
only 1% of the variance.

The content of the Explicit “overall” attitude towards the brand is
mainly based on propositional processes and contains 91% of the variance of the
forming variable, including: E(cognitive) — 47% of the variance, E(affective) —
44%. The Explicit “overall” attitude towards the brand is also based on
associative processes and contains 9% of variance (D(affective) — 3% of variance,
D(Self) — 1%, D(cognitive) — 5%)).

Implicit “overall” and Explicit “overall” attitude towards the brand content
differences

Figures 2 and 3 show the distribution of consumers that reflects implicit
and explicit preferences or ambivalent, weakly expressed preferences (no effect)
towards Latvian and foreign product brands.

Implicit preferences. The main part consists of automatic implicit
associations related to Latvian product brands (71% - 82%) (Figure 2).
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Explicit preferences. The main part consists of ambivalent or weakly
expressed propositions (no effect) (47% - 56%) (Figure 3).

Figure 2

Distribution of consumers. Implicit attitudes towards Latvian and foreign
product brands (participants who completed all three IAT experimental
procedures, N = 130)

Implicit Implicit Implicit Implicit Automatic
“overall” affective cognitive Self associations
attitude associations associations associations related to brand
B Foreign brand
B no effect

(1 Latvian brand

Figure 3

Distribution of consumers. Explicit attitudes towards Latvian and foreign
product brands (participants who completed all three IAT experimental
procedures, N = 130)
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Analyzing the differences between the explicit and implicit “overall”
attitude towards the affective and cognitive component of brands, it was found
that the variable Explicit “overall” attitude towards the brand with its implicit
cognitive component - D(cognitive), Spearman's correlation coefficient is the
same: rs(130) = -.24, p = .005, the effect size is between small and medium. For
the variable Explicit “overall” attitude towards the brand with its implicit
affective component - D(affective): rs(130) = .23, p = .007, the effect size is
between small and medium.
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Obtained result interpretation

The results show that the greatest contribution to the Implicit “overall”
attitude towards the brand is caused, first, by automatic, affective associations
with attributes characterized by positive or negative valence; secondly, automatic
associations between “Self” associations and attributes that characterize Latvian
or foreign product brands; thirdly, - automatic, cognitive associations with
attributes that characterize the price and quality of food products.

The biggest contribution to the Explicit “overall” attitude towards the
brand is brought, first of all, by explicit preferences towards Latvian or foreign
product brands, based on the assessment of bipolar adjectives, which characterize
the cognitive (price, quality) features of brand perception; secondly, explicit
preferences towards Latvian or foreign product brands, based on the assessment
of bipolar adjectives, which characterize the affective features of brand
perception.

The results show that the content of the Implicit “overall” attitude
towards the brand is mainly based on associative processes (99% of the variance
of the variable) and slightly on propositional processes (1% of the variance). On
the other hand, the content of the Explicit “overall” attitude towards the brand
is mainly based on propositional processes (91% of variance) and a little - on
associative processes (9% of variance).

Analyzing the differences in the content of implicit and explicit
“overall” attitudes, it was concluded that the main part of the implicit “overall”
attitude towards the brand is occupied by automatic, implicit associations with
Latvian product brands (71% - 82%); on the other hand, in the explicit “overall”
attitude towards the brand — ambivalent or poorly expressed propositions (no
effect) (47% - 56%). Analyzing the differences between the affective and
cognitive components of implicit and explicit “overall” attitudes, it was
concluded that as research participants' implicit affective associations with
positive attributes towards foreign product brands increase, the explicit “overall”
attitude is more directed towards Latvian product brands.

On the other hand, as participants' implicit affective associations with
positive attributes towards Latvian product brands increase, the explicit “overall”
attitude is more directed towards foreign product brands. These findings are
consistent with earlier research findings (Maison et al., 2004; Maison & Gregg,
2016; Maison & Maliszewsk, 2016). As the research participants' implicit
cognitive associations with positive attributes towards foreign product brands
increase, the explicit “overall” attitude is more directed towards foreign product
brands. All results obtained are statistically significant (a = .01), with effect sizes
between small and medium.
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Sixth research question

Using the instrumentation developed in the thesis (Affective IAT,
Cognitive IAT, Self-concept IAT, explicit affective procedure, explicit cognitive
procedure), consumers' explicit and implicit preferences for Latvian and foreign
product brands were empirically measured.

To answer the sixth research question “What is the distribution of
consumers' implicit and explicit preferences towards Latvian and foreign
product brands? What is the distribution of consumers' explicit preferences for
products manufactured in Latvia or abroad?”, the frequency analysis was used.

The results of measurements of participants who completed the
Affective IAT (159 participants), Cognitive IAT (160 participants), Self-concept
IAT (166 participants) tasks and filled in the self-assessment procedures (affective
and cognitive) were used for data collection.

The distribution of nominal variables D(affective), D(cognitive), D(Self)
E(affective), E(cognitive) was studied taking into account three categories:
“Latvian product brand”, “Foreign product brand” and “no effect”. The term “no
effect” indicates very weak or ambivalent preferences.

Implicit preferences of consumers towards Latvian or foreign product brands

Results. (1) The results of affective IAT measurements show that the
percentage of participants who have implicit affective preferences towards
Latvian product brands (74%) is statistically significantly higher than the
percentage of participants towards foreign product brands (8%): ¢* = 13.4, p <
.001, h = 1.51. (2) The results of the cognitive IAT measurements show that the
percentage of participants with implicit cognitive preferences towards Latvian
product brands (71%) is statistically significantly higher than the percentage of
participants towards foreign product brands (11%): ¢*=11.7, p<.001, h=1.31.
(3) The results of Self-concept IAT measurements indicate that the percentage of
research participants who are characterized by implicit associations of “Self”
towards Latvian product brands (67%) is statistically significantly higher than
the percentage of participants towards foreign product brands (13%): ¢* =10.77,
p <.001, h =1.18. In all three cases, the effect size is large (Table 10).

Explicit preferences of consumers towards Latvian or foreign product brands

Results. Analyzing the research participants' explicit preferences
towards Latvian and foreign product brands, it was concluded that the
percentage of participants characterized by very weak or ambivalent explicit
affective preferences (41%) is statistically significantly higher than the
percentage of participants characterized by explicit affective preferences towards
(1) for Latvian product brands (30%): (1) ¢* =2.50, p =.012, h = 0.25; (2) for
foreign product brands (29%): ¢* = 2.61, p =.009, h = 0.26. In both cases, the
effect size is small.

92



No statistically significant differences were found between the
percentage of participants with explicit affective preferences for Latvian product
brands (30%) and explicit affective preferences for foreign product brands
(29%): o* = .11 p =.913, h = 0.01. No effect size was found (Table 10).

To answer the second part of the research question: “What is the
distribution of consumers' explicit preferences for products manufactured in
Latvia or abroad”, the results of a socio-demographic survey (N = 203) were
used.

The obtained results show that the percentage of participants with food
preferences for products produced in Latvia (42%) is statistically significantly
higher than for products produced abroad (18%): ¢* = 5.52, p <.001, h = 0.55.
There is also a trend that the percentage of participants with weak or ambivalent
food preferences (40%) is statistically significantly higher than for products
produced abroad (18%): ¢* = 5.02, p < .001, h = 0.50. In both cases, the effect
size is medium (Table 11).

Assessing participants' explicit preferences for food products produced
in Latvia or abroad at equivalent prices, the results show that the percentage of
participants with explicit preferences for products produced in Latvia (51%) is
statistically significantly higher than for products produced abroad (23%): ¢* =
5.86, p <.001, h =0.58. Similar results were obtained by evaluating participants'
explicit preferences for food products of equal quality produced in Latvia or
abroad. The percentage of participants with explicit preferences for food
products produced in Latvia (49%) is statistically significantly higher than for
food products produced abroad (24%): ¢* = 5.33, p <.001, h = 0.53. In both
cases, the effect size is medium (Table 11).

The most important reasons that motivate consumers to change their
choice from food products produced in Latvia to products produced abroad are:
Quality (37%) and Experience (26%). The effect size is small.

Table 10
Distribution of implicit and explicit preferences: Latvian product brand, foreign
product brand, no effect

Brand

preferences Implicit Number  Percent N Explicit Number  Percent N
Latvian . 113 70.6% . 66 32.5%
Foreign  Cognitive g 11.3% 160  Cognitive 63 31.0% 203
No effect 29 18.1% 74 36.5%
Latvian . 117 73.6% . 60 29.6%
Foreign Affective 12 750 159 Affective 59 20.1% 203
No effect 30 18.9% 84 41.3%
Latvian .o 1o 112 67.5%
Foreign o 2 13.3% 166
No effect 32 19.2%

Note. N - number of participants.
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Table 11
Distribution of preferences: towards food produced in Latvia; towards food
produced abroad and no preference

Food product preference Variables Number  Percent N
Food produced in Latvia 86 42%

Food produced abroad Product preference 36 18% 203
No preferences 81 40%

Food produced in Latvia Preference of 103 51%

Food produced abroad products at equivalent 47 23% 203
No preferences prices 53 26%

Food produced in Latvia Preference of 100 49%

Food produced abroad products at equivalent 49 24% 203
No preferences quality 54 27%

Obtained result interpretation

The obtained measurement results show that implicit preferences for
Latvian product brands prevail (67% - 74%), compared to implicit preferences
for foreign product brands (8% - 13%). In all cases, the effect size is large. The
above-mentioned results are also confirmed by the obtained measurement results
of the implicit “overall” attitude towards the brand (see the results of the fifth
research question). Analyzing the results of explicit attitude measurements, it
was concluded that the majority of participants (36% - 41%) have very weak or
ambivalent explicit preferences towards brands. The above-mentioned results are
also confirmed by the obtained measurement results of the explicit “overall”
attitude towards the brand (see the results of the fifth research question).

In general, considering the above-mentioned results, it is concluded that
all the measurement results, which were carried out using the Affective,
Cognitive and Self-concept IAT experimental procedures, unequivocally
confirm that implicit preferences towards Latvian product brands prevail. The
effect size is large. Also, it was established that the results of measuring the
cognitive and affective components of attitudes, obtained with different implicit
experimental procedures, are interrelated. Such interrelation at the measurement
level reflects the difficulty of separating different aspects of implicit attitudes,
and may also indicate a close interaction of the corresponding systems of storing
relevant implicit information (Trendel & Werle, 2015).

The differences in the distribution of explicit and implicit attitudes
towards Latvian and foreign product brands can be explained by the fact that
implicit attitudes towards brands are stable and weakly subject to changes
compared to explicit attitudes.

The results obtained in the thesis research are consistent with the
research conducted by other researchers, especially in marketing research, which
used the implicit associative test to measure consumer attitudes towards brands.
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In these studies, the construct of implicit attitudes towards brands was
investigated as a unidimensional construct, where the main focus was on
measuring the affective component of attitudes (Maison et al., 2001, 2004,
Brunel et al., 2004; Priluck & Till, 2010; Greenwald & Maison, 2008; Perkins &
Forehand, 2010; Maison & Gregg, 2016; Dimofte, Goodstein, & Brumbaugh,
2015). No similar studies were found, dedicated to measuring the affective and
cognitive components of implicit attitudes towards local and foreign product
brands, so the author of the paper had some difficulties in interpreting the
obtained measurement results.

To answer the second part of the research question: “What is the
distribution of consumers' explicit preferences for products manufactured in
Latvia or abroad?”, the results of the socio-demographic survey were used. It
was concluded that explicit preferences for products produced in Latvia prevail.
The effect size is medium.

However, the percentage of participants with very weak or ambivalent
explicit preferences significantly exceeds the percentage of participants with
explicit preferences for foods produced abroad. The effect size is medium.
Evaluating the explicit preferences of the participants for products manufactured
in Latvia or abroad, at equivalent price and quality, it was concluded that explicit
preferences for products manufactured in Latvia prevail. The effect size is
medium.

The most important reasons that encourage consumers to change their
choice from food products produced in Latvia to products produced abroad are
Quality and Experience.

The obtained results are also confirmed by the sociological research
conducted in Latvia, organized by the retail company Maxima (Popjonoka,
Sokola, & Beseris, 2020). The results showed that for 64% of Latvian consumers
it is important that food products are produced in Latvia.

When choosing products made in Latvia, 64.9% of respondents want to
economically support local producers in this way, 46% of respondents choose
local products because they believe they are fresher, 42.1% trust the quality of
local products and the reputation of producers. Almost a third (31.1%) believe
that local products taste better.

Seventh research question

To answer the seventh research question: “What is the reliability of the
developed instrumentation (Affective IAT, Cognitive IAT, Self-conceptual AT,
explicit affective procedure, explicit cognitive procedure) to measure implicit
and explicit attitudes towards Latvian and foreign product brands?”, a positive
answer was given.

Theoretical analysis shows that situational factors (cognitive load, self-
regulatory resources) and individual personality peculiarities (volume of
working memory, self-control, personality traits) increase the prognostic validity
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of implicit measures (Wiers, Houben, Roefs, de Jong, Hofmann, & Stacy, 2010;
Dentale, Vecchione, & Barbaranelli, 2016).

Reliability of the instrument was ensured using the methodology of
constructing implicit tests and self-assessment procedures (see the Method
chapter); taking into account the balance of implicit and explicit procedures, as
well as using the main basic rules in the construction of psychological tests. Thus,
different versions of the experimental procedures of the IAT (Affective IAT,
Cognitive IAT, Self-concept IAT) and self-report procedures (explicit affective
procedure, explicit cognitive procedure) were correctly developed (De Houwer,
2006; Greenwald, Banaji, Rudman, Farnham, Nosek, & Mellott, 2002; Urbane
etal., 2021).

Additional evidence for the reliability of the instrument created by the
author of the thesis is the study conducted in 2022 (Plotka, Urbane, & Blumenau,
2022), the purpose of which was to investigate the role of personality traits in the
formation of explicit and implicit preferences for Latvian or foreign product
brands. In that study, the Big Five Inventory-2 (BFI-2) methodology was used to
measure personality traits (Soto & John, 2017; Kalugin, Shchebetenko,
Mishkevich, Soto, & Dzhon, 2021).

When analyzing the relationships between personality traits and implicit
and explicit preferences towards Latvian or foreign product brands, effects were
found that are described in more detail in the scientific paper “Relationship
between implicit and explicit attitudes towards domestic and foreign brands and
personality traits” (Plotka, Urbane, & Blumenau, 2022).

CONCLUSION

The research aim of the doctoral thesis — research of explicit and
implicit attitudes towards Latvian and foreign food product brands — has been
achieved. Based on statistically significant indicators, it has been proven that
implicit and explicit methods can be used to measure the affective and cognitive
components of attitudes towards Latvian and foreign food brands.

The research carried out within the framework of the doctoral thesis
reduces the existing deficit of implicit measurements and demonstrates the use
of different types of implicit association tests (Affective, Cognitive and Self-
concept IAT) to measure attitudes towards Latvian and foreign product brands.

Neuroscience advances in implicit social cognition (Amodio &
Mendoza, 2010; Amodio, 2019), especially the emergence of the concept of
memory as multiple systems, (1) contributed to the understanding of automatic
evaluation processes as ways of processing affective and cognitive information
that can be performed automatically; (2) these processes are distinct, and (3)
these processes are able to influence implicit attitudes (Amodio & Devine, 2006;
Amodio & Mendoza, 2010; Amodio & Ratner, 2011).
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This allowed the author of the thesis to use the knowledge of implicit
cognitive and affective associations as a psychological mechanism, with the help
of which it is possible to construct various types of implicit association tests.

Theoretical and methodological basis of the thesis:

The theoretical basis of the research is based on the analysis of the basic
concepts used in the thesis (brand, brand image, attitude towards the brand,
explicit attitude, implicit attitude, affective component of attitude, cognitive
component of attitude, implicit association test, self-assessment procedure), as
well as their research for different approaches.

1. The thesis analyzes the main psychological theories and approaches that
consider the nature of attitude, explicit attitude, and implicit attitude
(Haddock & Maio, 2008; Plotka et al., 2016; Maio, Haddock, & Verplanken,
2018).

2. Looking at the content nature of explicit attitudes, psychological theories of
attitudes were used: Theory of Reasoned Action (Fishbein & Azjen, 1975)
and Theory of Planned Behavior (Ajzen, 1991).

3. The methodological basis of the thesis research is based on the major
theories, models and methods of social cognition (implicit social cognition)
(Payne & Gawronski, 2010; Gawronski & Brannon, 2019).

4. In order to explain the nature of explicit and implicit attitudes and the
mechanisms of their formation, the main focus of the thesis was on the
analysis of two-process models of attitudes (MODE model (Fazio, 1990,
2007; Fazio et al., 1995; Olson & Fazio, 2009); Model of Dual Attitudes
(Wilson et al., 2000); Meta-Cognitive Model (MCM)) (Petty & Brinol, 2006;
Petty et al., 2007 ) and Associative—Propositional Evaluation Model (APE)
(Gawronski & Bodenhausen, 2006, 2007)).

5. The theoretical basis for conducting the empirical study, as well as for
constructing different versions of the Implicit Association Test (Affective
IAT and Cognitive IAT), is based on the theoretical guidelines of the
Memory Systems Model (MSM) (Amodio & Ratner, 2011; Amodio &
Mendoza, 2010; Amodio, 2019). According to the MSM maodel, implicit
processes represent multiple systems representations of associative
knowledge, while classic two-process models of attitudes represent single-
system representations of associative knowledge (Amodio & Ratner, 2011,
Amodio, 2019).

6. The theoretical understanding of implicit measurements and their variations
was obtained by the author of the thesis from the papers of such scientists as
De Houwer, Teige Mocigemba, Sprut and Moor (2009). The researchers
suggest that implicit measures have intrinsic and extrinsic characteristics.
Internal traits are the mental attributes and cognitive processes that are
measured; while external signs — measurement procedures (De Houwer &
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Moor, 2007). This classification allows us to determine the extent to which
the various implicit measurements differ from each other.

Theoretical approaches to the research of consumers' implicit attitudes,
attitudes towards brands are based on the theoretical guidelines of implicit
social cognition in the context of consumer psychology (Perkins, Forehand,
Greenwald, & Maison, 2008; Perkins & Forehand, 2010; Dimofte, 2010), as
also to earlier studies (Maison, Greenwald, & Bruin, 2001, 2004;
Dijksterhuis, Smith, van Baaren, & Wigboldus, 2005; Perkins, Forehand,
Greenwald, & Maison, 2008; Schnabel, Asendorpf, & Greenwald, 2008;
Perkins & Forehand, 2010; Dimofte, 2010; Dimofte, Goodstein, &
Brumbaugh, 2015; Plotka, Urbane, & Blumenau, 2015; Maison & Gregg,
2016; Urbane et al., 2021; Fuduric, Varga, Horvat, & Skare, 2022 ).

In social psychology, the brand is viewed as one of the forms of social
communication and as an object of social cognition. When characterizing
the brand in social cognition, the brand can be viewed, firstly, as a
materialized object (eg, advertisement, logo) that is understood as an object
of social cognition, and secondly, as an image that is understood as the result
of social perception (Malmelin & Hakala 2008; Andreyeva, 2009; Heding et
al., 2009; Folomeyeva, 2010; Wu, 2011; Kervyn & Susan, 2012; Antonova
& Patosha, 2018; Kervyn, Fiske, & Malone, 2022).

Several important research results were obtained as part of the doctoral thesis:

1.

The results obtained in this research confirm the theoretical knowledge of
several researchers that there are experimental conditions, features of the
construction of implicit and explicit measurement procedures; specific
experimental conditions under which there is correspondence between
explicit and implicit measurement results (Fazio & Olson, 2003; Perkins &
Forehand, 2010; Plotka, et al., 2016; Urbane et al., 2021). In the research of
the doctoral thesis, a statistically significant correlation was obtained
between the results of measuring the affective and cognitive components of
implicit and explicit attitudes. The average effect size is 0.27. These results
correspond to the results of the earlier research, which found that sufficiently
high correlation coefficients are observed in the measurement of implicit
(“overall”) attitudes, compared to socially “sensitive areas”, such as attitudes
towards violence, addiction; ethnic attitudes (Maison et al., 2001, 2004;
Hofmann et al., 2005; Perkins et al., 2008; Perkins & Forehand, 2010; Plotka
et al., 2016; Gawronski, De Houwer, & Sherman, 2020).

The results of the research proved that there is a statistically significant
correlation between the results of the automatic affective, cognitive
associations and the implicit associations of the self. These results are
important because they indicate that (1) several versions of the IAT
experimental procedures can be used simultaneously to measure brand
attitudes; (2) the obtained research results confirm the convergent validity
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of the Affective IAT, Cognitive IAT and Self-concept IAT.

As part of the thesis research, it was empirically proven that Explicit
“overall” attitude towards the brand and Implicit “overall” attitude
towards the brand are two independent constructs that correspond to the
theoretical guidelines of the Model of Dual Attitudes (Wilson et al., 2000).
According to this model, participants’ implicit evaluation can be assumed to
reflect associations that are deeply rooted in memory and stable. On the other
hand, the explicit evaluation indicates that the answers given by the
participants are influenced by high motivation and strong interest in the
results of the research, as a result of which the influence of an automatically
activated attitude on verbal evaluations decreases (Plotka et al., 2016;
Gawronski & Brannon, 2019). The obtained results correspond to the results
of earlier studies (Hoffman et al., 2005; Jordan, Logel, Spencer, Zanna, &
Whitfield, 2012; Plotka, et al., 2016; Urbane et al., 2021).

It was proven that “overall” implicit attitude towards the brand and “overall”
explicit attitude towards the brand, and the construction of their norms,
which were obtained with the help of factor analysis, make it possible to
obtain general conclusions about implicit and explicit preferences towards
brands, including conclusions about the implicit and the influence of
individual components (cognitive and affective) of explicit attitudes on
consumer preferences towards brands.

It was proven that the content of the implicit “overall” attitude towards the
brand is mainly based on associative processes (99% of the variance of the
variable) and slightly on the propositional processes (1% of the variance),
while the content of the explicit “overall” attitude towards the brand is
mainly based on propositional processes (91% of variance) and a little on
associative processes (9% of variance). The obtained results correspond to
the theoretical guidelines of two process models, which recognize that
implicit evaluations mainly reflect the result of associative processes,
explicit evaluations — propositional ones (Gawronski & Brannon, 2019).
Propositional processes are intentional, conscious and slow, while
associative processes are fast, automatic and unconscious (Payne &
Gawronski, 2010; Plotka et al., 2016; Urbane et al, 2021). In addition, the
activated associations usually form the basis for a propositional (explicit)
decision in the event that the information resulting from these associations
is rejected by other, immediately incoming information. Propositional
process testing, on the other hand, can sometimes activate new associations
in memory (Gawronski & Brannon, 2019).

It was proven that the greatest contribution to the Implicit “overall” attitude
towards the brand comes from (a) automatic, affective associations with
attributes that have a characteristic positive or negative valence; (b)
automatic associations of “Self” with attributes that describe Latvian or
foreign product brands; (c) automatic, cognitive associations with attributes

99



that describe the price and quality of food products. In this case, implicit
processes represent multisystem representations of associative knowledge.
Implicit “general” evaluation reflects “automatic affective and automatic
cognitive associations” that collectively form the content basis of implicit
attitudes.

(6)* The usefulness of separate accounting of the effects of the conceptual
and affective systems of information processing was proven empirically
when measuring attitudes towards brands.

(6)? It was proven that a separate analysis of these effects showed the
importance of cognitive knowledge and a high content correspondence
between the implicit and explicit levels of their (conceptual and affective
systems) representation, in contrast to the correspondence of their levels in
the representations of the affective system.

(6) It was proven that, indirectly, the results of the research are compatible
with the multisystem concept of memory, the separate storage of information
developed within the framework of the attitude model.

7. It was proven that the greatest contribution to the Explicit “overall” attitude
towards the brand is brought by (a) explicit propositions towards Latvian or
foreign product brands, based on the assessment of bipolar adjectives, which
characterize the cognitive (price, quality) features of brand perception; (b)
explicit propositions against Latvian or foreign product brands, based on the
evaluation of bipolar adjectives, which characterize the affective features of
brand perception. In this case, the explicit “overall” evaluation reflects
“explicit affective and explicit cognitive propositions”, which in general
form the content basis of explicit attitudes.

8. Analyzing the differences in the content of implicit and explicit “overall”
attitudes, it was concluded that the main part of the implicit “overall” attitude
towards brands is occupied by implicit associations with Latvian food
product brands (71% - 82%); while in the explicit “overall” attitude towards
the brand - ambivalent or weakly expressed propositions towards brands (no
effect) (47% - 56%).

9. The above-mentioned obtained results are also confirmed by the
measurements made using the Affective, Cognitive and Self-concept IAT
experimental procedures. The results unequivocally confirm that implicit
affective and implicit cognitive preferences for Latvian product brands
prevail (67% - 74%), compared to implicit affective and implicit cognitive
preferences for foreign product brands (8% - 13%). The effect size is large.
No significant differences were found in the explicit preferences for Latvian
and foreign product brands obtained by the explicit affective procedure and
the explicit cognitive procedure. It was found that the majority of
participants (36% - 41%) have very weak or ambivalent explicit preferences
towards brands.

10. The reliability of the developed instruments (Affective IAT, Cognitive IAT,
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Self-concept IAT, explicit affective procedures, explicit cognitive
procedures) to measure attitudes towards brands was empirically proven.
Using the developed instruments, the role of personality traits in the
formation of implicit and explicit preferences for Latvian and foreign
product brands was empirically proven.

Research limitations

Limitations that could affect the use and interpretation of the obtained
data are: (1) demographic variables (2) the Unconscious Emotional Priming
method was not used in the measurements.

1. Demographic variables were not included in the research. However, the
variables Age, Gender, Education, Employment, Income per Person per
Month (EUR) were used as controlled variables to test their influence on the
relationships between the results of implicit and explicit attitude
measurements.

2. The use of the Unconscious Emotional Priming method would allow for a
much deeper and more detailed interpretation of the results obtained.

Further planned research

1. Todevelop an implicit experimental procedure aimed at the measurement of
instrumental associations, the research of the behavioral component of
implicit attitudes. The research is prospective since it will increase the
prognostic validity of implicit experimental procedures.

2. To research the influence of contextual factors on implicit attitudes towards
the brand using different versions of implicit association tests.

Practical significance of the thesis research

The developed IAT experimental procedures can be used as a research
and educational tool for students who do practical work in the Laboratory of
Neurocognitive Implicit Processes of the Baltic International Academy; be used
in organized online surveys to find out the public's attitude towards Latvian and
foreign food brands, as well as in other areas (health, social, education).

Participation in international scientific conferences, as well as interest
on the part of students and company representatives, reflects the demand and
interest in this type of research. The results obtained in the research can be used
for developing special training courses, organizing seminars for various
companies, persons whose field is related to consumer behavior research issues.
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