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In opinion change research, a communicator at-
lel_npts to influence his audience in a predeter-
mined direction; in counseling, the counselor at-
tempts to influence his client to attain the goals
of counseling. In both fieids . . . characteristics
of the communicator . . . the audience, and
- - . the communication affect the success of in-
fluence attempts. (Strong, 1968, p. 215)

Attitudes represent global and enduring favor-
ble or unfavorable response disposition toward a
Person, object, or issue. Studies from the struc-

of motivation (e.g., Dickinson & Dearing,
197_9) to the structure of language (e.g., Osgood,
 Suci, & Tannenbaum, 1957), and from the con-
®ptual organization of transient emotions (e.g.,
Rllssell, 1983) and daily moods (e.g., Diener, Lar-
aen., Levine, & Emmons, 1985) to the organi-
Qtion of facial expressions of emotion (e.g.,
Abelson & Sermat, 1962; Osgood, 1966) have
onsistently reveaied that people organize their
pﬁ’ Ceptions of the world in terms of their evalua-
tive responses (i.e., attitudes) toward stimulus cat-
*8ories. This evaluative categorization of stimuli
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is so dominant that it can emerge prior to people’s
recognition of what specifically are the dis-
criminating features of these stimulus categories
(Kunst-Wilson & Zajonc, 1980; Zajonc, 1980).

Attitudes, of course, are not the only determi-
nants of behavior in any given situation (cf.
Fishbein & Ajzen, 1975), and the importance of
factors such as impression management, social
norms, response control, and personality are dis-
cussed elsewhere in this volume. Attitudes and at-
titude changes are nevertheless important in psy-
chotherapy because attitudes can influence how
people perceive and feel about their world and can
have direct and indirect effects on behavior across
a wide range of situations.

The direct effect of attitudes on behavior repre-
sents the tendency for people to approach, ac-
quire, support, protect, and promote liked, in
contrast to disliked objects, persons, and issues.
Although there may be intervening psychological
operations between attitudes and behavior such as
attitude accessibility and behavioral intentions,
the emphasis here is on the response side of the







