
Alot of peoples behaivor can be attributed social context, emotional and psychological state or thoughts or beliefs. An example of this is voting; certain political attitudes will produce a common voting pattern. (Karolina Koc-Michalska & Lilleker, 2018) Attitudes also explain a lot of consumer behavior, one case can be that individuals who are environmentally aware have been seen to expend more for environmentally friendly products. (Sheth et al., 2011) Certain studies have empirically shown in certain conditions that attitudes can predict behavior yet there are still multiple moderating factors like experiences, personality or environmental differences that can convolute the attitude-behavior relationship. 						Although attitudes have been shown to predict behaviour in many contexts, the relationship is not always straightforward. Certain models argue that there are two different pathways in which attitudes are formed and influence behaviour. The Elaboration Likelihood Model (Schroeder, 2005) suggests that attitudes can form through two routes: central and peripheral. Central route processing involves deeper thought and evaluation, which can lead to stronger and more stable attitudes that better predict behaviour. On the other hand, peripheral processing involves superficial cues (like appearance or slogans), producing weaker attitudes that are more likely to change and may not always predict consistent behaviour.			Cognitive dissonance theory (Festinger, 1957) explains how people deal with contradictions between their attitudes and behaviour. When a person acts in a way that goes against their values, they often feel discomfort and try to reduce this by changing their attitude or justifying their actions. For example, someone who cares about sustainability but buys fast fashion may tell themselves they can't afford better options or that one purchase won’t make a difference.												Attitudes have been studied as implicit and explicit; some would argue to decipher between the unconscious and conscious beliefs people have. (Bastick, 2021) Multiple definitions of attitudes have been postulated across psychology and philosophy. Cognitive definitions of attitudes imply that attitudes are a result of cognitive processes, more specifically which mental processes govern evaluation. (Mahoney, 1974) 							Others have argued the behavioral approach to be more pragmatic in research and simultaneously provide solid empirical evidence. Yet they still agree upon their beliefs that attitudes are an evaluative process. A behavioral approach looks at individuals or groups' reaction to environmental stimuli. (e.g, food or political opinion.) (Heider, 1946)			The affective model of attitudes scopes into people's emotions and how they affect people's perceptions and reactions. (Badrinarayanan et al., 2014) developed initially for marketing research it has grown in use due to its success in predicting behavior. (Yani-de-Soriano et al., 2019) 											Some criticism of attitude–behaviour models come from health psychology and addiction studies. For instance, individuals who are aware of the harms of smoking and hold negative attitudes toward it may still continue the behaviour due to addiction, habit, or emotional stress (Hayden, 2023). This suggests that behaviour is not always driven by conscious attitudes but can be maintained by non-attitudinal factors like emotional regulation or dependency. This has also been a key criticism of Ajzen’s Theory of Planned Behaviour, which some argue puts too much emphasis on rational decision-making and not enough on unconscious or emotional influences (Sniehotta et al., 2014).										A large section of social psychology research has been dedicated to understanding attitudes and behavior to better predict how people will act or react, whether it is in business, politics, or. (Lavine et al., 1999) The Theory of Planned Behavior (Ajzen, 1991) produced lots of empirical evidence predicting differing types of behaviors. One study looked at the intention to partake in leisure activities using college students. A questionnaire of moods, attitudes, subjective norms, perceived behavioral control and intensions regarding five leisure activities. After one-year students reported how often they participated. The studied concluded that attitudes, subjective norms and perceived behavioral control (R=.50 to .86) were positively correlated in predicting leisurely intentions whilst intentions and perceived control predicted leisure behavior (R= .48 to .78) 									Although the study provided solid evidence 	supporting this model, study parameters can be brought into question. Such as the participants, college students have been seen to have more time and are more open to newer activities in comparison to older individuals with full time jobs. (Mugianti et al., 2021) In older adults, social activities have been seen to be mediators for social relationships and increased wellbeing. (Karen Frank Barney & Perkinson, 2024) College also breeds spontaneity leading to the increased likelihood of partaking in leisurely activities contradicting “planned behavior”. (Dworkin, 2005) Perceived behavioral control has been seen to be a moderating factor in behavioral decision-making processes, underpinning the belief attitudes play a key role towards intention. (Barbera & Ajzen, 2020) Contrastingly subjective norms correlation with the prediction of intention can be weak even nonsignificant in certain studies. (Mahon et al., 2006) 										Attitude accessibility theory postulates that attitudes are 	more predictable when accessible via memory. Studies have shown that individuals who have experienced a certain behavior inspired by a certain attitude can respond quicker to items on questionnaires compared to attitudes they have not experienced themselves. (Lober, 1995) 					Why does the repetition of an attitude increase the consistency and likelihood of that behavior being repeated? Furthermore, the more a certain attitude was expressed, accessibility through memory increased along with consistency of the behavior. (Fazio & Zanna, 1978) The more a certain attitude was expressed, the individual's beliefs and confidence towards those attitudes increased.  Individuals were also more likely to act out their attitude when they received one-sided information rather than two-sided information about an attitude object. (Glasman & Albarracín, 2006)											Furthermore, the reasoned action perspective highlights automatic processes within the attitude behavior models. Some findings expressing attitudes can vary along the spectrum depending on the way in which they are expressed. (Ajzen & Fishbein, 2000) Additionally, when presented with social and nonsocial objects within a study, previous evaluations become present automatically only from them being mentioned or seen in their environment. (Bargh et al., 1992) 	The reasoned action perspective is not without critique; one example being that a lot of behaviors are driven by the sub conscious. Behaviors like addiction, procrastination, or impulsive buying are driven by emotion, habit, or sub-conscious motivations. (Lowe, 2009) These habitual or impulsive behaviors have also been a weakness from the reasoned action perspective. (Gainsbury et al., 2019)									Attitudes have a strong positive predictive correlation with behaviors when the attitudes are strong. (well-informed or lots of experience) (Sheeran & Webb, 2016) Although when it comes to environmental consumerism, results differ. Growing environmental awareness and desire for environmentally friendly products. A study using data from 254 homeowners looking at the adoption of environmentally friendly energy sources. Behavioral reasoning theory was used to moderate the reasoning for and against adoption of solar panels. Results conclued that researchers should apply mediating constructs like reasons for solar panels and reasons against and attitudes toward new technologies when trying to explain how customers contemplate purchasing renewable energy resources. (Clayton & Manning, 2018)				Another factor that influences whether attitudes lead to behaviour is attitude stability. Research has shown that attitudes that are stable over time are better predictors of behaviour (Krosnick & Petty, 1995). For example, a person who consistently values health is more likely to keep a regular exercise routine. However, situational pressures like time, stress, or social influence can still affect whether that attitude is acted on. This helps explain why someone might have strong environmental attitudes but still use single-use plastics out of convenience. (Bakar et al., 2018)													Fazio’s MODE model (1990) explains that attitudes guide behaviour when people are both motivated and have the opportunity to think about their actions. In cases where individuals are under stress, tired, or rushed, they may act automatically based on the most accessible attitude, even if it is not the strongest or most rational one. This supports findings by Bargh et al. (1992), who showed that previous evaluations could be automatically activated simply by seeing a person or object again in a certain context.								Interestingly, not only do attitudes shape behaviour, but behaviour can also shape attitudes. According to self-perception theory (Yee & Bailenson, 2009) people sometimes develop or strengthen attitudes by observing their own actions. A person who starts volunteering regularly may begin to see themselves as someone who values community or altruism, even if that wasn’t a strong belief before. (Donald et al., 2025)
In conclusion, attitudes are important in shaping behaviour, but they don’t act alone. Factors like motivation, environment, habit, emotional state, and opportunity all influence whether an attitude leads to action. Behavioural models that consider both conscious and unconscious processes give a more complete understanding of how attitudes work in everyday decision-making. For real-world applications, such as health campaigns or environmental efforts, it is important to not only focus on changing attitudes but also on reducing the barriers that stop those attitudes from turning into behaviour.	
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