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Online Case Study
Chapter 10: Attitude formation and change
Changing communications
[bookmark: _GoBack]Communication is what people do above all else – we talk, we make gestures, we write, we read, we even use Morse code in an effort to inform and persuade other people. In recent years, the communications revolution has created even more opportunities for expressing ourselves, annoying each other and shifting attitudes – but it’s easy to forget that the new technology is itself the subject of attitudes.
In the 1980s, the first ‘mobile’ phones appeared – bigger than a brick and about as attractive, the early mobiles were unreliable, had very short battery life and were extremely expensive – several months’ pay for the average earner. These early mobiles were a status symbol for the upwardly-mobile and, for the yuppies (young urban professionals) who bought them, they were the ultimate status symbol. To others, they were a symbol of greed, crass materialism and the worst excesses of the 1980s free-enterprise culture.
However, engineers being what they are, the size and price reduced, reliability and battery life increased, and a competitive war started between the various manufacturers. By the early 1990s the technology was established, but the marketing still lagged behind – put simply, millions or even billions of people had a need for a mobile phone, but the vast majority had no way of paying for such an expensive piece of technology, and without a mass market the price would be unlikely to come down any time soon. Marketers stepped in and created the idea of the phone-inclusive contract, whereby the phone would be (in effect) hire-purchased by the consumer. The mobile phone thus became democratised, and for a while even became a more downmarket product as people who did not have the necessary credit rating to be allocated a landline were able to obtain a pay-as-you-go phone relatively cheaply and easily. By the turn of the century, most people had mobile phones and many people had more than one.
Naturally this led to a hyper-competitive environment in which manufacturers sought to add extra features to the phones, as well as making them ever-smaller and ever-cheaper. At the same time, service providers sought to offer various packages aimed at different market segments: when short message services (texting) appeared, service providers’ packages began to include a ration of texts as well as a quota of minutes per month. In recent years, manufacturers have introduced even more refinements – cameras, second cameras for making video calls, apps for everything from a torch to an aeroplane tracker. Coupled with the huge number of packages offered by the service providers, the array of possibilities became almost impossible for the average consumer to weigh up.
As the benefits of fourth-generation (or 4G) technology is embedded in consumer minds, the pressure to upgrade to the latest phone increases: no doubt 5G and 6G will not be far behind. Meanwhile, the concept of wearable technology has come to the fore – the idea that communications devices can be built into clothing or other fashion items, or can be securely attached to the body in some way, has created a whole new range of possibilities. Analysts predict that the global sales of wearable tech will surpass the $50 billion mark by 2019. Of course the idea itself has been around for some time – criminals have been wearing electronic tags since the 1990s, and in Brazil the tags are linked to the GPS (Global Positioning System) so that police know where the criminals are at all times. This allows offenders to hold down jobs, carry out family commitments, and (of course) it saves on the bill for prisons. The commercialisation of this has resulted in the public being able to buy products such as Smart watches and fitness bands.
Some of the applications seem impractical or even nerdy – a cocktail dress which lights up when a call comes in is probably more of an embarrassment than anything else to a woman trying to make the right impression, and the hoody developed by students from the Tisch School of Arts in New York looks like an accident waiting to happen – the hoody sends out text messages in response to gestures by the wearer, which probably makes for entertaining viewing for passers-by but is likely to create all kinds of errors. Similar problems seem likely for the trousers with a built-in keyboard: Wallace and Gromit would be proud. There are, however, some solutions which do make practical sense. Samsung and PayPal may be creating an app to allow payments to be made through a Smart watch which would be very useful for a professional who is constantly on the move. The National Health Service in the UK is also keen to investigate how such wearable technology can help to reduce any unnecessary trips to the doctor’s surgery or the hospital – the idea being that both the patient and the doctor would receive warning information in real time.
There are organisational benefits too which can be had by employees using wearable technology. The ability to collect data from the user/customer means that the organisation is able to collect insights into user interaction – a goldmine for marketers wanting to know more about their customers!
New technology and new ways of working bring with them, of course, new privacy and security issues. For instance, if employees bring their own devices into work, the employer’s IT department needs to be aware for both support and security reasons, as each device that’s connected to an organisation’s system creates an access point. But organisations will have to adapt their systems to cater for wearable technology as it becomes even more popular than it is now.
While some people will embrace this new technology, others will ridicule it –history shows that attitudes change as new technology becomes more commonplace or, in effect, becomes old technology. Of course, the changes have been so rapid in recent years that it is difficult to keep up – many people find themselves left behind, unable to understand the new devices which younger people have grown up with.
Questions
1.	What is the role of cognition in forming attitudes to new technology?
2.	Why might negative attitudes have formed towards early mobile phone users?
3.	How did manufacturers and service providers change public attitudes towards mobile phones?
4.	Why do older people sometimes have negative attitudes towards communications technology?
5.	How might different people form their attitudes towards wearable technology?
