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Summary. The article presents the results of a study of Russians consumers attitudes in relation to electric
vehicles (electric scooters). The study involved 513 people of various ages living in Moscow and the
Moscow region. The aim of the study was to study the structure of consumer attitudes towards such an
innovative product for the Russian market as an electric scooter. Hypothesis: the attitudes of Russian
consumers towards the electric scooter as a high-tech and innovative product for the Russian market and to
electric transport as a whole are in the process of formation. Research method: survey and cluster analysis.
The questionnaire was based on the classical three-component model of the structure of the attitude, which
includes cognitive, affective and behavioral components. The data obtained as a result of the survey were
subjected to cluster analysis. As a result, three groups of respondents were identified: «promisingy,
«conservativey, «innovatorsy, and each of the consumer groups has characteristic features of the cognitive,
affective and behavioral components of the attitude, of which only one, the smallest group (3.3% of
respondents), is characterized by the presence of a pronounced positive attitude towards electric scooters. It
is concluded that the formation of attitudes towards electric scooters as an innovative product is at an early
stage according to the theory of diffusion of innovations. The research results contribute to the study of the
psychological mechanisms of consumer behavior, and are also of practical importance for the promotion of
innovative products on the Russian market.

Keywords: attitude, structural components of attitude, consumer behavior, psychology of consumer behavior,
consumer typology, diffusion of innovation theory.
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INTRODUCTION!

The development of market relations in Russia stimulated the demand for
research explaining the patterns of human behavior in the new economic reality.
However, the study of psychological factors of people's economic behavior, in
particular, the psychology of consumer behavior, has been fragmented for a long
time. Marketing research was based on foreign models of consumer behavior that did
not reflect the socio-cultural and psychological characteristics of the Russian
consumer.

Despite the fact that consumption is one of the main social functions of modern
man, for a long time consumer psychology has been on the periphery of researchers'
attention. For Russia, this trend is the most typical, which is in particular due to the
fact that consumer behavior has been beyond the attention of domestic social
psychology for many years.

Most of the existing advertising, marketing, and PR technologies both in the
West and in Russia considered the consumer as an object of influence that has its
own laws, but does not have its own subjective activity. This approach has been
applied in all branches of science and practice working with consumer behavior. But
gradually the situation is changing, every year the interest of researchers in the
influence of personality on all stages of the consumption process is growing - from
the perception of a product to its disposal (Haliru, 2013; Vinokurov, 2012).

The attention of scientists to the psychological factors of consumer behavior,
as well as the request for more heuristic models of consumer behavior on the part of
market participants led to the formation of a separate field of knowledge — social

psychology of consumption. The focus of attention of researchers working in this

1 Acknowledgement: 1 express my sincere gratitude to my supervisor Dr. N. Antonova for her

valuable suggestions.
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field is the study of the consumer decision-making process and the factors mediating
consumer choice. The specificity of the psychological approach to the study of this
issue lies in the understanding that the consumer decision is not always rational. The
consumer does not necessarily choose the most advantageous option, since his
decision is a complex psychological process involving motivation, emotions,
cognitive processes of the subject (Folomeeva, 2012a) . Researchers assign an
increasing role to psychological phenomena and mental processes of personality in
determining consumer behavior. The classical decision-making model of F. Kotler
(Kotler, Keller, 2014) is being replaced by models of impulsive behavior (J. Beatty,
H. Dittmar, S. Freese, J. Norfeldt). In fact, this means that the human psyche, which
researchers working within the behavioral field, represented as a «black box», has a
significant impact on human behavior, including consumer behavior.

Modern research is aimed at studying the patterns of consumer behavior of
various social groups, the gender aspects of consumer preferences, the construction
of concepts of motivation, attitudes, the study of the influence of personal factors and
character traits on the attitude to a product or brand (Yoo, Maclnnis, 2005; Oliver,
1999; Antonova, Patosha, 2017).

The rapid growth of social and technological changes leads to the fact that new
products appear on the market, previously unknown to the Russian consumer. The
use of new technological goods is changing the lifestyle of Russians, which we are
observing, for example, in connection with the development of mobile
communications. But in the field of vehicle usage, the changes are not so rapid, and
the classic car is still the preferred vehicle for many decades. At the same time, in
many countries people are already beginning to actively use electric vehicles, in
relation to which Russian consumers still have a prejudice. The purpose of this
research is to study the attitudes of Russians towards such a variety of electric

vehicles as electric scooters, and to identify types of consumers who have different
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attitudes towards them. The electric scooter is one two-wheeled transport tool, which

1s powered by Li-batteries, and it looks like a motorcycle.

Problem Statement

The electric transport market in Russia is recognized by marketers as one of the
intensively growing and promising. This market, of course, 1s under the influence of
economic factors (for example, a decrease in the price of electric scooters led to a
significant increase in their sales). At the same time, one of the most important
factors hindering the development of the market is the lack of a social trend and
subjective prejudices of Russian consumers in relation to this kind of transport
(Khavtasi, 2018). The study of psychological factors of consumer demand for electric
vehicles has not yet been conducted in Russia.

The study of consumer attitudes of Russians towards electric scooters will
contribute to the development of an effective strategy for their introduction to the

Russian market, the popularization of electric transport in Russia.

Literature review
Attitude as a factor of consumer behavior

Since the focus of our research is the attitude of the individual to the object
(product), it seems appropriate to consider it as an attitude.

Traditionally, attitude is deemed as a stable organization of beliefs about an
object or situation that predetermines the behavioral reaction of an individual. For
example, D. Krech and co-authors define attitudes as long-term systems of positive
and negative assessments, affective experiences and tendencies to act «for» or
«against» in relation to social objects (Krech et al., 1969).

In general, in Western psychology the term attitude is actively used to denote

such aspects of psychological reality as value and meaning; the fact of conscious
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experience of this relationship and its social character is emphasized. D. Myers, for
example, believes that an attitude is a favorable or unfavorable evaluative reaction to
something or someone, which is expressed in opinions, feelings and purposeful
behavior (Myers, 2013).

Summarizing, we can conclude that it is customary to understand an attitude as
a certain state of consciousness that determines readiness for a behavioral reaction
based on the past experience of the subject.

Traditionally, three components are distinguished in the structure of attitude:
cognitive, affective and behavioral (Shtalberg, Frey, 2001). The cognitive component
includes judgments of an evaluative nature, opinions about objects. These opinions
are formed when comparing the signs (attributes) of objects with human goals, as a
result of which the qualities of usefulness-harmfulness, desirability-undesirability,
etc. are attributed to objects. The affective component includes feelings about the
object. Many researchers consider the affective component to be the core of attitude
and associate with it the motivating function of the social attitude (Folomeeva, 2010a,
2010b).

The behavioral component is readiness for action in relation to an object. It
should be noted that readiness for action is not identical to real behavior. Many
studies emphasize that, despite the important role of attitude in the regulation of
human behavior, it is also determined by external physical and social factors. For
example, according to the theory of reasoned action by A. Aisen and M. Fishbein
(Fishbein, Azen, 1970), attitude is the sum of ideas about the consequences of
behavior actualization. A positive attitude towards behavior and its compliance with
subjective norms determine the strength of the intention to act, which, in turn, affects
behavior.

The associative-evaluative theory of social attitudes by R. Fazio (Fazio, 2007)

considers attitudes as associations between an object and an evaluative attribute of a
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certain valence. The generalized assessment of an object is a set of associations with
various attributes of different valence and is formed based on the totality of
representations, affective experiences and behavioral information from past
experience. The weaker the associations with an object in an individual's memory, the
stronger the influence of external information (group norms, information from
significant other objects, etc.) on the final attitude towards it. The general attitude
will be positive — and therefore capable of influencing real behavior - when the
individual has sufficiently strong associations of an object with the cognitive
attributes of positive valence and with positive affective experiences. The attitude
towards a new or insignificant object for an individual may not be represented in
memory.

Consumer attitudes are a variant of social attitudes, the scope of which is
consumption (Posypanova, 2012). Consumer attitudes often have a latent character,
1.e. they are present in the person's representations in a collapsed form and can be
actualized at the moment of meeting with the subject of the relationship. In consumer
attitudes, the distance between attitude and real behavior is more pronounced. A
person may have a clear attitude towards things that he/she will never buy (for
example, preferred brands of expensive cars).

Consumer preferences are considered by some researchers as a kind of
attitudes towards a product or service (Eagly, Chaiken, 1993). This approach makes it
possible to overcome the reductionism of behaviorist models of consumer behavior
that focus on such formal criteria as the frequency and regularity of purchases, the
facts of recommendations and other behavioral signs. Behaviorists who consider
attitude as behavioral readiness consider the behavioral component of attitude to be
the most important. And if cognitive theories of the mid-XX-th century considered
the cognitive component to be decisive, and, first of all, the number of cognitive

components and their hierarchy, then modern attitude theories equally take into

112



Wuctutyt neuxonorun Poceuiickoit akanemuu Hayk. Connanbhas u skonomuyeckas neuxonorns. 2021. Tom 6. Ne 2 (22)

F. Zhao (People’s Republic of China)
The investigation of attitudes towards electric vehicles among russian consumers

account the influence of cognitive and affective components on the psychological
content of the attitude.

In particular, according to the associative theory, a generalized attitude is
formed not only on the basis of cognitive conclusions about the preference or
rejection of an object, but also on the basis of affective reactions that it causes, as
well as on the basis of past behavior that is associated with it (Susanova, 2013).

As a kind of attitude, many researchers consider consumer loyalty, understood
as the attitude of perceiving and expressing a positive opinion about a product or
brand and denying negative information about it. Loyalty as an attitude also contains
three components. The psychological content of the cognitive component consists of
knowledge and perceptions related to a product/brand and reflecting its advantages.
The affective component includes affective experiences which are pleasant to the
individual related to a product/brand. The behavioral component of loyalty implies a
tendency to regularly consume a product/brand. Despite the fact that loyalty, like other
types of consumer attitudes, is not uniquely associated with the regularity of consumption
of a product/brand, it contributes to the formation of long-term, positive consumer
relations with the product/brand (Antonova, Patosha, 2017; Bagozzi et al., 2002).

Theoretical studies of psychological mechanisms of loyalty formation are
devoted to those external and internal factors that influence this process. Strategies of
consumer behavior, consumer motivation, and personality traits can be considered as
internal factors determining the perception of products and brands (Antonova,
Morozova, 2015). The external factors determining perception are, on the one hand,
social norms and situational factors, and on the other hand, the subject image, i.e. a
symbolic image of an inanimate object created in the process of subject-object
interaction. In consumer psychology, multifactorial models of loyalty are being

developed that reveal the psychological mechanisms of the formation of this attitude
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and explain its influence on consumer behavior (Antonova, Patosha, 2017;
Folomeeva, 2012b; Vinokurov, 2012; etc.).

In this context, R. Oliver's attitude model is interesting (Oliver, 1999).
Focusing on the main content components of attitude, Oliver identifies four
successive stages of the formation of consumer loyalty: cognitive, affective,
behavioral loyalty and loyalty to action. At the first stage, the consumer gets
acquainted with a product and its attributes, evaluating it on the basis of existing
knowledge and his own recent experience. If an individual constantly and
consciously interacts with a product, then he not only gets more information about it,
but also remembers the affective coloring of this experience. The second stage of
loyalty development is affective. Here, an affective commitment to a product arises
as a result of repeated positive experience of interacting with it. Affect is the most
important part of the setup, because it is much more difficult to reject the experienced
emotion than any arguments and judgments about the product. The last stage of the
development of consumer loyalty, according to Oliver (this stage distinguishes
Oliver's theory from many other attitude theories), is loyalty to action. Here, the
motive for action formed at the previous stage is transformed into readiness for
action. This transition is accompanied by an additional attitude to overcome obstacles
that interfere with the action.

The subject of our study is consumer attitudes towards an innovative product
for the Russian market, and in this context, the staging of the process of forming
consumer preferences is logical, since it allows us to analyze the psychological
reasons for the difficulty of introducing electric transport to the Russian market.

Analyzing the attitude of consumers to the developing market of high-tech
goods in Russia, which undoubtedly includes electric scooters, T.V. Folomeeva also
notes the stadial nature of the process of forming an attitude. The importance of

cognitive, affective and behavioral components of attitude changes as the market

114



Wuctutyt neuxonorun Poceuiickoit akanemuu Hayk. Connanbhas u skonomuyeckas neuxonorns. 2021. Tom 6. Ne 2 (22)

F. Zhao (People’s Republic of China)
The investigation of attitudes towards electric vehicles among russian consumers

develops. At the early stages of introducing a product to the market, the cognitive
component plays a leading role. As the product moves into the category of consumer
goods, the role of the affective component increases. However, when choosing a
specific offer in the market of high-tech services, the consumer relies more on
rational arguments (Folomeeva, 2012 (b)). So T.V.Folomeeva comes to the
conclusion that different levels of consumer decision-making - from strategic choice
to the choice of specific products - correspond to different consumer attitudes. For
our study concerning the attitudes of Russian consumers towards electric scooters,
the second level of consumer decision—making, highlighted by the researcher, is
interesting - categorical. At this level, the consumer makes a choice from subjectively
competing categories of goods. The needs that these goods satisfy can be completely
different, the choice is determined by the consumer's attitude to the product, by how
expedient he considers the purchase. We can assume that one of the reasons for the
low-intensity development of the electric transport market in Russia is that the
subject image of this product category is still being formed. The complexity of this
process is determined by the technical complexity of the goods, which prevents the
formation of cognitive and affective components of the attitude towards electric
transport and especially towards electric scooters.

Based on the theoretical analysis, we can draw the following conclusions:

1. Attitude is understood by us as a certain state of consciousness that
determines readiness for a behavioral reaction based on the subject's past experience.
The use of this psychological construct when analyzing the prospects of a product or
brand on the market helps to identify the characteristics of consumers' perception of
this product or brand.

2. The process of perception of a subject image or brand image can be
considered as the process of forming the consumer's attitude to this product or brand.

This process can be influenced by modeling situations of active consumer interaction
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with a product or brand, in particular through such marketing technology as
merchandising.

3. Consumer loyalty as an attitude, the psychological content of which consists
of strong associations of an object with cognitive attributes of positive valence and
with positive affective experiences, 1s formed in stages from acquaintance with the
product/brand to the appearance of a tendency to its regular consumption.

Hypothesis: given the multilevel nature of the consumer decision-making
process, it can be assumed that the attitudes of Russian consumers towards the
electric scooter as a high-tech and innovative product for the Russian market and to

electric transport as a whole are in the process of formation.

METHODOLOGY
This study is the first stage of a project dedicated to the research of

psychological factors of preference for Electric Vehicles by Russian Consumers.

Sampling

The study involved 513 people living in Moscow and the Moscow region. The
following characteristics of the sample were taken into account: gender (261 men and
252 women), age (16-60 years old, with 95.7% of respondents being under 50 years
old), education (full secondary, college, incomplete higher education, higher
education), income level. The survey was conducted using the Internet, mainly
remotely. Mostly young people took part in the study, since the problem of using

electric scooters is more urgent for them.

Method
To study consumer attitudes, we have developed a special questionnaire. When

compiling the questionnaire, we relied on the classical attitude structure: the
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cognitive component (how well respondents are familiar with such a type of two-
wheeled transport as an electric scooter), the affective component (what attributes of
an electric scooter respondents like and give this product a subjective value, what
consumer risks they are concerned about in connection with the possibility of
purchasing an electric scooter) and the behavioral component (willingness to buy an

electric scooter).

RESULTS

The sample is characterized by an average level of awareness about electric
scooters: 32.4% of respondents stated that they do not know anything about electric
scooters, and half of the respondents (50.7%) replied that they know little about them.
The main sources of information about electric scooters are online media (39%) and
social networks (40.7%). For a significant part of respondents (36.1%), the use of an
electric scooter embodies convenience.

A significant part of the respondents (42.7%) feel their contribution to the
environment when driving two-wheeled vehicles. The most attractive attribute of an
electric scooter from the proposed list turned out to be ease of operation (it is very
easy to drive an electric scooter) — it is able to inspire 49.5% of respondents to buy.
The least interesting attribute of an electric scooter for respondents is its attractive
appearance: it inspires only 27.9% of respondents. To the greatest extent, respondents
are concerned about the impossibility to use an electric scooter in winter, 59.3% of
respondents reported this. The problem of parking spaces turned out to be absolutely
irrelevant: it worries 0.6% of respondents.

Only 24% of respondents plan to purchase an electric scooter in the near
future, another 30.2% do not exclude such a possibility in the future. Half of the

respondents (50.1%) plan to use an electric scooter for everyday driving, and only
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15.8% consider using an electric scooter for business. At the same time, 38% of
respondents plan to make short trips of 5-10 km on an electric scooter.

To 1dentify the psychological content of the structural components of the
attitude of Russian consumers towards electric scooters, a hierarchical cluster
analysis was carried out, in which the cognitive, affective and behavioral components
of respondents' attitudes towards electric scooters served as variables. Cluster
analysis was carried out by the method of average coupling, interval data: the square
of the Euclidean distance. The analysis was carried out by SPSS.

As a result of the analysis, three clusters were identified, which can be

interpreted as three groups of consumers.

Table 1
Results of cluster analysis (N=513)

Valid Accumulated
0
Cluster Frequency |Percentage % percentage Ylpercentage %
| 258 50.3 50.3 50.3
i 2 238 46.4 46.4 96.7
Valid =5 17 33 33 100.0
sum 513 100.0 100.0
DISCUSSION

The results of the study demonstrated poor awareness of Russian consumers
about electric vehicles, and, in particular, about electric scooters. Russians have little
idea of the advantages of electric vehicles and the possibilities of their use in Russia.
Perhaps this is due to the specifics of climatic conditions in Russia, a significant
contribution is also made by the lack of relevant information in the Russian media.

The study identified three clusters of Russian consumers in relation to electric
vehicles. The first and second clusters are approximately equal in terms of fullness

(258 and 238 people, respectively) and are similar in many key indicators:
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in both clusters, 43% of respondents are familiar with an electric scooter;

o the range of emotions felt by respondents in both clusters fully
corresponds to the sample averages: 21% feel happiness, 31% - inspiration and 42% -
their contribution to the environment;

o the attractiveness of such attributes of an electric scooter as ease of
operation, attractive appearance and riding without a driving license is the same for
both clusters and corresponds to the average values in the sample. The most attractive
attribute is the ease of operation.

However, there are significant differences between these clusters.

The first cluster united consumers for whom an electric scooter represents
fashion, freedom or convenience. This is a broader view than the view of a simple
layman. This is probably why the majority of those respondents who are considering
buying an electric scooter for business are concentrated in the first cluster. These
consumers are concerned about the assembly quality of electric scooters and how to
maintain them, which indicates their thorough approach to the purchase and use of
this mode of transport. Such an attribute of an electric scooter as environmental
friendliness i1s more significant for them than for representatives of other clusters.
Respondents in the first cluster express their purchase plans more clearly: there are
fewer undecided among them. Based on these characteristics, we called this group of
CONSUMErS «Promising».

The second cluster. Consumers who are in the second cluster see an element of
comfort in an electric scooter. They are planning to purchase an electric scooter for
personal purposes, mainly for everyday riding. First of all, they are concerned about
the following questions: where to store the electric scooter and where to charge it.
Absolutely not concerned about the assembly quality. Respondents in the second
cluster do not plan to buy an electric scooter, at least in the near future. This group of

respondents can be called «conservativey.

19



Wuctutyt neuxonorun Poceuiickoit akanemuu Hayk. Connanbhas u skonomuyeckas neuxonorns. 2021. Tom 6. Ne 2 (22)

F. Zhao (People’s Republic of China)
The investigation of attitudes towards electric vehicles among russian consumers

The third cluster is the least filled, it united only 3.3% of respondents. These
are people who are familiar with electric scooters and are planning to buy them. They
received information about electric scooters from online media and social networks,
less important, but still significant channel for obtaining information from this group
of respondents was friends. They consider the most attractive attribute of an electric
scooter to be ease of operation. Their distinctive feature is also their willingness to
make fairly long trips on an electric scooter — more than 20 km. The electric scooter
represents fashion and freedom for the respondents in the third cluster. Summarizing
these characteristics, we called this group of consumers «innovators.

Significant correlations of socio-demographic characteristics and belonging to
a particular cluster were not found. In all three clusters, men and women are
approximately equally divided, all age categories are represented (respondents over
50 years old were not included in the third cluster), and all levels of education are
found.

The identified typology of consumers can be correlated with the typology of
E. Rogers by the criterion of propensity to adopt innovations. «/nnovators» in our
typology correlate with «innovators» in Rogers' typology both in quantitative and
qualitative characteristics (Rogers has 2.5% of the population). «Promising» in our
typology are early followers and early majority according to Rogers (47.5% in total),
and «conservative» correspond to the types of «late majority» and «laggards»
according to Rogers (50% in total). Thus, we can conclude that: electric vehicles are
still an innovation for Russia, and Russian consumers are at the very beginning of the
curve of «diffusion of innovation» and acceptance of such vehicles as a possible

object of consumption (Rogers, 2010).
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CONCLUSION

1. The level of awareness of respondents about electric scooters is insufficient
for the emergence of an affective commitment to this type of transport.

2. Russian consumers tend to consider the electric scooter more as an element
of comfort than as a fashion accessory.

3. The low level of associations of an electric scooter with the cognitive
attributes of positive valence and positive affective experiences determines a low
level of behavioral activity of respondents in relation to this type of transport.

4. Three clusters (types of consumers) are identified according to their attitude
towards electric scooters: «promising», «conservative», «innovators». Each of the
consumer groups has characteristic features of the cognitive, affective and behavioral
components of the attitude.

5. Potential consumers of electric scooters can be «innovators», in the future
you can also focus on «promising» ones. «Conservatives» are the least likely to be
the target audience of this market in the near future.

6. To build a further marketing strategy, the following characteristics of
«innovators» should be taken into account - people who are most likely to belong to
the target audience: they perceive the electric scooter primarily as a fashion accessory
symbolizing freedom, allowing them to lead an active lifestyle characteristic of this
category of consumers. In the future, with the expansion of the target audience and
the inclusion of people of the first group («promisingy), it is possible to turn electric
scooters from a fashionable toy into an attribute of everyday life, for this it is
important to emphasize its environmental friendliness.

Thus, we can conclude that the introduction of electric scooters to the Russian
market is at an initial stage. The percentage of «innovators» (3.3%) in our study
turned out to be slightly higher than in the E. Rogers model of diffusion of

innovations, probably due to the fact that respondents living in Moscow and the
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Moscow region participated in the study. Russian consumers do not yet see any other
possibility of using electric scooters, apart from personal use. Using them to optimize
or create innovative business lines seems to be an important resource, which is still
very poorly used for the introduction of electric scooters to the Russian market.

It seems that for a more active distribution of electric scooters in the Russian
market, a large-scale information campaign is needed, taking into account the

peculiarities of economic consciousness and consumer behavior of Russians.
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UCCJEJOBAHUE OTHOHIEHUS POCCUHCKUX NOTPEGUTEJIEA
K 3JIEKTPOMOBUJISAAM

®. Yxao* (Kuraiickas Haponnas PecnyGanka)

* AcriupaHT, kadeapa ncuxonoruu, HannoHaNbHBINA HCCIE0BATEIBCKHI YHUBEPCUTET «BhIcias mikoma
skoHOMUKH», 101000, Mocksa, yn. Mschunkas, 1. 20; e-mail: fzhao@edu.hse.ru

Aunomayus. B craTbe NMPUBOAATCS PE3YJIBTAThl MCCIECAOBAHHS MOTPEOUTENBCKUX ATTUTIONOB POCCUSH B
OTHOILICHUU JIIEKTPUYECKUX TPAHCHOPTHBIX CPEACTB (IJCKTPOCKYTEpoB). B uccienoBaHnu NpUHSIH
ydacTre 513 4denoBek pa3iIu4yHOro BO3pacTa, MpoXHUBamoLKe B I. MockBe 1 MockoBckoii obnactu. Llemnsro
WCCIIEIOBAHUS SIBIISUIOCH U3YyUYEHHE CTPYKTYPBI MOTPEOUTEIBCKOTO aTTUTIOAA K TaKOMY HHHOBALMOHHOMY
JUTSL POCCHICKOTO PBIHKA MPOIAYKTY, KaK 3JEKTPOCKyTep. [ nmore3a: aTTUTIONBI POCCHICKUX MOTpeOuTENeH K
JNEKTPOCKYTEPY KaK K BBICOKOTEXHOJOTMYHOMY M MHHOBALIMOHHOMY JUISI POCCUMCKOTO PBIHKA TOBAapYy M K
AIIEKTPOTPAHCIIOPTY B LEJIOM HaXOIATCS B cTaaud (GopMHpPOBaHHs. MeTOn HCCIelOBaHUS: ONpOC H
KJIaCTEpHBIH aHanu3. B OCHOBY ompocHHMKa ObUIa TOJIOKEHA KJIacCHYECKas TPEXKOMIIOHEHTHAs MOJEJNb
CTPYKTYpBI aTTUTION1A, BKIFOYAIONIAsh KOTHUTUBHBIN, SMOIIMOHAIBHBIA M KOHATUBHBIM KOMIIOHEHTH!. JlaHHbIE,
MOJIyYEeHHBIE B pPe3ysbTaTe ONpoca, ObUTM MOABEPTHYTHI KIACTEPHOMY aHaiu3y. B uTore ObUIM BBIAEICHBI
TPHU TPYIIBl PECHOHIECHTOB: «NEPCHEKMUBHbIE), («KOHCEPBAMUBHbIE), «HOBAMOPbLLY, TIPUYEM KaXKIOU W3
MOTPEOUTENbCKUX TPYMI CBOHCTBEHHBI OCOOCHHOCTH KOTHUTHBHOTO, ap(eKTHBHOTO W IMOBEAEHUYECKOTO
KOMIIOHCHTOB OTHOILIECHHS, M3 KOTOPBIX TOJBKO OJHA, HaumMeHbmmas rpynma (3,3% pecnoHaeHTOB),
XapaKTepHU3yeTCsl HATMYUEM BBIPAXKEHHOTO MO3UTUBHOIO aTTUTIONA K 3NEKTpOCcKyTepaM. [lenaeTcs BBIBOI O
TOM, 4TO (POPMHUPOBAHUE ATTUTIONOB K 3JIEKTPOCKYyTEepaM KaK MHHOBALMOHHOMY HPOIYKTY HaXOAMTCS B
HayanbHOW CTaJuU corjacHo Teopud Auddy3un HMHHOBaLMi. Pe3ymbTaThl McciaenoBaHUs CIOCOOCTBYIOT
W3YyYEHHIO TICHXOJIOTHYECKUX MEXaHW3MOB MOTPEOUTENbCKOTO MOBEACHUS, a TaKKe MMEIOT MPAaKTHYeCKOe
3HAYEHUE U1 MPOABI)KEHUS NHHOBALMOHHOM MPOAYKIIMHA HA POCCUHCKHUI PBIHOK.

Kniouesvie cnosa: AaTTUTIOM, CTPYKTYPHBIC KOMIIOHCHTBI ATTHUTHOJA, HOTp€6I/ITCJ'H>CKOC MNOBECACHUC,
IICUXOJIOT U HOTpC6I/IT€J'H>CKOFO IIOBCACHUS, TUIIOJIOT U HOTpC6I/IT€Heﬁ, TCOpUs Z[I/Iq)(i)y3I/II/I I/IHHOB&LII/Iﬁ.
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