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		Abstract

		There are many instances of consumer decision making in which more consideration is given to one brand than others in the choice set.  The present research explores how selective consideration of a brand affects attitudes toward the brand, relative standing of the focal brand within the choice category, and decision making. Experiment 1 demonstrates that when participants are prompted to consider a randomly determined focal alternative, that alternative is more likely to be chosen than non-focal alternatives.  Moreover, willingness-to-pay for an alternative is higher if it is the focus of consideration.  Attitudinal data suggest that the selective consideration effect occurs because attitudes toward the focal alternative become more positive compared to other alternatives in the choice set.  Experiment 2 elucidates this attitudinal effect by demonstrating that selective consideration can cause the extremity of consumers' attitudes toward a focal brand to become more positive.  Experiment 3 explores the potential of the selective  consideration of a focal alternative to influence the consistency between consumers' attitudes and decisions, and establishes that the initial attitude towards a focal alternative moderates the selective consideration effect. 
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