
investigations, the participants are first led to behave hypocritically. Then they are given
the opportunity to rectify their hypocrisy by acting in accordance with their attitudes.

To illustrate, Stone, Aronson, Crain, Winslow, and Fried (1994) studied ways to pro-
mote safe sexual practices. The participants were heterosexually active students between
the ages of 18 and 25. At the start of the experiment, these participants were asked to
prepare a persuasive speech regarding the importance of condom use as a means of pre-
venting the transmission of AIDS. Some of the participants were told they would pub-
licly deliver the speech to a group of high school students (high commitment), whereas
others were told that they would simply prepare a speech but not deliver it (low com-
mitment). Within each of these two groups, half of the participants were asked to think
about times they had failed to use condoms when having sexual intercourse (reminded
of inconsistency), whereas the other half were not asked to think about this matter
(not reminded of inconsistency). At the end of the experiment, all of the participants
were given the opportunity to buy condoms with the money they had earned for
participating in the study.

Stone and his colleagues reasoned that participants who had been publicly hypocritical
and were reminded of this inconsistency would experience the most cognitive dissonance.
To reduce this dissonance, these participants would be especially apt to purchase con-
doms when given the opportunity to do so. Figure 6.9 shows that these predictions were
confirmed. Participants who had made a public commitment to recommend condom use
and had acknowledged failing to use condoms in the past purchased more condoms than
did participants in the other experimental conditions. In other research, hypocrisy has
been used to promote recycling and water conservation, even when other, less effortful
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FIGURE 6.9
Proportion of Participants Who Bought Condoms after Behaving Hypocritically

Participants who made a public commitment to use condoms and were reminded that they had
failed to do so in the past were most apt to buy condoms when given the chance. Cognitive
dissonance theorists claim this is because public commitment and private inconsistency created the
most dissonance, which participants reduced by changing their behavior to match their attitude.

Source: Stone, Aronson, Crain, Winslow, and Fried (1994).
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