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Introduction 
Persuasion = science of influencing through communication 

• ≠ art of persuasion: sales= art 

• Why are some people more persuasive? 

o Social setting: message between 2 entities 

▪ Receiver= you 

▪ Persuader= person 

o Sociological theories: thought-processes 

▪ Social psychology 

• Politics= specific type of persuasion 
o Voting behaviour= main goal 

▪ ≠ direct persuasion 
▪ Convince mentally to vote for a specific party 

➢ Being better than other parties 
o Rhetoric: time and motivation to listen of audience is necessary 

▪ Rhetorics= closely listening 

• Negotiation: highly cognitive: need to think about every argument 
Daily life persuasion 

• Vb. First time going to a party –> discussion with parents 

o Persuasive tric: “everybody is going” 

• Persuasion isn’t only strategic 

• Saying yes means you can ask something back 

• Yelling= wanting attention for your arguments 

o Couple of people follow –> others will too 

Persuasion ≠ argumentation 
• Argumentation / rhetorics 

o A philosophical/literary tradition, focusing on the arguments of the sender 

• Persuasion 
o A newer discipline, originating from post-WWII social psychology, focusing on effects on 

the receiver 
▪ Carl Hovland: how does the receiver gets socially influenced? 
▪ Assumption: human behavior = fuction of personality and situation 

➢ Situational determinant: universal effects 
❖ Ex. Seeing billboard while waiting for bus vs. seeing it in traffic 

➢ Research focuses on these situational determinants because 
❖ As a communicator, you don’t know the receivers’ personality 
❖ We assume these determinants have a universal effect 

o Attitude & behavior change 

 
1) Legal restrictions 

➢ Ex. Smoking: not allowed in certain places 

2) Hard campaign (rhetorics) 

➢ Anti-smoking campaigns: aggressive arguments 

Organisational 

persuasion 

System 2 effects: rider 

• Conscious thoughts 

are important 

• Law: conscious level 
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3) Soft campaign (persuasion) 

➢ A lot of messages, ex. Smoking areas 

4) Design situations 

➢ Design a situation where it’s allowed, but more difficult to do it 

➢ Ex. less cigarettes in a package 

 

 Metaphor of elephant going from point A to point B 

o Elephant will learn path 

▪ Capable of moving something away if it’s blocking it’s path 

▪ Ex. Eating breakfast 

 Automatic= system 1 

o Rider= system 2 

▪ Can usually be blocked out, but in some occasions he will kick in 

▪ Ex. Thinking about your breakfast because you’re on a diet 
Using reference about a group= system 1 effect 

Understanding what is system 1 or system 2 
Two major persuasive strategies 

1. Arguments 

• With “cues” to dress up messages 
o Advertisement: picture of happy people 

▪ Presence of a child –> think about family 
▪ Liking behavior: understanding 

• Point-of-purchase communication: arguments + cues 

• Examples 
o Toothpaste: we protect for more 

▪ Lab coat: impression of expertise 
▪ List: don’t remember exactly what’s on it, but remember that there is more  

o Draw 4 high towers with 1 pen 
▪ Really think about it: no real argument present, you have to think about it 
▪ Open adds: trigger to think about it and let you persuade yourself 

o Supermarket: packages have visual cues that help you navigate 
▪ Ex. White= cheap or diet; green= ecological or natural 

o “everybody is going”-argument 

2. Narratives 

• Persuading with a story 

o People like stories –> more attentive 

o We’re persuaded because we’re not aware of WHY we’re being convinced 

• Examples 

o Fairy tales: red riding hood –> stay on the path and be careful 

o Biblical stories: 10 commandments, ex. Don’t be a thief 

o Biased journalism: framing (less vs. heavily) 

▪ News stories seem to be argument based, but the actual content is a narrative with 

persuasive effects 

▪ Ex. climate change 

➢ CNN: European vision 

➢ Fox: US vision: climate change doesn’t exist –> report less on climate change 

o Evoke feelings: “part of the scene” 

 

System 1 effects: elephant 

• Automatic effects 

o Not so conscious 

thoughts (95%) 

• Not so important in life, 

ex. clothes 

▪ Transported into the story 

➢ Back to reality: good point remain 
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Chapter 1: Domains of persuasion 

What types of communication to include? 
• Only verbal? 

o just an image can be enough 

• Only successful persuasion? 

o Focus on when persuasion becomes successful 

o Definition of success? Cognitive vs. behavioural effect on receiver 

▪ Behavioural influence (more/less of it) vs. shift (different type of behaviour) 

• Persuasive intention necessary to label a communication as persuasion? 

o Unintentional persuasion: ex. Medical field: new studies –> change diagnosis or treatments 

• Example food guidelines 
o Persuasive tricks:  

▪ Large dark green area, smaller light green area, small orange an bad stuff in red dot 
▪ Successful if people know how to eat better after seeing this guideline 

 Broad view on persuasion 

• Message effects: how you present the message 
o Arguments and “packaging” of the message; narratives 

• Receiver effects: characteristics & situation of receiver 

• Sender effects: characteristics & situation of sender 

• Non-intentional persuasion 
 Big theories & small empirics 

• Other approaches possible 
o Daniel O’Keefe : 5 characteristics of paradigm cases 

▪ Persuader’s side (sender) 
➢ Successful 
➢ Intentional 
➢ Communication 

▪ Persuadee’s side (receiver) 
➢ Freedom of action: attempt to persuade someone, but receiver can refuse 

❖ Persuasion ≠law 
➢ Change in mental state: cognitively & consciously changed 

❖ Conscious: system 1 vs system 2 

massive daily exposure 
•  Lots of studies: many differences between them –> not one right study 

o Recent estimations: 5000 persuasive messages a day 
▪ 377 explicit : recognize it immediately as an add 
▪ 1500 implicit: ex. Clothes brands 

Structure of persuasive message 
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• 2 types of effects: attitudes & behaviour 
o ATTITUDE 

▪ Change how you think about something: positive or negative 
▪ ex. Brexit: pro wants you to think negative about contra 

o BEHAVIOUR 

• Link between attitude and behaviour 
o How attitudes influence behaviour 
o How behaviour changes attitudes 

• Persuasive theories 
o How persuasion will affect attitudes and eventually change their behaviour 

▪ Elaboration likelihood model: 2 types of persuasion that is possible 
➢ Arguments: central vs peripheral route 

❖ Central: only the arguments 
❖ Peripheral: packaging of arguments: how it is presented 

 Ex. Billboards with elections: baseline, attractive/nice people 
▪ Narrative persuasion 

• Interpersonal: how people in groups influence others 
o Ex. Buying a TV AND Small groups 

 Apply these principles to 4 domains of persuasion: health, politics, prejudice & advertising 

Basics of psychology 

Automatic vs deliberate processes 
• Unconscious vs. conscious 

o Both in physical and cognitive behaviour 

o Ex. Riding your bike: physically very complex thing, hard to learn, but when you have, you 

do it unconsciously 

o Ex. Driver’s license: changing gears= physical behaviour. Very first time: physically and 

cognitively impossible task –> system 2: both your mind and body think it is a complex task. 

Eventually, it became a habit so you can change gears while doing other things –> from a 

system 2 task it went to a system 1 task because of habit. 

• Bargh: four horsemen of automaticity 
 

AUTOMATIC  DELIBERATE 
‘uncoscious’  ‘consicous’ 

 FOUR HORSEMAN 
of automaticity 

 

NO Awareness YES 
NO Intentionality YES 
YES Efficiency NO 
NO Controllability YES 

 

o Automatic (cognitive) behaviour can be described by 4 features 

▪ Awareness 

▪ Intentionality 

▪ Controllability  

▪ Efficiency: deliberate processes have limited capacity and is therefore not efficient 

➢ You can only remember (think at) 7 things at once 

➢ Automatic tasks are much more efficient 

 

Not with automatic behaviour 

 Often, these two processes work 

together. But we can trigger situations 

where they are in conflict. Based on 

such research, we now know a lot 

about these processes. 
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• Research about latent (unobservable) processes 

o How to study something that is, in fact, unobservable? 

▪ Mostly experimental research, looking at potential latent causes of observable effects 

▪ Communication is observable: often little attention 

▪ Effects (in terms of attitude or behaviour) are sometimes observable 

➢ But even if we are conscious about it, processes explaining the effect are latent 

❖ Introspection only identifies part of the explanation. 

o Social norm cues are observable by the receiver 
▪ Part of social norm effects are conscious/observable, but the effect also exists in 

the absence of conscious observing/processing of these cues 
➢ Most of the effects on the receiver are thus automatic, rather than deliberate 

▪ Side note: the sender too can use these social norm cues deliberately vs. automatically 
➢ Deliberate: e.g. because you know this as a persuasion student  
➢ Automatic: e.g. saying “everybody will go to a party” to convince parents 

o An important part of our behaviour is “invisible” to ourselves 
▪ We think of human behaviour as deliberate with some random noise (from time to 

time a different opinion) 
➢ In reality, human behaviour is deliberate & automatic, with random nois 

▪ Human behaviour= deliberate + automatic + [random noise] 
➢ Random noise: rate you best friend on a scale from -5 to +5: mostly you 

rate a +4, but one day you rate a +3 and another day you rate a +5 
 So, even if we do believe to know WHY we DID something, there might be a list of other 

reasons influencing our behavior, without us being aware of that influence or maybe 
even the reasons themselves 

➢ Priming: situation where communication, thoughts or behaviour at one point 
influence (without knowing) how you behave, communicate or think at a later 
point. 
❖ Example: counting money vs. numbers and afterwards rate candy  

=> counting money –> eat more candy => money makes you hungry 

• Freud 
o Automatic, unconscious ≠ subconscious 
o When we ponder about our own behaviour 

▪ Post-hoc rationalisations 
➢ Introspection is not a suitable technique to reveal why a certain effect 

follows in a certain situation 
o We often trick ourselves to believe we understand, because automatic effects go in disguise 

▪ We only have a few behavioural options in each situation 
▪ We can often find deliberate reasons to explain the chosen option 

o In persuasion research, deliberate (explicit) attitudes are not necessarily the most 
informative ones 
▪ The timeline of cognitive processing (of message processing) 

➢ Automatic processing: you’re not watching the add (you’re looking at your 
phone), but still listening 
❖ It is somewhere in your perceptional vision 

➢ If there is time, capacity, motivation,… you’ll deliberately process it 
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▪ Gilbert’s model (1991) on the processing of untrue information 
➢ If you’re first encountered with untruly information, you’ll believe and 

store the information (automatic) 
❖ Fake news –> fact checkers 

➢ If there is some reason to doubt it, you’ll start doubting the source and/or 
the message 
❖ Time, capacity & motivation necessary to do this 

➢ If you really doubt it, you need to annotate you’re previous information 
that it is untrue 
❖ It’s not really a final solution. If you need a quick decision, it will be 

based on your automatic thoughts.  
▪ Cf. how we find reasons for others’ behaviour: automatic attribution of personality 

➢ If deliberate thinking, then also situational (= fundamental attribution error) 
 Dual process model: psychological model on the interplay of 2 thought processes 

▪ Typically combine automatic and deliberate processes 
▪ Why do automatic processes exist? 

➢ Evolutionary, they were the first kind of thoughts 
➢ They bear evolutionary advantages (survival) 
➢ They reduce complexity of our environment 

▪ Automatic processes offer ‘fast and frugal’ heuristics or shortcuts to tackle decisions 

Bargh: The Unconscious Mind 
“In cognitive psychology, unconscious information processing has been equated with subliminal information 
processing, which raises the question, ‘‘How good is the mind at extracting meaning from stimuli of which 
one is not consciously aware?’’ 

• Subliminal= short or scrambled exposure to stimuli, refraining the receiver from conscious processing 

o Subliminal information processing: processing of information that you are not aware of 

▪ You don’t know you saw a word, but unconsciously you saw it 

➢ In a subsequent task where they ask you if you like the image, the likelihood of 

you saying yes is bigger because you saw unconsciously the word “good” 

before the image 

o Subliminal influence is often of low complexity, where mental activation of a concept easily 

spreads to a nearby mental concept 

▪ Unconscious is rather dumb: it is basic 

“Social psychology has approached the unconscious from a different angle. There, the traditional focus has 
been on mental processes of which the individual is unaware, not on stimuli of which one is unaware. [...] 
has led to the view that the unconscious mind is a pervasive, powerful influence over such higher mental 
processes” 

• Social psychology: mental processes of which the individual is unaware 

o Freudian model 

▪ There is some hidden truth in his research 

▪ Impressive: his research was conducted between the 2 world wars 

o Since renaissance: we’ve come to a point where we believe we are “human beings” 

▪ Up until the 1500’s, we just believed that things where habitual, intuitive 

▪ Enlighten: we believe that our thinking makes us special 

➢ Because we can think we’re human 

❖ Doesn’t implies that we are only a human when we think 

deliberate 

o Nisbett and Wilson’s: already in 1977, we kind of knew that people can’t really explain their 

behaviour 

Doubting the soruce and / 

or message = deliberative 

Believing and storing the 

information = automatic 
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o Communication should be seen as one possibility of social behaviour 

▪ Just being exposed to a person will already trigger all kind of information about 
that person and will shape your reaction to that person 

o We have actual tendencies in our body 

 
▪ Your mind and body will react to it 

➢ Your muscles prepare for the conscious acts that could follow and your 

mind prepares for the conscious thoughts that could follow 

➢ Even before your mind has the time to think about it, your body is already 

reacting to it 

▪ Deliberate response starts if you have the time, capacity and motivation for it 

▪ Ex. Friend asks you to a party 

➢ You’re immediate action might be approach: it’s a good friend 
➢ But if you think about it, it may be avoidance: you want to stay in and 

watch Netflix all day 

Learning vs. persuasion processes 
• Persuasive communication targets behavioural change, preferably in a durable way 

o Learning: durable behaviour change, not caused by biological determinants 

 Persuasion can get inspired by learning mechanisms and research 

o A lot of what we learn is also learning that can be considered for some part of being persuasive 

• Fundamental learning processes 

o Habituation: exposure leads to less extreme response 

▪ If you don’t like something and you’re exposed to it very often, you’ll get neutral with it 

▪ If you really like something and get exposed to it all the time, you won’t be that 

positive any more after a while because it became a habit, ex. Drinking coffee 

o Contact conditioning: more positive evaluation due to exposure 

▪ In the beginning you’re neutral to it and you’ll be exposed to it repeatedly, you’ll 

start to like it 

▪ Advertising: high exposure of ads increases linking (tension between habitation and 
tedium= verveling) 

o Classic conditioning: relation between situations 

▪ Pavlovian dog’s: ring bell when dog can eat 

➢ Learning to expect food is showing through the dog producing saliva 

▪ You’ll learn the connection: if this happens, the following thing will happen 

▪ Evaluative conditioning: learning the link between 2 objects and have a positive 

attitude to the neutral object because the former already was positive 

➢ Advertising: advertise a product together with a priori liked stimuli to learn 

an association between the liked stimulus and the product 

❖ Ex. Nespresso 

 George Clooney: mainstream okay, rather positive person 

 Brand Nespresso: quite neutral 

 

 

Repeated exposure 

Approach: wanting something   (positive) 
Avoidance: staying away       (negative) 

 Basic: good or bad for survival 

 Connect both: Nespresso gets a rather positive reaction because of 

George Clooney and when you’ll counter Nespresso with George 

Clooney, you’ll act positive 

 You’ve transferred your positive feelings to the object 
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o Instrumental conditioning: relation between situation and behaviour 

▪ Skinnerian: pigeons in a box 

▪ Linking behaviour with a reward or punishment 

➢ If I do something, I’ll get a reword / be punished 

▪ Advertising: perceived positive outcomes of the product use increase the 

probability or frequency of future consumption 

➢ Ex. Buy a product, get free sample of something else 

❖ Next time you need the product, you’ll go to the store where 

you’ve been rewarded 

o Observational learning: relation learned through observation 

▪ Social learning: looking at how others behave, and then learn something of that 

▪ Advertising: show others using the product (and positive consequences of using it) 
➢ Ex. Average advertising on TV where they show people who use a product 

and see that they get happy 

❖ Reclame waspoeder 

o Propositional learning: remembering propositions 

▪ Learning a definition in a book 

▪ Advertising example 

➢ If this is your problem: than in fact the only solution is to buy our product 

and you’ll never have the problem again 

 Striking parallel between learning and persuasion: a lot of persuasion is trying to learn people 
certain things 

Experimental research 
Experimental method 

• Manipulation 

• Control group & randomization 

• Measurement: quantify what you’re doing 
Terms 

• Independent variable(s)= IV 

o Have an effect on your outcome (a behaviour, attitude,..) 

▪ The thing that you’ll manipulate because you think it will have an effect on the outcome 

o To investigate its causal effect 

▪ Only possibility to ensure most causal relations 

o At least 2 treatments: 1 control + 1 experimental (or 2 experimental) 

▪ What is the control condition? 

➢ Medicine: placebo 

➢ Communication: the difference between 2 persuasive messages 

• Dependent variable(s)= DV 

o The behaviour, attitude,… you’ll measure 

• Participants 

o Replicate your treatment for a series of participants 

▪ Enough that the effects can reach statistical significance 

➢ A lot of significant effects can be due to luck 

➢ To make sure it is a real effect, you need more participants and replications 

▪ Know how big the effect is –> more participants needed 

o Distribute randomly across conditions 

▪ Condition blind research 
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• Methods for manipulation 

o Between subjects 

▪ One group vs. the other group 

▪ Advantage: participants do not know what you manipulate 

▪ Disadvantage: need more participants 

o Within subjects 

▪ Participants will be exposed to all the different treatments 

▪ Advantage: stronger effects –> less participants needed 

▪ Disadvantage: easier for participants to understand the hypothesis & analysis are a 

bit more difficult 

 When combining independent variables, we look for interactions 

• Double-blind research 
o Both participant and researcher are blind to the hypothesis 

▪ Participants cannot deliberately follow (or oppose) the expectations 
▪ Researchers cannot subtly influence participants 

• Goal of participant sampling is causality 
o NOT REPRESENTATIVITY 
o You’re concerned with the difference between the control and experimental group and it is 

that difference that you’re looking at 
▪ We then need to test if the technique also works in other subgroups 
▪ Example: average height of a Belgian citizen measure with communication students 

(survey) 
➢ Not representative: mostly female and same age 
➢ How tall are you & which gender to you belong to 

❖ Probably better guess about average height 

• Experiment in the realm of persuasion are often disguised as a questionnaire 
 

Chapter 2: Attitudes 

Introduction 
Definition 

• Attitude= a general evolution of an attitude object 

o Immediate reaction of human mankind is to evaluate everything you come across 

o Evaluation= value on a negative to positive continuum 
 

▪ Or a double continuum: negative – neutral & neutral - positive 

o Attitude object= every social stimulus to which you can ascribe such an evaluation 

▪ Ex. Yourself, somebody else, a group, a thing, a political viewpoint, a behavior,…. 

▪ Type of thought:  

➢ There is nothing that you can only have conscious thoughts about 

❖ The unconscious thoughts will always exist 

➢ Very hard to find an object where there is no conscious thought possible 

 Conscious version and unconscious version of attitude don’t need to be the same 

• Attitude measurement 

o Persuasion deals with the effect of messages 

▪ To systematically study such effects: measure the dependent variables. 

➢ Dependent variable will most times be the attitude 

▪ Change in behavior is difficult to observe systematically 

- + 0 

➢ Assumption that we often change behavior via an attitudinal change, so we 

first need to know whether the attitude change is real 

❖ This type of studies: attitudes will be the independent variable 

 



10 
 

 
o Quantification necessary for persuasion research –> need numbers 

▪ Sources for attitude measures 

➢ What people tell about their attitudes 

➢ Observation of one’s reaction towards the attitude object 

➢ Observation of one’s interaction with the attitude object 

➢ Information through others (friends, relatives,…) 

➢ Judgments about the attitude object 

➢ Psychological reactions towards the attitude object 

• Attitude properties 

o Evaluative tendency: how extreme is the attitude (positive/negative) 

▪ How positively or negatively the person feels toward the object 

o Attitude strength: how stable is an attitude 

▪ Strong attitudes are essentially those that are most likely to last over time, resist 

persuasion, guide behavior and influence the way in which we interpret new 

information. 

▪ Ex. how much did you already interacted with the attitude object 

➢ Favorite brand of shoes, might be a +2 but will stay +2 for a long time. It is 

not going to change because you’ve known it for a long time 

➢ Parents: love with tiny hate relationship 

 The more extreme your attitude is, also the more stable it will be 

o Attitude ambivalence: separate positive and negative dimension 

▪ You have both positive and negative feelings about it 

▪ Ex. Job: positive and negative effects 

➢ +1: +2 and -1: really love what you do, but hate the deadlines 

➢ Travelling: love travelling, but quite expansive 

o Basis they are formed on 

▪ Cognitive: rational, you have reasons 

➢ Attitudes that are concerned with beliefs about the positive/negative 

attributes of an object or issue 

➢ Often tend to be based primarily on more objective information 

▪ Affective: specific emotions or feelings (gut feeling) 

➢ Attitudes that are concerned with the positive/negative feelings that are 

associated with an object or issue 

o Function 

▪ Utilitarian function: primarily concerned with maximizing rewards and minimizing 

costs associated with an attitude object 

➢ Emphasize the possibility of positive/negative outcomes 

➢ You just need to have them 

❖ Ex. sneakers are comfortable so you like them 

▪ Value-expressive function: concerned with a person’s expression of important 

values and other central aspects of the self 

➢ you have certain values and your attitudes are in line with those values 

❖ Ex. show off with the sneakers 

❖ Political parties 

Chapter 2 Chapter 3 
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▪ Social-adjustive function: attitudes/arguments pertaining to the facilitation of 

social relationships and relating to things such as group norms and the desire to be 

accepted by significant others 

➢ Ex. be part of an in-group that wears a certain type of sneakers so you’ll 

wear those sneakers 

 Attitudes are complex and multi-faceted 

• Implicit vs. explicit attitudes 

o Implicit attitudes relate to the action tendencies and should be derived from other measures 

▪ System 1= Unconscious 

➢ Automatic thinking; Peripheral thinking 

▪ Can’t control them 

o Explicit attitudes are those attitudes you can consciously report or construct 

▪ System 2= Conscious 

➢ Deliberative thinking; Central thinking 

▪ Constructing attitudes on the spot 

➢ Ex. What do you think about king Fillip 

Type of measurement 

 
1. Deliberate Direct measurement 

Mostly explicit 

Unstructured: open-ended 

• Giving respondents the chance to describe their attitudes in their own words and to elaborate on 
their thoughts as fully as they wish 

o Do not constrain answers –> provided rich data 
o Useful during early stages of investigating a particular issue 

• Interview  

Structured: close-ended 

• Giving the respondent a limited number of answers from which to select 
o Easy to answer & to score 
o Focus more precisely on specific properties 

• One-item measure 
o Easiest to construct & to use 
o 2 basic options 

▪ Extreme evaluative statement & question of level agreement  Likert scale 
▪ Direct question: how much do you like a certain object   response scale 

o Perfect for certain situations: long questionnaires, target groups (young children) 
▪ Best solution if you concept can be measured is a straightforward way 

= Double concrete measures 
➢ What you measure: people really understand what you want to measure 
➢ How you measure: measure itself is also quite clear 
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o Singe item biases 
▪ Acquiescence: people will report agreeing with a statement regardless of what it says 

➢ On average people kind of say yes to a question 
❖ Respondents think that the interviewer believes the statement and 

they agree so as to seem helpful or cooperative 
❖ Your neutral midpoint will never be exact 0 

 0 is negative, 1 is positive –> your midpoint will be biased a 
little bit to the positive side 

➢ Solution: rephrase the question 
▪ Persuasive question wording: your question might suggest a certain answer 

➢ Wording of researchers can be persuasive to confirm their hypothesis 
▪ Order in which questions are asked: when questions can be interpreted as being 

related to one another 
➢ Might assume that because you have already reported something, you do 

not have to include it in your subsequent report 
➢ Question order effects: perception of fairness or consistency 
➢ Information that is made accessible in earlier questions may have a larger 

impact on later questions that it would otherwise 
➢ Solutions: 

❖ Counterbalance questions: have 2 or more different orders 
❖ Filler items: questions that are unrelated to the attitudes assessed 

by the target question and, thus, are usually of little importance 

 Help make less obvious the intended goal of the survey 
▪ Double-barreled questions: asking 2 different questions that could have different answers 

➢ confusing type of questions 
▪ Missing scale points: people might think you scale is not entirely right 

➢ Best scale is usually one of moderate length: 5 – 7-scale points 
➢ Omitted important response options: preferred answer is not listed 

▪ Missing information: people might think they miss information –> just answer something 
▪ Response order effect: different orders of response choices can lead to different answers 

➢ Primacy effects: biased toward choosing one of the first options they hear 
❖ Laziness: the first answer that seems acceptable is chosen 

➢ Recency effects: biased toward choosing one of the last options given 
❖ Memory: after hearing a long list of response choices, it is 

sometimes easier to remember the last ones heard 
▪ Nonattitudes: responses that people express that really do not reflect any 

preexisting attitude toward the issue 
➢ Responses concocted on the spot, based on little or no information 
➢ Solutions: 

❖ Include an option for “no option” or “don’t know” 

 Problem of socially desirable responses 
❖ Measure attitude strength 

• Multi-item measure 
o More difficult to construct & collect data 
o Noise from individual items are averaged out 

▪ Look at the total joint of information of all items 
o Broad and diverse set of questions –> broad and diverse picture of attitudes 

▪ You can assess each feature of an attitude 
o 3 prototypical sets 

 
 



13 
 

Equal Appearing Intervals – Thurstone & Chave (1929) 
▪ First multiple-item attitude scaling procedure & still regarded as one of the best 
▪ Researcher will know the values of every item because raters judged the items 

 

 

 

 

 

 

 

1) Initial item generation stage: specify the object to be evaluated & then to generate 
a large pool of verbal statements reflecting varying levels of positivity/negativity 
toward the object 

➢ Write down 100 items about your attitude-object 
❖ Statements ranging from very positive to very negative and 

everything in between 
2) Judges rate each statement on an 11-point scale, indicating the extent to which 

each statement reflects a positive/negative reaction to the attitude object 
➢ Let judges rate your attitude statements on a -5 to +5 scale to signify how 

positive/negative the items are 
3) Calculate the average ration across the judges for each statement and select the 2 

best items representing each point on the evaluative rating scale 
➢ Good items: mean rating very close to one of the 11-points scale (3.1 is 

better than 3.4) & low variance in ratings 
❖ Low variance: judges ratings were very similar 
❖ High variance: judges ratings were quite differently 

4) Your attitude measure has now 22 items 
5) Let your actual respondents answer for each item whether they agree with it or not 

➢ When respondents agree with a statement, they put a “√” next to it, when 
they disagree, they put an “X” next to it 

6) Final score for each person is computed by finding the average of the scale values 
of the statements endorsed 

➢ Agreed-upon items’ corresponding scale values are summed and averaged 
to compute the attitude score 
❖ Add up all the agree-scores, average that and then you’ll have the 

attitude score 

 Ex. 2 + 3 + 1 = 6 => 
6

3
= 2 

 Positive attitude on 3 items, so /3 
➢ Ex. If a respondent checked a statement with a scale value of 6.1 and a 

statement with a scale value of 7.9, that person’s final attitude score would 

be 7.0 ( 
6.1+7.9

2
=

6+ 8

2
= 7 ) 

Likert sum scales (1932) 
▪ Smaller sample of statements (e.g. 30) that are all very extreme in their evaluation 

of the attitude object: positive or negative 
➢ ½  strongly positive and ½ strongly negative  
➢ No pre-test, just 30 extreme cases 
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▪ Respondents rate each item on a 7-point scale from “totally disagree” to “totally agree” 
▪ Each item’s answer gets the corresponding score 

➢ The score is reversed for the negative (reversed) items 
▪ All scores per respondent are then averaged 
▪ Statistical control to test whether all items were in fact contributing. 

➢ Some items can be deleted –> the composite score is recalculated 
Semantic differentials 
▪ In-between solution 

➢ Easier than Equal Appearing Intervals (EAI) or Likert scale 
➢ Not object-specific: can easily be re-used for different objects 
➢ Less reliable than good or validated EAI or Likert scales 
➢ Limited to basic information on attitudes: no info on attitude function or basis 

▪ Set up 
➢ Set of bipolar adjectives (e.g. 4 to 10) that describe some fundamental 

property of your attitude-object (ex. Safe or unsafe for car brands) 
➢ Present them to participants and they should assess for each pair of 

adjectives where on that continuum they evaluate the object 
❖ Typically a 7-point scale between the differentials 

➢ Attitude= sum of all marked scale points 
❖ Where scores of reversed items should first be corrected 

o Examples 

 
 

 
 

 
 

2. Semi-direct measurement 

• A less direct evaluative response on the attitude object but still with explicit thinking involved 

• Different options 

o Comparative rating or choice between different attitude objects 

o Ranking of attitude objects 

o Multiple item questionnaires (large sets of items) 

▪ Likert scale 

▪ Equal appearing intervals 

▪ Semantic differentials 

o Advantages: 

▪ More information on one topic: specifics 

▪ More attitude objects assessed (ranking of attitude objects) 

➢ Rather than asking directly what you think, they ask you to rank it 

OR 

Equal Appearing Intervals 
▪ Varying statements from very positive 

to very negative 
▪ Participants agree or don’t agree: no 

in between options 
 
Likert scale 
▪ Response options: to what extend do 

you agree? 

Semantic differentials 
▪ Bipolar opposite adjectives that need to 

be ranked 
▪ You answer something in between the 

fashionable and unfashionable 
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o Disadvantages: more difficult scales to construct or to fill in 

▪ Ex. Multiple item Likert scales are difficult to construct 

▪ Ex. Rank 10 university’s is quite hard (5 is okay) 

• Examples 

 
 

 

 

3. Automatic indirect measurement 
Try to measure implicit attitudes 
Follow an indirect path to try and find something out 

• (semi-) direct measures can be problematic: people can be dishonest and have deliberate biases 
o To prevent such biases, we will need measurements that will trigger less deliberate control 

OR where such control is not possible 
▪ Measures will then be based on our behavior, (implicit) judgements or 

physiological reactions 
o People are not aware of a substantial part of their attitudes: implicit attitudes  

• Indirect measures based on 
Behavior 

o Behavior that is attitude-relevant in a straightforward way 
▪ If you behave a certain way, then there must be something true about the 

underlying attitude 
o Situation that elicits this attitude-relevant behavior without the respondent being too 

aware of the fact that it is measured as an attitude-related behavior 
o Lost letter technique 

▪ Mail letters to ex. Donations for KULeuven (positive) 
▪ Distribute them, people will find them 

➢ If they put them in a mailbox, they have a positive attitude 
➢ How much on average a certain neighborhood has a positive attitude of a 

certain object 
▪ Disadvantages 

➢ Not quantified 
➢ Measured on population level 

o Sentiment-analysis for e-Word of Mouth, content of consumer reviews 
▪ Group level, daily basis 
▪ All levels that people have on open social media  

➢ Attitude measure, nothing specific 
Judgements 

o Judgement that reflects your attitude without being fully in control of your underlying attitude 
▪ Attempt to measure some bias in the manner in which people make judgments 

that is likely to reflect their attitudes 
o Error Choice Technique (Hammond, 1948) 

▪ Respondents try to answer factual questions, to which a true answer exist but they 
probably do not know the correct answer 

Ranking of attitude objects 
▪ Attitude for color pink and which colors 

the respondent like even more (or less) 

Comparative rating 
▪ Compare colors pair by pair 
▪ People can answer a comparative question 

more easily than state a value on a scale 
→ It is easier to say how much you like 

something over another thing 

➢ Their responses are in fact biased by their underlying attitudes towards the 
attitude object 
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▪ Originally both nominal questions and estimates 
➢ Nominal questions: Does Country X respect democratic principles? 
➢ Estimates: How many inhabitants supported the election of President X? 

❖ Estimates version is preferred: the bias can be quantified 

 An underestimation of the democratic support for a 
president = negative attitude against the president 

▪ Target items are usually mixed with filler items, which are selected to be 
knowledge questions about the topic 
➢ Measure attitudes under disguise of an objective knowledge test 

o Evaluative priming 
▪ Perception of an attitude-object activates a set of mental associations, among 

which its evaluative connotation 
➢ Ex. Picture of BMW-car or just the letters BMW activate a set of mental 

associations => system 1 thinking 
▪ Due to such activation, responses towards subsequent answers are affected 

➢ Faster responses to an object that shares the same evaluative response 
➢ Picture of BMW –> triggers certain attitudes, for instance positive 

❖ After shortly seeing that picture, there is a blank screen and then 
you see the word “friendship” 

❖ Task: answer as fast as you can if it is positive or not 

 You answer more quickly if your attitude for BMW is positive 

 BMW was priming positive feelings 
▪ Attitude measure= reaction time for the evaluation of that second concept 

➢ Reaction time lets the research know if you have a positive/negative attitude 
❖ Word A = positive 
❖ Word B 

 Positive => fast reaction time 

 Negative => slow reaction time 
➢ Basic procedure: Prime –> Target –> Reaction Time 

❖ Need a set of universal positive & negative concepts as the targets 
❖ Priming effect is automatic, implicit (system 1) 

o Implicit association test 
▪ Measures the relative attitudinal evaluation between 2 concepts 

➢ Pair of 2 attitude concepts & pair of 2 sets of evaluative opposites 
➢ Number of test trials to learn the procedure: fast categorizations in 1 of 2 

categories 
➢ Crucial are the blocks where “consistent” or “inconsistent” pairs of concepts 

share the same response category 
❖ Reaction time in these blocks: determinant for the implicit attitude 
❖ Positive attitude for object 1 if  

 reaction time (+, object 1) < (+, object 2) 

 reaction time (-, object 1) >  (-, object 2) 
▪ Set up 

➢ Task 1: Positive word= button A vs. negative word= button B 
➢ Task 2: African-American= button A vs. European-America= button B 
➢ Task 3: Positive & African-American= A vs. bad & European-American = B 
➢ Task 4: Positive & European-American= A vs. bad & African American= B 

o Affect Misattribution Paradigm (Payne, 2005) 
▪ Screen with a cross that makes you focus on the center of the screen 
▪ Evaluative prime (object: how do people feel about it) 

➢ See a flash: unconsciously we register it, consciously we might have a reflection 
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▪ Grey screen 
▪ See a target on which you normally have a neutral feeling about 

➢ How do you feel about this target? => ask directly for your attitude 
❖ Because a positive feeling was triggered because of the flash, you 

have a positive attitude about the target 
Physiological reaction 

o Facial electromyography (EMG) 
▪ Numerous facial muscles express the 6 basic emotions 

➢ Implicit attitudinal behavior 
▪ Based on basic emotion research 

➢ Intrusive measurement setting, but uncontrollable behavior 
❖ You know what the researchers are doing, you know what’s going 

on but you cannot block it 
▪ When people lie or don’t have an explicit attitude for a certain object 

➢ Your facial muscles will immediately express a positive or negative feeling, 
even if you don’t know it 

o Event-related brain potentials (ERPs) 
▪ Cortex activity in certain regions for inconsistent evaluations 
▪ Intrusive setting with uncontrollable behavior 
▪ Universal set of positive and negative concepts and targets 

➢ Also needed with evaluative priming 
➢ Target words (words you’re interested in) are in between 
➢ No reaction: same evaluative feeling 

❖ String with positive words: target word is positive 
❖ String with negative words: target word is negative 

➢ Spike: when there is an difference between concepts 
❖ String with positive words: target word is negative 
❖ String with negative words: target word is positive 

 A final attitude score can be obtained by computing a numerical index reflecting 
the size of the attitude-object ERP when the phrase was embedded in the 
negative sequence relative to the size of the attitude-object ERP when the 
phrase was embedded in the positive sequence 
➢ Such scores can capture not only the valence of a person’s attitude, but 

also the intensity of his/her attitude 

Additional 
Market research: want to know how people feel about brands 

• True hype for everything that can be sold as “neuro” research 
o Expensive apparatus & looks complicated enough to be scientific 

▪ If you do “neuro” market research there are more options (ex. More money) 
▪ Normal market research: direct type of attitude measure 

o The more complex a product is, the more (money) you can ask for it 
▪ “Neuro” research makes a product more complex 

➢ They’ve put in a lot of effort, so you pay more for it and therefore you think 
it is better 

• Real “neuro” measurement is fMRI: you’re put in a scanner and they look at your brain 
o Very expansive: put around 20 people in a scanner in Poland (cheaper) 

▪ Around the same price as 500 people in a survey 
o This is frequently used for wrong reasons and with erroneous analysis 
o In between option: 

▪ EMG and ERP: not as much expansive as the fMRI 
▪ Eye tracking: computers track where you’re looking at 
▪ Galvanic skin response (GSR): electrodes on your head measure if you get excited 

• What is actually missing are the much easier to use implicit measures that will tell a lot more 
about respondents’ attitudes 
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Chapter 3: Attitude-to-behavior link 
Food attitudes are quite strong attitudes 
Ex. Built negative attitudes to smoking and hope that people will then stop smoking 
Try to affect attitudes, and change behavior by doing so 
If you want to change behavior, you have 4 options: 

• Legal restrictions 

• Design 

• Soft persuasion 

• Hard persuasion 

 Communication tries to change behavior trough attitudes 

An attitude-to-behavior relation 
Old question in attitude research 

• Thurstone (1929) & Likert (1932) attitude measures  

• LaPierre (1934): First impactful study in the (non-)relation with behavior 
Anecdote as a basis 

Richard LaPiere wanted to find out about prejudice towards the ethnic Chinese community in America in 
the 1930s, at a time of strong prejudice following large-scale immigration. Previous to the research, he 
and a Chinese student had entered a hotel in a small Californian town with some concern about whether 
they would be accommodated, but obtained rooms with ease. Some months later he telephoned the hotel 
to ask if they would accommodate ‘an important Chinese gentleman’ and were told a definite ‘No’. This 
event stimulated the study. 

o There were anti-Asians feelings: LaPierre & Chinese student went to hotel 
▪ Behavior: no problem 
▪ Attitude: no we won’t 

Over the next two years LaPiere took several trips with the student and his wife, both of whom were 
‘charming and personable’ and were also of Chinese origin. Both spoke unaccented American English. 
On a 10,000 mile trip, they were received at 66 hotels and ‘tourist homes’ and rejected only once; they 
were served in 184 restaurants and cafes, receiving good service in 72 of them. 

o  “Field” study 
▪ They were received at 66 hotels and were rejected only once 
▪ Questionnaire 

➢ Send out a questionnaire to all these hotels and restaurants 
❖ 2 versions: a) only Chinese; b) also Germans, French, Japanese,… 

➢ Almost everyone said that they won’t accept Chinese members 
❖ But in reality, they did accept them 

 Travelling with an Asian couple in an Asian-racist era: measured attitudes, but this was not 
reflected in the behavior of the same respondents 

• Corey (1937) 
o Student’s attitudes towards deception 

▪ Can you be deceptive in daily life? 
▪ Measure of actual deception 

➢ Students did a test and needed to self-score their test afterwards 
❖ Students could cheat in their self-scoring 

➢ After that, judges rated the test 
➢ Dependent variable: actual score – self-score 

▪ Attitude was not predictive. The objective/absolute score was the best predictor 
➢ Low score increases the cheating behavior 

• Wicker (1969): attitudes do not relate to behavior: the average correlation does not exceed 
Cohen’s suggested effect size of .30 

o Attitudes range from -1 to +1, you might hope that attitudes have a much more stronger 
effect on behavior then .30 

Focus on behavior 

▪ .30 means that there are a lot of different things that affect the behavior 
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o Still, some do find a relation 
▪ Kelley & Miller (1974): attitude 85% predictive in political voting 
▪ Goodmonson & Glaudin (1971): attitude-behavior correlation of .65 for organ 

donation 

 Global conclusion: sometimes, there is an attitude-behavior relation 
• 2 explanations for “sometimes” 

o It’s a random process, so we can’t make predictions about it 
o If we can explain the variations, by referring to circumstances that predict whether the 

relation will be substantial or not 
▪ We can practice science on it & try to predict it 

When does a relation hold? 
Terms 

• Moderator variables (WHEN) 
o Qualitative of quantitative variable that affects the direction and/or strength of the relation 

between an independent or predictor variable and a dependent or criterion variable 
▪ Independent variable: the thing you manipulate in an experiment 

➢ Survey: predictor variable 
o It is a third variable that explains when the link between attitude and behavior will be there 

and when it won’t 
▪ It effects the strength of the relation between attitude and behavior 
▪ Moderators specify when certain effects will hold 

 
o Behavior= f(Att, Mod)= Att. X Mod. 

▪ Moderator: time constraint 
➢ The less time you have, the more your attitude will predict your behavior 

• Mediator variables (WHY) 
o It explains it, rather than say when it is going to happen 
o Mediators explain how external physical events take on internal psychological significance 

▪ Mediators will speak to how or why such effects occur 

 

When does the relation exist?  
Moderator effects in four types 

1. Characteristics of the behavior 
Behavior can vary from very general to very specific (like attitudes) 

• Mostly we measure specific behavior, while we have a tendency to measure general attitudes 
o Specific: ex. Making a specific appointment for a preventive/diagnostic check 
o General: ex. A general increase in visiting your general practitioner for preventive reasons 

▪ Real behavior measure that lines of the idea of a general campaign 

• Both relate to attitudes concerning prevention for health issues, but a specific attitude will better 
predict the specific behavior 

o Partly explains the differences between the early studies  

• The degree of match between the attitude and the behavior we wish to predict affects the strength 
of the attitude-behavior relation that will be observed 
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2. Characteristics of the person 
Some are more attitude-consistent in their behavior than others 

• Psychological traits: stable characteristics of inter-individual variability 
o Stable: (almost) no difference if you measure it today or tomorrow or next year 

▪ Ex. Self-monitoring, Need for cognition, Level for moral reasoning, Intelligence test,… 
▪ People differ & we assume that each individual kind of stays the same in the long term 

➢ Most people are around the middle 
o Level of moral reasoning 

▪ More attitude-consistent behavior for those having higher levels of moral reasoning 
▪ High level of moral reasoning: strong attitude-to-behavior relationship 

o Self-monitoring 
▪ As a person, you are monitoring yourself within the social situation 

➢ Requires cognitive resources and these are then applied to adapt you 
behavior to the situation 
❖ You’re constantly aware of what others expect from you and how to 

behave in certain situations if you have a high level of self-monitoring 
▪ Low self-monitors are more attitude-consistent in their behavior 

➢ Low self-monitoring are guided by dispositions (their inner feelings) 

• Psychological states: intra-individual variations around these traits 
o Often triggered by the situation 
o Not so interesting for persuasion: traits in your audience are given, you can’t change them 

3. Characteristics of the situation 

• Norms: how people think they should behave 
o If the norm is more present in a situation, you’re more likely to follow it 

▪ Following up on norms blocks attitude-consistent behavior 
➢ The more norms you feel present, the weaker the link between att. & beh. 

❖ Attitude is going to have less of an overall effect if norms are present 
▪ Thinking that a norm is present is much more important than to think what the norm is 

o Perceived norms also directly influence your behavior 
▪ Manipulating the perceived norm can result in persuasion 

o Manipulating norms 
▪ 2 types of social norms 

➢ Injunctive: what you should do 
❖ Ex. You should put your garbage in a garbage bin 

➢ Descriptive: what you believe most people do 
❖ Ex. Cross a street when the light is red because other people do it 

 Influence of both is approximately equally strong 
➢ Descriptive norm possibly easier to manipulate 

 Often the descriptive norm fights with the injunctive 
➢ Ex. Campaign against binge drinking on the oude markt in Leuven 

▪ Study Cialdini et al. (1991): littering 
➢ Field experiment on the parking lot, with an actor (“pseudo-participant”) 

❖ IV 1: behavior pseudo-participant 
→ Descriptive: throw something to the bin, misses, walks further 
→ Injunctive: throw something to the bin, misses, turns back, 

picks it up and throws it in the bin 
❖ IV 2: controlled environment 

→ Dirty parking lot –> descriptive norm: people litter here 
→ Clean parking lot –> injunctive norm: people don’t litter here 

❖ DV: what will people do when they find a flyer at their cars’ 
windscreen wiper? 
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❖ Results: 
→ Dirty or clean doesn’t matter to much 
→ Littering behavior almost 40% 
→ If there is a clean environment and a person does 

something we know shouldn’t happen, we react 
▪ Anti-cyberbullying campaign: show you that people bully, but you shouldn’t do it 

➢ Descriptive norms demonstrating what you shouldn’t do 
▪ Bridge of life 

➢ One of the bridges in the capital of South Korea is known for its many suicides 
➢ Campaign for not making it a suicide bridge anymore: quotes, helplines,… 

❖ Theoretical idea: they stressed once more that it was a suicide bridge 
❖ Didn’t work; first few weeks, it declined but after that it rose even 

higher than before 
→ It attracted even more suicides as before 

• Time pressure: time pressure blocks deliberate processes, so it facilitates the use of heuristics 
o Therefore, implicit attitudes could then predict behavior 

▪ Explicit attitudes have less predictive value 
o If you need to act fast, you can only follow your implicit attitudes 

▪ The more time pressure, the more your implicit attitudes are going to predict your 
behavior 

• Attitude consistency is not always a good thing 

4. Characteristics of the attitude 

• Differences in attitude strength (how strong or stable your attitude is) 
o Stronger attitudes better predict behavior than equally extreme but less strong attitudes 

▪ The less stable attitude is kind of fluctuating, so it’s not going to be as strong to 
predict your behavior 

▪ Extreme attitudes: how positive or negative you are about an attitude-object 
o For instance due to how you formed the attitude 

▪ Direct experience vs. Indirect experience 
▪ Reagan & Fazio (1977): housing problem on the university campus 

➢ Everybody knows about it, but some are directly affected (temporary 
housing) and others indirectly (permanent housing) 

➢ Questionnaire: both groups had an equally extreme attitude 
➢ Direct experience better predicted attitude-consistent behaviors 

▪ Potential reason 
➢ Attitude’s accessibility: how easy it is to access the attitudes from memory 

❖ Direct experience: the attitudes are more readily available 
❖ Attitudes can serve as useful heuristics for decision-making 

→ Accessible attitude come to mind readily –> make decision-
making process much easier 

➢ Measure: speed of attitude judgement 
❖ The quicker one is, the more accessible the attitude should be 
❖ Attitudes based on direct experience have shorter response times 

How does the attitude-to-behavior link occur? 
2 mechanisms 
 Major distinction between the 2 mechanisms: the extent to which the behavior is thoughtfully planned 

in advance of its actual performance  being a spontaneous reaction to a person’s perception of the 
immediate situation 

 Distinction between deliberate and automatic processes 
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1. Reasoned action 

• Conscious –> system 2 or deliberate behavior type of model 
Ajzen & Fishbein: Theory of reasoned action (TRA) 

• Focus on deliberate behavioral intention as a predictor of actual behavior 
o The theory then discusses how attitudes and norm beliefs predict this intention 
o Even though its reasoned action, there are two things involved: someone’s attitudes and 

norm beliefs 
▪ These two thing will predict the behavior 
▪ Ex. Gemeenteraadsverkiezingen 14/10 

➢ Voting: behavioral intention is a good predictor of actual behavior 

• Practical point of view: easier to do research on behavioral intentions than on actual behaviors 
o Part of the TRA research does look at actual behavior 
o Typical setup: 

▪ Measure attitudes 
➢ Social norm beliefs & behavioral intentions at T1  
➢ Measure reported behavior at T2 

 
o Attitude toward the behavior 

= The person’s beliefs that the behavior leads to certain outcomes and his evaluations of 
    those outcomes 
▪ For a certain attitude, we have a number of different behaviors we can show 

➢ Behaviorally specific: different behavioral outcomes 
▪ bi= belief that i will be a result of the behavior 
▪ ei = evaluation as negative-to-positive of each result i: whether it is a good or bad thing 

 You have a number of beliefs where you combine the strength with how positive or 
negative it is 

o Subjective norm 
= The person’s beliefs that specific individuals/groups think he should or shouldn’t perform 
    the behavior and his motivation to comply with the specific referents 
▪ Perceived normative pressure (different possible norms, motivations to succumb) 
▪ nj = strength of the normative belief j 
▪ mj = motivation succumb to j 

 You have beliefs where you combine the strength of your belief and your motivation to 
give in to it 

 Both are going to predict behavioral intention and that is going to predict behavior 
 

Ajzen: Theory of Planned Behavior (TPB) 

• Later, Azjen extended TRA to TPB 
o Added beliefs/perceptions about behavioral control from the behavior over outcomes 

• Not every behavior is something you can fully control 

∑ 𝑐𝑘𝑝𝑘  
o c = control belief 
o p= perceived level of control 

 
Both TRA and TPB are too rationalized conceptions of how people make decisions, and they fit with earlier 
psychological research or the economists’ approach (until a few years ago) to human behavior (the homo 
economicus). In general, though, the results of predictions based on such model tend to align with real 
deliberate decisions. This also has to do with the existence of explicit heuristics (e.g. Gerd Gigerenzer’s “fast 
and frugal heuristics”) 
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There are 3 things that could influence your behavior 
1) Your attitude towards the object 

o Behavioral beliefs: things you can do 
o Attitude towards that behavior and its effect: how valuable it is for you 

 The higher, the more likely 
2) Pressure you felt from others 

o Beliefs about what people around you are expecting from you 
o How important you think those expectations are 

3) Extent to which you believed you could engage in that behavior 
o Behavioral control ideas also directly affect you behavior 
o Actual behavior control is something we typically do 

2. Spontaneous (re)action 

• Unconscious –> system 1 or automatic 
Fazio: attitude-to-behavior process model 

• Assumption: attitudes also guide behavior in situations where people cannot think thoroughly 
about their actions (when there is no “reasoned action”) 

o Someone’s perception of the situation will then shape the (re)action 
▪ We rapidly define and categorize the situation in which the attitude-object 

presents itself 
▪ We will use heuristics to react to that 

o A situation will be processed based on pre-existing attitudes and norms  
▪ The more accessible attitudes are, the more easy it will be for the attitudes to have 

an effect on the situation 
o This will result in implicit heuristic evaluation of the attitudes and of appropriate norms 

▪ This will define the event and guide behavior 
 

 

 

 

 

 
• You find yourself in a situation with a certain attitude object that in some point will affect your 

behavior 
o You have to perceive the attitude object 

▪ Attitude accessibility is going to define this 
o You have to define the situational constrains 

▪ Your norms will define this 
 These are going to define the event for you and this will affect your behavior 

1 

2 

3 
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• Ex. next drink on a party 
o 5 friends: are you going to have a next drink? 

▪ Situation 1: a friend will ask you first 
➢ Vague idea of norms 

▪ Situation 2: you’re the last one that gets the question 
➢ All your friends already said yes, so you’ll probably say yes too 

o Do you want another beer? 
▪ Situation 1: if you know the product very well, you’ll probably say yes quite quick 

because you know the pleasure of that type of drink, you know you like it 
▪ Situation 2: friend asks if you want a weird type of drink 

➢ You don’t know it, so you won’t act quick on it 

• Fazio, Powell & Williams (1989): data that suggest that this model is true 
o Measures attitudes towards 100 objects implicitly 

▪ Quick “like” vs. “dislike” reactions to the object 
➢ Response time says how accessible your attitude is (short = accessible) 
➢ Positive vs. negative 

▪ Followed by explicit attitude measures 
➢ One item on a 1 to 7-point scale 

▪ After these measures they could pick 5 out of 10 items that were shown 
➢ Reward for study participation 

o Accessibility better predicted behavior than explicit attitude extremity did 
▪ Those objects were people had a positive and very quick response to, were the 

ones most likely to be chosen 
▪ Low accessibility also resulted in more influence by situational factor such as the 

order of presentation of the gifts 
In reality, there is no way in which you can shut down your system 1 
In most cases, there is a combination of system 1 and system 2 
 

3. MODE model: integrated theory 
MODE= Motivational, Opportunity, Determinants 

• Default mechanism in system 1 
o In some types of situations people switch from system 1 to system 2 

• Deliberate processes when 
o Motivation is high: ex. when the task is deemed important 
o Capacity is present: time & cognitive resources (“energy”) 

 If not fulfilled, then only the automatic process will be followed 

• Study by Sanbonmatsu & Fazio (1990) 
o People read vignettes about 2 shops, of which one is clearly superior in general and the 

other for a specific subsection 
o Task: express your preference for buying something with regard to that subsection 
o Manipulation: motivation (having to justify or not) & time pressure 
o Results: only reasoned action (system 2) when no time pressure AND high motivation 

• Attitude-as-information hypothesis: accessible attitudes can act as cues that something important 
is in the environment 

o Basic idea: the attitudinal reaction that people experience when an accessible attitude is 
activated signals that something of importance is happening 
▪ This cue will motivate people to more carefully deliberate on the available 

information in the environment 
o Accessibility of attitudes is mostly influential for non-deliberate behavioral choices 

▪ For deliberate (system 2) behavioral choices, the attitude extremity is more important 
 ▪ But attitude accessibility might increase the motivation to pay attention to something 

and therefore engage in reasoned action 
➢ Accessibility signals that an important attitude is at stake 

❖ If an attitude is highly accessible, it is an alarm bell to indicate 
that it is an important attitude 
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Chapter 4: Behavior-to-attitude relation 
Examples of behavior causing attitude changes 

• Health 
o Patient following a treatment: 1 deviation from the treatment will not be detrimental to 

the final goal 
▪ This lack of direct feedback might cause changing attitudes with respect to the 

attitudes towards the treatment 
o Many addicts struggle with total abstinence: “no harm in a single sin from time to time” 

• Politics 
o 2 individuals might have a similar political preference, but if one of them expresses this in 

public, it will increase the attitude strength and maybe attitude extremity 
▪ By expressing it, you change your attitude: you’ll be more convinced  

=> attitude will be stronger 

• Advertising 
o For some innovative products, consumers first have to experience that the product is useful 

or nice to have 
▪ Only later will they develop attitudes 

o Ex. smartphones or tablets 
▪ Tablet= handheld device that could do everything 

➢ Tablets were introduced after smartphones 
➢ Very first tablet (Newton) was introduced in 1993, but it was too early 

❖ Niche-market: it was for architects, for people on the road 

 You don’t see a lot of people use it 

 15 years later Apple introduced the iPad –> became a success 
▪ What’s the use of smartphones if you have a cell phone? 
▪ Why should we need a tablet if you have a laptop or even already a smartphone? 

 Social learning: you see other people that have it and they’re happy with it 
▪ Personal or perceived experience lead to attitudes 

Definition of cognitive dissonance 
Festinger (1957): cognitive dissonance 

• People have concurrent cognitions (at the same time you can have different thoughts) 

• If these cognitions contradict, you’ll have negative arousal (tension) 

• People are motivated to reduce arousal 
o Possible strategies in reducing such inconsistency in your mind 

▪ Change one of the cognitions 
▪ Add a cognition to restore the dominance of one view over the other 

➢ Add a few things to one of the cognitions so that it is less inconsistent  
❖ ex. 3 arguments against 1: find more reasons do to it then to not do it 

▪ Change the importance of one cognition 
➢ Reduce or increase the importance 

o Example: World cup soccer during the exam period 
▪ 2 opposing cognitions: want to see it vs. need to study and sleep 

➢ Only one time this match vs. 2 moments to do the exam (June and august) 
➢ Celebrate friends birthday while watching soccer vs. can’t go on holiday 
➢ Convince yourself that football or this course isn’t that important 

• One of the 2 cognitions is a behaviour, the other is an attitude that mismatches your behaviour 
o Strategies are quite impossible 

▪ Eat fast-food (in public) while healthy food attitude (personal) 
➢ Can only change your attitude because attitudes are private and you 

haven’t expressed it 



26 
 

• Methodological side-note 
o Examples or anecdotal evidence are not that difficult to imagine 

▪ Assignment for this course are anecdotes ≠ empirical results of study’s in book 
➢ They might match or align with a theory perfectly, but it’s no proof or 

evidence 
❖ Post hoc interpretation rather than a predictive setting 

 N=1: only one observation, we actually want to replicate 
such findings to be certain 

 If you find one counter-example of a theory, it doesn’t 
disprove the (probabilistic) theory 

 Crucial data are missing in anecdotes: data that 
demonstrates the underlying process 

• Behaviour-to-attitude relation 
o Behaviour is a cognition: you KNOW about your behaviour 

▪ Could be inconsistent with your previous attitude 
 Solution: change one of you cognitions 

▪ You can’t undo the behavioural cognition, so the attitude changes 
➢ Changes in the attitude itself or in the importance attached to it 

o Example Bonnie & Clyde: to impress Bonnie, Clyde harassed a local shop owner and stole 
money from him. From then on, a total derailment followed 

Basic phenomenon 
Dissonance between (any) 2 cognitions: most research is on the specific dissonance between a behavioural 
cognition and another one 

• Participant is “forced” to behave in a way that will probably contradict prior attitudes = INDUCED 
COMPLIANCE STUDIES 

o Results in feelings or dissonance where the easiest solution is to change the other cognition 
o Festinger & Carlsmith (1959) 

▪ Boring task for 20min 
▪ IV: inform a new participant about the ‘exciting’ task vs. inform nobody (control group) 
▪ DV: attitude measure about the task 
▪ Result: experimental group likes the task better than the control group participants  

➢ Changed the attitude because they told others it is exciting 
➢ If the people got $20 reward instead of $1, attitudes do not change 

following the counter-attitudinal lying behaviour.  
❖ The extra cognition reduces dissonance by adding that reward. 
❖ The $1 participants really changed their attitude, while the $20 

participants didn’t feel any dissonance because they got money 

 They kept their attitudes because there was an external 
reason 

Consequences 

1. Cognitive dissonance when making choices 

• Behavioural choices often are multi-faceted 
o Approach vs. avoidance for one behavioural option 

▪ You can imagine both pro and con reasons 
▪ Ex. expansive trip: good reasons to do and not to do it 

➢ Inconsistence is there, and whatever you decide is another cognition that 
you cannot change (your behaviour) 

➢ Afterwards you’ll have to explain yourself: you’ll believe more in the 
behaviour you did then before you did it, doesn’t matter if you went on the 
trip or didn’t 

❖ Because you chose, you’ll believe the reasons why you chose it more 
 



27 
 

• Multiple approach: avoidance conflict 
o Sometimes, you have to choose one option out of a set. Thinking too long about this will 

create a list of pros and cons or each option 
▪ After you chose, you’re going to convince yourself why you chose it: you’ll have 

better attitudes for what you chose than for what you didn’t chose 
▪ Cognitive dissonance after the choosing behaviour: you have opposite cognitions 

➢ Adaptive cognitive dissonance will result in rationalizing the chosen option 
➢ Maladaptive: you’ll regret your option 
➢ You try to rationalize post-hoc the chosen option 

• Brehm:  
o Participants rate a number of objects, as if it is a market research setting 

▪ After participation, they are rewarded with one of 2 objects they can freely choose. 
➢ The experimenter makes sure to present two objects they previously rated 

as equally likeable 
 Choosing one of the two changes the attitudes about both objects 

o Implication: it might be an interesting marketing technique to not make the selling 
proposition of your product too strong. 
▪ If people then prefer your brand over the other, they tend to internalize that 

choice rather than attributing it to the external superiority of the product itself 
▪ Example Apple: people who have bought Apple, are afterwards really fans of Apple  

2. Rationalizing past investment 

• The more effort invested, the more difficult it is to neglect that 
o The invested effort is much stronger than other cognitions, implying that it is difficult to 

give up on it 
▪ Ex. Workaholic: while doing it, it isn’t problematic, but when you get a burn-out it is 

o If the situation is still a dead-end street, dissonance could result in maladaptive reaction: 
forcing oneself to find reasons to like the task, imaging reasons to even feel more positive 
about potential alternative behaviours 
▪ Ex. sports: top class in your sport, you’ll easily convince yourself that you like is, 

because you’re the best in the world 
▪ Ex. mid-life crisis: escapes from a certain reality, and they become obsessed with 

something that is even worse, ex. buying a motorcycle 

• How to capitalize on the invested-effort-dissonance as a persuasive communicator? 
o Decide to willingly have a number of problems with your product 

▪ Increasing the effort to change from one product to another will then result in 
more post hoc rationalization and thus loyalty 

▪ Ex. Apple, niche-product: can’t share documents with other pc’s, because they 
have Pages and not Word, like windows-pc => problematic! 
➢ Problem built into the system 
➢ Put in a lot of effort to like Apple more 

o A diet or therapy that is to easy, often has more issues with patient compliance because 
you don’t put a lot of effort into it 
▪ People think that hard physiotherapy will work better and it does because you put 

a lot of effort into it 
▪ Perceived effort translates into real effort 

Causes of cognitive dissonance 
Dissonance= state of non-pleasant arousal  

• The unpleasantness activates a motivation to resolve the arousal. Reducing dissonance does so 

• Pleasant state of arousal: after one beer, romantic night with partner 

• Unpleasant state of arousal: being hungry 

This description matches the result of the induced compliance studies and our anecdotal examples, but does 
the proposed process exist? 
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1. Does dissonance cause arousal? 

• Pallak & Pitman (1972): dissonance causes learning issues much like emotional arousal 

• Cooper, Zanna & Taves (1978): sedation that blocks arousal will also block dissonance-reducing 
behaviour 

o If you give people sedation before the experiment, their attitude won’t change because 
dissonance reducing was blocked 

o Amphetamines augments arousal –> more attitude change 

• Zanna & Cooper (1972): external attribution of the arousal will reduce attitude change 
o Mistakenly attributing their arousal to another source makes attitude change unnecessary  

• Croyle & Cooper (1983): dissonance triggers arousal as measured with GSR 
o Dissonance is indeed a state of arousal 

2. Is arousal unpleasant? 

• Elliot & Devine (1994): participants rated their feelings regularly during the experiment 
o Strong change in feelings of unpleasantness right after giving in to the counter-attitudinal 

request 

3.  Does that unpleasant feeling result in a motivation for attitude change? 

• Elliot & Devine (1994): after the attitude change, the arousal should be over 
o Corresponds with reduction in reported unpleasantness feelings 

 
When people act in inconsistent ways that activate cognitive dissonance, they feel physiologically aroused 
and experience the emotion of discomfort.  
 Reducing dissonance through attitude change successfully reduces this uncomfortable feeling 

Characteristics of dissonance 

1. Inconsistency or aversion 

• Cognitive dissonance theory proposes that inconsistency is the driver in this process. However, all 
examples deal with aversive inconsistency 

o Cooper & Worchel (1970): replicate Festinger & Carlsmith (1959) 
▪ Participants have to convince a confederate about the “exciting task” while that 

confederate gives feedback on the supposed success of that behaviour 
➢ Believe participant –> there is attitude change 
➢ Doubted participant –> no attitude change 

❖ There was inconsistency without aversion 
o Aversion seems to be crucial, while inconsistency is not sufficient for cognition dissonance 

to occur 
▪ Aversion is necessary, Inconsistency is in itself not sufficient 

➢ Necessary (crucial): you need it because otherwise the effect won’t happen 
➢ Efficiency: If this is true, the effect will always happen 

o However, even inconsistency is not always necessary 
▪ Sher & Cooper (1989): write essay about policy (consistent vs. inconsistent with 

attitudes) 
➢ Unwanted effect: essay leaded to the adoption of the policy 

❖ Dissonance was aroused regardless of the positions that they took 
in their essays 

➢ Unwanted outcome was more important than the inconsistency of the 
essay-writing behavior in producing cognitive dissonance and changing 
attitude to justify that outcome 

 The production of aversive consequences plays an important role in most, if not all, instances 
of cognitive dissonance arousal 
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• Crucial role for the self 
o The counter-attitudinal behavior conflicts one’s self-perception 

▪ Self-consistency model: people believe they are competent and moral 
➢ Is also a personality trait –> individual difference factor 
➢ People with lower feelings of self-esteem are less conflicted by cognitive 

dissonance –> show less attitude change in induced compliance tasks 
❖ They think that the situation makes them behave a certain way 

▪ Self-confirmation theory: people have a central motivation to see themselves as 
positive, competent and moral 
➢ You SHOULD be like a certain thing 
➢ Cognitive dissonance triggers that motivation –> people will also reflect on 

other self-relevant behaviors if they are in an induced compliance situation 
❖ If you allow them to “self-present” positively about other 

behaviors, they will feel less dissonance 
➢ People with low sense of self will be most motivated to change their 

attitudes following inconsistent behavior 
 Both theories focus on people’s need to see themselves as moral and competent 

▪ Self-consistency theory: attitude-inconsistent statements will create the highest 
magnitude of dissonance in people whose self-esteem is highest 

▪ Self-affirmation theory: people are constantly worried about resurrecting their self-
images after threat 
➢ People with high self-esteem can use their positive self-images as a buffer 

against threat 
o Integration by Stone & Cooper (2001) 

▪ Self-standards model: human motivation to self-evaluate, but we need some 
baseline to do such evaluation 
➢ Two types of comparison standard: 

❖ Personal standard of measurement: what you think about yourself 
▪ Those with high self-esteem will feel more dissonance due to 

the experienced conflict with how one feels about oneself 
❖ Normative standard of judgment: what you believe others think 

you should do 
▪ The counter-attitudinal behavior always induces 

dissonance, irrespective of self-esteem 
➢ Hypothesis: normative standard is the default, but situational circumstances 

can increase the accessibility of the personal standard 

2. Inter-individual differences 

• The more people feel personally responsible for their counter-attitudinal behavior, the more they 
feel dissonance 

o Compare a product choice you made vs. your employer made it for you 
o People differ in the extent to which they feel that behaviors have internal vs. external 

“locus of control” 
▪ Sociological trait: Rotter (1966) 
▪ Internal Locus of control: believe that they are responsible for their own outcomes 

➢ More susceptible to feelings of cognitive dissonance 
o Differences in the extent to which people prefer consistency 

▪ The more you feel the need to be consistent in your behavior, the more you reflect 
on your attitudes because you want to be consistent 

▪ Cialidini et al. (1995): Preference for Consistency scale (PFC) 
➢ Measure people’s desire for consistency in 3 broad domains 

❖ Desire for internal consistency 

❖ Desire to appear consistent to others 
❖ Desire that other people are consistent 
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➢ High scores on the PFC do indeed relate to the magnitude of cognitive 
dissonance 

➢ Low scores on PDC did not show the typical attitude change effect 
❖ The propensity to experience dissonance is a phenomenon that is 

distributed across people such that some people are more keenly 
affected by it than others 

3. Cultural differences 

• 2 types of cultures 
o Independent cultures: focus on the self 

▪ Sensitive to the correspondence between their attitudes and behaviors  
▪ Highly motivated to reduce perceived discrepancies 

o Interdependent cultures: focus on the others/context 
▪ Behavior is not seen as necessarily corresponding to a person’s true feelings 
▪ Related discrepancies might not generate the amount of cognitive dissonance or 

the motivation to reduce it 
o Heine & Lehman (1997): Canada vs. Japan 

▪ Rating of 10 CDs with at the end of the experiment a choice offered between 2 
equally rated CDs 

▪ Larger post-choice discrepancies between the attitudes for the 2 CDs in the 
Canadian sample compared to the Japanese sample 

• Dissonance at group level 
o Norton et al. (2003): you see someone who acts against your attitude 

▪ Inconsistent behavior of a group member induces dissonance among the other 
group members 
➢ Seeing someone comply to a counter-attitudinal request 
➢ IV: membership of the same group 
➢ Result: strong identification with that group results in third person dissonance 

❖ Vicarious dissonance= dissonance experience on behalf of others 
▪ Stronger in interdependent cultures 

❖ The more you feel a member of that same group, the more 
dissonance there will be 
▪ Strong membership –> rethink your own attitudes 

Other effects of behavior on attitudes 
Examples 

• Operant conditioning: the reward or punishment following your behavior will be transferred as an 
evaluation/attitude towards that behavior 

• A bodily “attitude” (posture) can be more of an approach or avoidance type 
o Enacting such a posture can already change your predisposition towards an attitude object 

▪ Ex. Briñol, Petty & Wagner (2009) (see next chapter) 
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Chapter 5: Two routes to persuasion. The elaboration likelihood model 
Mediating explanation: explanation of how something happens 
2 basic theories of persuasion 

• The elaboration likelihood model: central (conscious) vs. peripheral route (unconscious) 

• Narrative persuasion 
 Explanation to predict almost all communication you’ll encounter in your life 
Chapter on attitude and these two theories are most of the exam 
The better your rhetoric’s, the better your persuasion will be 

• Persuasion: people aren’t always attentive 

Introduction and theoretical model 
Elaboration Likelihood Model (ELM) states the amount and nature of the thinking that a person does about 
a persuasive message is a very important determinant of the kind of persuasion that occurs 

1. Basic idea 

• People can be persuaded due to different reasons and in different ways 
o The same overt sign of someone being persuaded thus can be traced back to different 

potential covert reasons 
▪ Being persuaded doesn’t say anything on why that person was persuaded 

❖ Attentive: strong arguments           –> central route 
❖ Not attentive: great packaging of message    –> peripheral route 

o Understanding these covert reasons: 2 consequences 
▪ Gives strategic insight to use and understand persuasion 
▪ Will lead to insight into the exact status and characteristics of such persuasion 

❖ Ex. unhealthy eating campaign 
➢ Quite easy to persuade them on the spot 

 Peripheral route campaign: needs to be repeated every 
single time 

➢ Makes a whole lot of difference to persuade them in a long-lasting way 

 Need only 1 good campaign to change their behavior a few weeks 

 Central route campaign 
o Differences in extent and mode of processing; metacognitive self-persuasion 

▪ Background concepts  
▪ The extent of processing depends on central vs. peripheral route (conscious vs. 

unconscious) 

• Basic assumption: people lack the capacity and motivation to always process information attentively 
o Due to the lack of processing capacity and motivation 

▪ Variation exists in how deliberate one will process a message 
▪ A continuum of thought processes 

❖ From automatic to (largely) deliberate cf. Dual process idea 
❖ One’s place on this continuum relates to 

➢ Source characteristics: expert or not 
➢ Message characteristics: motivation cues or not 

 Ex. free beer on campus vs. in Brussel 
➢ Receiver characteristics: trait differences in cognitive motivation 
➢ Situational characteristics: being distracted or not 

 Ex. beginning vs. end of class 
 Persuasion is not only a message effect! Same message can result in different processes with 

same or different persuasion results. 



32 
 

2. Elaboration-Likelihood model 

 
Someone is encountered with an persuasive message 

• Does that person has processing motivation? 
o Depends on personal and situational characteristics 

▪ Are you motivated to let go of your default non-motivated state and process the 
message? 

• Do you have the capacity to process the message? 
o Depends on personal and situational characteristics 

▪ Personal: some have a more units of processing available 
▪ Situational: ex. traffic jam: file vs. Lots of moving 

 If you have enough motivation and capacity to process, ONLY THEN you’ll move to the central route of 
persuasion 

• Central cognitions 
o Deliberate, conscious thinking: think about what’s in the message 

▪ Those thoughts can be positive, neutral or negative 

• Attitude change 
o The more you have positive thoughts, the more your attitude is going to change central 

positively 
o The more you have negative thoughts, the more your attitude is going to change central 

negatively 
o Metacognition: thinking about your own thinking 

▪ Self-persuasion: your own thoughts of the message is persuading you 
❖ Be sure vs. unsure of your own thoughts 

 Central route: Arguments trigger your own cognitions and you persuade yourself 
 If you lack capacity AND/OR motivation, you’ll move to the peripheral route of persuasion 

• Peripheral cues 
o Work semi-deliberative: if you see/hear such a cue, you have automatic heuristics that link 

it with your attitude towards it 

• Peripheral attitude change 
o Change attitude without really listening to the arguments 

 Peripheral route: cues that trigger your heuristics and persuade you 
o You always have peripheral cues and you supplement it with some degree of central thinking 

 
Elaboration: relating the information in the ad to knowledge and information you already possess to arrive 
at new ideas that were present neither in the ad nor in your previous knowledge 
 Hallmark of the central route to persuasion 

• Cognitive responses= thoughts that a person has in response to an argument 

o Favourable or unfavourable 
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The central route to persuasion 

• If people are attentive to the message and process it centrally, they will relate the information to 
prior knowledge and thus come to new attitudes => self-persuasion 

o Central thinking does not imply acceptance of the message. It could also result in a negative 
attitude change 

• Direction / degree of attitude change will depend on 
o The valence of one’s thoughts 

▪ Ratio between positive and negative thoughts 
o The number of thoughts (cognitions) 

▪ How many of each type 
o The degree of trust in one’s own thoughts (metacognition) 

▪ Extent to which the thoughts are seen as valid and informative 

• Likelihood of central route processing depends on motivation and capacity 
o Both are influenced by situational and personal factors 

▪ “elaboration likelihood” 

• Central route means you think about it 
o Central attitude change tends to be  

▪ Accessible: relatively easy to be called to mind 
▪ Relatively persistent & stable over time 
▪ Relatively resistant to challenge from competing messages 
▪ Relatively predictive of the person’s attitude-relevant judgments and behavior 

❖ Predictive of behavior that is also quite deliberate 

The peripheral route to persuasion 

• Merely superficial or design aspects of the message could also persuade –> the ‘packaging’ of the 
message 

o How you’re saying it is important instead of what you’re saying 
▪ Relying on the simple cues of source attractiveness and message length 

• Heuristic processing 
o When you retrieve from memory a particular decision rule that can be used to evaluate the 

message, ex. An expert says it, they are usually correct so I’ll go along 
o We apply explicit and implicit heuristics to process information 

▪ People must at times have some relatively simple means for deciding what is good 
and what is bad 
❖ To function in contemporary society, people most often act as “lazy 

organisms” (McGuire, 1969) or as “cognitive misers” (Taylor, 1981) 
o Persuasion variable can have effects both in/on the peripheral and the central processing 

▪ Ex. An expert communicator can  
❖ be a peripheral cue (credibility) 
❖ influence the likelihood of our central processing 
❖ result in metacognitive trust in our central thoughts 

• Peripheral attitude change tends to be  
o Less accessible (more gut-feeling attitudes) 
o Less resistant 
o Less predictive (certainly not for the deliberate behaviors) 

 
Examples from the assignment 

• Promising stuff makes things much more attentive, personally relevant 

• Brand name suggests something –> you’ll have a lot of associations with the brand name 

• Axe: originally for teen men 
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Empirical evidence 

1. Persuasion via arguments 

• Variables in central route persuasion: 
o Situational: related to the message itself or to its circumstances 
o Dispositional: personality traits 

 Together they influence the extent (unbiased variables) and/or the direction (biased variables) 
of central processing 
o They do so through their influence on motivation or capacity 

• Typically, experiments will manipulate/assess at least one of these variables and then measure the 
dependent variable (attitudes), and maybe one or more intermediate variables (e.g. extent, direction) 

 
 

 
Situational impact on motivation 

• Personal relevance 

o Situational variable: one’s interest in a topic might differ from situation to situation 

▪ Ex. a message about course requirements is much more relevant before the exam 

vs. after a successful exam 

o Petty & Cacioppo (1979): university-wide exams 

▪ IV1: strong vs. weak arguments for university-wide exams 

❖ Weak arguments result into negative cognitions if participants think about it 

▪ IV2: high vs. low relevance 

❖ Own vs. other university 

▪ Bogus task: rating of the quality of an audio tape, so participants are not by default 

instructed to listen to the content of the message 

▪ Hypothesis: when there is no relevance, there will be less attention which will limit 

attitude differences due to argument strength 

❖ When there is high relevance, argument strength affects attitudes. 

❖ Whether you have good/bad arguments doesn’t matter if people don’t listen 

➢ Argument strength only matters when there is central processing 

▪ Results: 

❖ High relevance increases difference between strong and weak arguments 

❖ Relevance also results in more cognitions 

➢ More positive cognitions for high relevance with strong arguments 

➢ Negative cognitions for weak arguments 

❖ Self-persuasion 

 

Relatively objective processing => unbiased 

• Personally relevant: more interested –> 
more attentive 

 

Relatively biased processing 

• Ex. political party: you don’t even like 
them before they try to persuade you 

• Forewarning of intent: say beforehand 
that someone will try to persuade you 

o people don’t like to be persuaded 
–> try to resist persuasion => will 
have negative thoughts 

 

❖ Other relevance effects: ex. directly addressing the receiver using the 

second form “you”, or one’s name –> increasing relevance 
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o Other situational effects on processing motivation 

▪ Personal responsibility for the judgement 

▪ Using multiple message sources (norms) 

❖ More attention for more people who state it 

▪ Open questions rather than statements 

• Typical ELM effects 

 
o If there is no relevance (peripheral route), there is almost no difference between strong 

and weak argument messages 
o Central route: weak arguments drop in attitude 

 Effects of blank messages: only arguments, no superficial cues 

Relatively unbiased processes 

Individual differences in motivation 

Need to evaluate (Jarvis & Petty, 1996) 

• Personal, rather stable difference variable that expresses the need to have evaluative judgements 
o High scores: more attitudes and opinions & more accessible 
o Tendency to form online attitudes: making attitudes during the experience rather than 

generalized attitudes constructed based on memory of experiences 
▪ On-line evaluation: evaluating and forming an overall attitude at the time of 

message receipt 
▪ Memory-based evaluation: attitude will depend on what people can recall about 

what was presented 
Need for cognition (NFC) (Cacioppo & Petty, 1982) 

• The need to “use the central route”, need to think 
o Strong vs. weak arguments should produce more of a cognition and attitude difference 

among high NFC people 

• Cacioppo, Petty & Morris, 1983: rise in tuition fees 
o IV1: strong vs. weak arguments (pretested) 

▪ Strong if, when people think about them, they result in more positive cognitions 
o Default task does not focus on central processing. Bogus instruction to evaluate the 

readability of a text 
o NFC measured 

▪ Test group then subdivided in 3 subgroups (high, middle, low) and the middle 
group is then deleted from the analysis 
❖ Normaalverdeling: 1/3 laag, 1/3 middle, 1/3 hoog 

o Results: typical ELM results where high elaboration now is the high NFC group 
o Remark: NFC is only weakly related with intelligence 

▪ Low NFC does not imply that these people will never have high levels of message 
processing. 

▪ Low NFC means that you’re not that interested 
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There is no single study that shows/says that the ELM is true, they only demonstrate parts of it 

• Focus on typical effects 
o Measure attitude, manipulate peripheral vs. central thinking 

▪ 2 types of messages: strong vs. weak arguments 
▪ When the elaboration increases, you would be able to see the arguments 

➢ Weak messages resolve into negative thoughts –> negative attitude change 
➢ Strong messages resolve into positive thoughts –> positive attitude change 

o Likelihood that people will elaborate messages!! 
▪ You manipulate or measure something that should increase EL 

➢ Manipulate: high relevance of message –> more attention  
➢ Measure: High score on NFC –> more attention  

▪ Elaboration likelihood 
➢ If it increases, there will be more cognitions (more thinking) 

❖ Positive thoughts –> positive attitude change 
 Argument strength 

 
Relevance 
      Cognition   
Manipulation 
   Elaboration likelihood   attitude 
Measure 
 
NFC 
 

Capacity effects 

• Situational: being distracted 

o Ex. radio commercial: difference between alone in car in traffic jam vs. with friends in car 

o Traditional view: distraction is bad, it interferes with the persuasion / learning process 

o ELM: distraction will diminish the likelihood of elaboration, thus reducing the difference 

between strong and weak arguments 

▪ Implies that for weak arguments messages, distraction will increase the attitude 

➢ Distraction is good in times when people don’t pay attention 

o Petty, Wells & Brock (1976): Reducing the tuition fee 

▪ IV1: strong vs. weak arguments 

▪ IV2: distraction high vs. low 

▪ Results as hypothesized 

➢ Distraction doesn’t really affect the encoding of the message 

❖ No influence on number of arguments recalled 

➢ Distraction affects the self-persuasion following that encoding 

❖ Self-persuasion was blocked so attitudes were higher for weak 

messages 

➢ You still remember the message, but you haven’t made any cognitions 

about it 

 Distraction can be used to hide weak arguments 

o Ex. When a person is being evaluated 

▪ You think you’re being very attentive, but you attention doesn’t go to the arguments 

▪ Implying a central processing on the evaluator’s side: distraction will reduce the 

effect of both positive and negative elements 

 

Argument strength 
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o So if the central processing of the evaluator is default, AND you have a superior position 

▪ DON’T distract the receiver 

▪ Distraction can be useful if you do not have the superior position 

➢ Be careful with manifest distraction because many persuasion techniques 

will result in counter-argumentation when they are discovered by the 

receiver 

• Other situational capacity factors 

o Message repetition 

▪ With repetition comes a certain ease of cognition 

➢ If you’ve heard the message once, it is easier to make extra cognitions  

➢ Capacity increasing effect 

▪ Although abundant repetition of the same message could also result in negative 

affect through tedium 

▪ Small variations on the same message typically work better 

➢ Same base message that you package differently each time around 

• Dispositional capacity factors 

o Intelligence 

▪ More intelligent people will have more time to process –> more ELM 

o Working memory capacity 

▪ Magical number 7: some have less, some have more 

➢ There are only 7 things you can think about at the same time 

o Prior topic knowledge of the receiver 

▪ Easier to communicate with a new guideline if the receiver already knows the basics 

Relatively biased processes 

Elaborate processing can also occur in a biased manner that one-sidedly promotes or blocks positive or 
negatives thoughts 

• These cognitions are then biased compared to the message content 

• Motivational & capacity factors 

• Situational and dispositional reasons 

Situational – motivational 

• Forewarning 

o People are warned before the message that someone will try to persuade them 

▪ People don’t like the fact that they will be persuaded by others 

➢ Safeguard your freedom of thought –> will try to block persuasion 

▪ When confronted by a person who expresses a strong desire to change people’s 

attitude, people become more motivated to defend their positions, at least if the 

attitude threatened is important to them 

o Petty & Cacioppo (1979): new university policy, only strong arguments 

▪ Don’t need weak arguments because we’re comparing strong arguments with vs. 

without forewarning (shift in lines) 

▪ IV1: forewarning or not 

▪ IV2: personal relevance high vs. low 

▪ Results: relevance induces central route thinking (we already knew) 

➢ Central thinking: forewarning blocks persuasion 

❖ Instead of a line that goes up, there is a line that stays the same 

❖ Message is not relevant to you –> you’re not thinking about it 
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Joint effect of variables 

• In practice, a lot of people think about persuasion in terms of main effects: if you do A, B will happen 

o Every combination of variables will result in different outcomes 

o Situational differences will have a large effect 

▪ Ex. Advertising: focus on high vs. low processing 

➢ Attention grabbers: don’t focus on idea that they might have weak argument 

• There are a lot of moderation effects in ELM research and most interesting findings involve an 

interaction rather than just a main effect 

o The effect of argument strength is particularly interesting when combined with high vs. low 

processing conditions 

o The effect of forewarning is present only in conditions of high relevance 

 Real persuasion: persuasion does not occur in a vacuum, but in a context with multiple 

influential variables, so main effect persuasion recipes are a bad cookbook 

o Petty, Cacioppo & Heesacker (1981): open questions 

▪ Focus more on ads that have a question instead of a baseline 

➢ Question triggers attention because we want answers 

➢ BUT: if you’re already motivated, a question will work as distraction 

o Ex. Beloofd-campagne 

▪ Promising= central campaign line 

▪ Website behind it: substantial you promise 

▪ Billboard perspective 

➢ Driving 120 km/h: not a lot of time to focus 

❖ Lack of motivation and capacity: there are cues for motivation, but 

not enough 

▪ Children always attract attention, certainly is the child 

looks directly at you 

▪ Road campaigns try to say that you need to drive safer 

➢ Personal relevance: your own child / significant other will ask you 

Influencing trust in one’s own cognitions 

• Self-persuasion: the assumed process in central thinking 

o Your own thought rather than the message itself will persuade you 

▪ The more favorable the thoughts are, the greater the likelihood of persuasion 

o The extent to which you will trust these thoughts is also influential 

▪ Meta-cognition: thinking about your own thought 

➢ Both situational and dispositional factors can trigger meta-cognition 

➢ Not in peripheral thinking 

o Self-validation hypothesis: a series of variables influences the extent to which people will 

trust the message-based thoughts they will have 

▪ You trust your own thoughts –> central attitude change –> trustworthy 

➢ Trust= moderator 

▪ These variables are situational & dispositional 

➢ Mostly an effect on attitude strength, but since this also relates somewhat 

to attitude extremity, there is also some effect found on extremity 

 Possibility in central thinking 

• Briñol & Petty (2003): influence of head movement on metacognition 

o IV1: nodding vs. shaking the head 

▪ Confirmatory movement vs. negation movement 
▪ Bogus instruction: study on the quality of headphones during head movement 
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o IV2: strong vs. weak arguments 

▪ Only central route (instructions for default attentive listening) 

o Hypotheses: strong arguments lead to positive cognitions, weak arguments lead to 

negative cognitions (pretest) 

▪ Nodding will lead to self-validation while shaking will decrease self-validation 

o Results: Less persuasion (both positive and negative) for the shaking condition 

▪ Affects credibility of own thoughts, not perceived credibility of the message! 

➢ It will affect your own thoughts, not the message => interaction effect 

2. Peripheral cue effects 
Exist, but are not that strong, only by repetition are they strong 
Due to repetition they can be really strong so don’t ignore them 

• 95% is system 1 thinking= peripheral thinking 

o Even in (partial) central thinking, peripheral processes will still have some effect 

• Repetition will lead to an additional long-term effect 

• Petty, Cacioppo & Goldman (1981): university-wide exam 

o 3 manipulations –> 8 conditions 

▪ IV1: personal relevance high vs. low 

➢ Central vs. peripheral route 

▪ IV2: strong vs. weak arguments 

▪ IV3: source expertise low vs. high 

➢ Student project vs. university committee 

o Results 

▪ When high in relevance (central route): little effect of source expertise 

➢ Ceiling effect possible 

▪ When low in relevance (peripheral route): source expertise increases persuasion 

➢ Irrespective of argument quality 

• Petty & Cacioppo (1984): university-wide exam 

o Similar design 

▪ IV1: personal relevance high vs. low 

➢ Central vs. peripheral route 

▪ IV2: strong vs. weak arguments 

▪ IV3: number of arguments 

➢ Repackage the message 

o Results: 

▪ High relevance: more arguments amplifies the predominant process 

➢ Leads to more positive attitudes for strong arguments and more negative 

attitudes for weak arguments 

▪ Low relevance: more arguments increase persuasion 

➢ Also when these are in fact weak arguments 

o Central attitude exist because of all the peripheral attitudes 

combined, ex ad Oral B 

▪ Don’t remember the exact list, but you know that it  protects more 
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3. Consequences of these two routes 
Mostly a differential effect on attitude strength: more resistant and predictive in central rout 

• Haughtvedt & Petty (1992)= resistance of attitude change & NFC 
o Participant watch an ad & their NFC is assessed 

▪ Add= message (with number of reasons= arguments) + number of peripheral cues 
o Immediate attitude measure (t0) + attitude measure 2 days late (t1) 
o Results 

▪ No real difference at t0: the peripheral and central attitude change due to the ad 
have a similar effect size 
➢ Though different underlying mechanism 

❖ Peripheral effect disappears after time, while central remains 
▪ If repeated, peripheral cues could also result in stable attitude 

change, partially explained by evaluative conditioning 
▪ Difference at t1: less decline in attitude for those high in NFC 

• Tormala & Petty (2002): mix of strong and weak arguments 
o Instruction: try not to be persuaded (quite easy to do so) 
o IV: bogus info: strong vs. weak arguments 

▪ Should trigger differences in self-validation 
➢ Easy to withstand “strong” arguments, then I must have a strong prior 

attitude on this 
o Everybody successful in withstanding the persuasion 

▪ Those believing to withstand strong arguments were more convinced of their prior 
attitudes 
➢ Can use this trick to reinforce old attitude 
➢ If you believe that you’re able to resist a strong message, meta-cognition 

will happen: you’ll believe you own attitude more 

• Gilbert (1991) PAST model 
o Past Attitudes are Still There 

▪ If people are unmotivated or unable to retrieve the invalid tag associated with the 
old attitude, it still might produce some impact on judgments and behavior 

▪ Influence from a prior attitude will remain possible until the invalid tag is so well 
practiced that it is retrieved automatically 

• For a real change in attitude, both in internal and external attitude, repetition of the message needed 

Multiple roles of one variable within ELM 
ELM can’t explain everything: good model to interpret afterwards, to have a post-hoc explanation 

• Given that one specific variation can be placed in different places in the model, kind of makes 
predicting difficult 

o Ex. Consider a popular persuasion trick like source attractiveness 
▪ Attractive sales person might be an argument 

➢ Ex. Beauty products: might have used product –> beauty 
➢ What if we don’t use ideal setting => good thing to think about if you want 

to persuade 
▪ But source attractiveness is also a peripheral cue 

➢ Positive cue of which we transfer the positive evaluation to the product 
▪ Source attractiveness could even be a motivator to think centrally about the message 

➢ You might be willing to put motivation into listening to that attractive person 
▪ It might even have meta-cognitive effects because we might distrust an attractive 

salesperson more than another one 
➢ You follow you attitude that something is wrong 

 These multiple roles of a single variable make the ELM a very general framework to 
hypothesize about a lot of effects 
▪ At the same time, it also is the biggest problem of the model since it decreases the 

predictive power 
➢ Difficult to predict exactly what role the variable will play in a certain situation 
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Important concepts 
Peripheral cues 

• Used too generic as a term 
o The presence of such a cue does not imply that it will be processed peripherally 

• If people don’t pay attention (if they are in the peripheral route), peripheral cues can have affect in 
the process, you might pay more attention because of this cue 

o It’s not because the cue is present, that people are processing peripheral! 
ELM predicts the extent and direction of attitude change, but also has predictions for attitude strength 

• Not only positive or negative, but also how stable  the attitude is 

• Central is supposed to be more strong (stable) than peripheral 
Central and peripheral route are assumptions 

• No real measure for them, but we deductively infer this from the data that deliver indirect evidence 
for these concepts 

o ASSUMPTIONS 
ELM is a good basis to understand a lot of persuasion and some of its more applied fields 

Advanced effects of bodily posture/behavior on attitudes 
Article of Birnol et al. (2009) 
The term attitude originally referred to a physical posture, and today people often use the term position or 
posture to refer to their evaluation of an object or issue. Indeed, attitudes are embodied and closely linked 
to posture and bodily response 

• Originally: attitude was about body posture: how you behave 
o Attitude referred to behavior 
o Position or posture: physical position –> used to talk about a cognitive position: whether 

you’re positive or negative about a certain object 

• Cf. article Bargh: the unconscious mind 

• Prior knowledge on bodily movement/posture and attitudes 
o People subtly induced to smile (vs. frown) feel amused by cartoons – Strack, Martin & Stepper 

▪ You cannot frown with a pencil between your teeth so the people who, for some 
bogus reason, had to put a pencil between their teeth smiled –>more positive 
evaluation of cartoons 

Most previous research only deals with first-order cognition effects: a direct relation between posture and 
cognitions or peripheral associations 

• This is already more complex than the mere subliminal effects discussed in cognitive psychology 
o Also more complex effects on the degree of processing 

▪ Basic effect: pencil in mouth makes you smile –> more positive about cartoon 

• Focus on posture effects of a second order: effects on central-route meta-cognition 
o Affects what people think about their own thoughts, especially the extent to which they are 

confident in these thoughts 
First test (2003) 

• IV1: best vs. worst personality traits 

• IV2: write these with your dominant vs. non-dominant hand 

• Hypothesis: writing with your non-dominant hand is shaky and doesn’t give you confidence (even 
not in the thoughts that precede the writing) 

o Shaky writing transfers to your thinking –> shaky thinking 

• Results: participants indeed less confident in those traits written down with a non-dominant hand 
(irrespective of positive vs. negative traits) 

Next study (2009) 

• Hypothesis: standing up (with a confident posture) will boost self-confidence in thoughts compared 

to those having a slouched unconfident sitting/standing posture 

o IV1: business school study => Think about your best vs. worst characteristics 
o IV2: Arts school study => Confident vs. unconfident posture 
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• Participants and design 

o 71 undergraduate students at Ohio State University 

o randomly assigned to the cells comprising a 2 (thought direction: positive vs. negative) x 2 

(body posture: confidence vs. doubt) between-subjects factorial design. 

• Procedure 

o Double-blind 

▪ Upon entering the laboratory, participants were seated at individual computer 

stations and told that all experimental procedures would be carried out 

electronically. 

▪ Participants were then told that they were taking part in two separate research 

projects, one organized by the Business School and the other by the School of Arts. 

➢ A cover-up to hide the real research question from the participants  

o So participants get a simultaneous exposure to both manipulations 

▪ This is a study on self-persuasion, where people persuade themselves that they have 

a certain characteristics, but one’s posture influences the actual persuasion process 

• Dependent variables 

o Self-attitude: 4 items on a 9 points-scale with high internal consistency 

o Internal control of the personality traits written down 

▪ Two independent judges rate these traits on valence, length (#words), extremity 

and abstraction 

➢ Suppose that the conditions actually differ with regard to the traits 

generated and that this would explain differences in the self-attitudes. 

❖ ELM is about self-persuasion and we want to show that the same 

type of traits (‘messages’) still can result in different persuasion.  

❖ No differences between conditions emerged. 

o Trust in one’s own thoughts while listing their traits (9 points scale) 

o Mood and task difficulty 

• Results 

o ANOVA analysis: main effect on thought direction on attitudes 

▪ First-order cognition, priming type of effect 

➢ If you list negative things about yourself, you feel negative 

➢ Was qualified by the predicted interaction of thought direction with body 

posture 

❖ Thoughts influenced attitudes among participants in the confident 

posture, but not the doubtful posture 

▪ Doubtful posture: you’re not convincing yourself 

➢ Central thinking: certain body posture + list 3 pos/neg things about yourself 

❖ You can’t think peripherally about yourself 

❖ High elaboration likelihood 

▪ Body posture had a significant effect on though confidence 

➢ If you have a confident posture, you trust your own thoughts more 

 
 This does not prove the presumed process to be true. We still need to demonstrate that 

the effect of posture on attitude is at least partially explained by the effect of posture on 

thought confidence 
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▪ Cf. (partial) mediation, as demonstrated in the results 

• Partial mediation actually fits the process hypotheses of the authors 

o We need mediation to demonstrate that posture affects attitudes 

via meta-cognitions 

o But we also expect that there will be some direct, first-order 

cognition effects from posture on attitudes 

 
 

Chapter 6: narrative persuasion 
Transportation theory 

• Trying to compel you and take you way from the here and now and get you in to the story 
o In the story it feels natural that an attitude gets changed, because its logical in the story 
o When you then come back to the here and now, you take something with you 

▪ You bring some attitude change from the story to the here and now => you changed 

• Ex. Watch horror movie on Halloween night 
o Attitude change: “creepy sounds” 

▪ If you hear the same creepy sound in reality, you’re more scared than you typically are 

Introduction 
• (non-)intended persuasion from public narratives 

o Stories that we can share, in which questions are posed or topics considered 
▪ Characterized by a story line, with characters playing their part 
▪ Not necessarily intended as a persuasive message 

o We ‘learn’ from those stories 
▪ You get carried away, ex. Harry Potter 

➢  ELM type of messages: very short 
▪ Some narratives/stories can also have arguments 

➢ Some messages can be persuasive for both reasons 
o Examples of narratives that can be very persuasive (exist in many different forms) 

▪ Fairy tales & biblical stories 
➢ Fairy tales were used to talk about dangers 

❖ Little red riding hood: dangers of getting off the beaten track  
=> stay on your regular path, or otherwise you’ll counter danger 

❖ Story that packages the underlining message 
▪ World War 2: propaganda Nazi 

➢ Experimented with 3D movies 
❖ If you get better technology, that creates less friction between 

story and user, you’ll get carried away much more (Supposedly) 
→ The better the technology, the more transportational   

▪ Documentaries 
➢ We should find a solution for ex. Greenhouse gasses because it will destroy 

the world 
➢ You might have changed in the story, because it makes sense there, and 

when you come back in reality, you’re attitude has changed a bit 
❖ No need for logical steps, it is your gut feeling that changed your 

attitude due to logic in the story 
▪ Crucial thing: within the logic of the story, you’re not going to doubt what happens, 

even if it is not possible in reality 

➢ Although you might be very cognitively involved with the story, you’re 
blocking all your opposing type of views 
❖ Being transported means that you follow the logic in the story 
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➢ Even if you believe it’s not a narrative, there will always be some people 
that believe it’s narrative 
❖ Inside perspective= narrative (fluency) 

→ Outside perspective might not be narrative 
o Compared to argument-based messages 

▪ Fewer (and later) research interest 
▪ Nonetheless, an often occurring type of persuasion that  is underestimated 

➢ Narrative structure of science 
❖ Koole & Lakens (2012): science articles are presumed to be objective 

→ There is a true narrative structure in science articles 

 Try to persuade viewers who publish it, afterwards 
persuade readers that you did good scientific research 

 Narrative flow where writer is trying to persuade 
you, tell you why it is interesting  

➢ Also in advertising and social marketing, there is an increase in the use of 
narrative persuasion 
❖ A lot of new advertising agencies call themselves “storytelling agencies” 
❖ Ex. StichtingKanker 

→ Arguments and cues => mixed format 

 If you’re not persuaded by the story, you can get 
persuaded by the arguments given 

→ Like adds on youtube (2min message): you devote a little 
bit more time to it than on Tv (20 – 30sec message) 

→ Story we can all relate to 

 We care typically for children 

 Why support StichtingKanker? You don’t have It 
yet and if you have it, it’s too late to support 

 Story of a person’s life that will end at the age of 40 
o It really relates and you can transport yourself 

→ Message side: only 45sec 
→ Even with a happy ending, you’re attitude about certain 

objects can be negative 

 Negative against cancer, positive about solution 

The persuasiveness of public narratives 
Depends on a couple of things 

• Story has to be unique 
o Balance between new and familiar things 

▪ Ex. Harry Potter: typical soap-opera, with magic included 
➢ Characters on school fighting, falling in love,… => familiar 
➢ Magic, challenges => new: will increase power of transportation 

• Strong determinant of persuasiveness 
o The extent to which the receiver gets carried away by the story 

▪ Degree of “transportation” 
➢ Transportation= getting carried away to reality of the story, with a lasting 

effect once the receiver returns to the present 
❖ Ex. E-reader: can make transportation more easy 

→ Short pages, flip easily 
→ Big, heavy book is heavy to read, you need to change position 

 Physical barriers 
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Transportation= Convergent process in which mental systems and capacities become focused on events 
occurring in het narrative 

• Parts of the world of origin becomes inaccessible 
o Less aware of real-world facts that contradict assertions made in the narrative 
o Return with beliefs that were subtly changed by the experience 

Transportation theory 
Transportation-persuasion is a thought-convergent process (emersion into the world of the story) 
 Elaboration in ELM= divergent process (thinking while giving critical attention to argument points) 

o At least among adults: young children in central thinking can be very attentive, but typically 
we think children have only confirming conditions 
▪ Adult narrative persuasion: if you are transported, you’ll have convergent conditions 

➢ Opposing thoughts during the story means that you are not transported 

• Consequences of transportation 
o Due to submerging in the story, strong emotions & motivations exist for the receiver 

▪ Even if the receiver consciously knows the story is factious 
o During transportation, the access to the present world and its cognitions are temporarily 

blocked (to a large extent) 
▪ Those aspects of the present world that remain accessible, often get linked 

cognitively to the story 
➢ Examples of remembered details when confronted with impactful stories, 

e.g. 9/11 
➢ You see yourself reading a book in the middle of the night because the 

story was so transporting 

• Historically, narrative persuasion plays an important role, although it did not attract as much 
research attention 

o Still, Hovland et al. (1949) were pioneers in persuasion research and studied public 
narratives and their effect on attitude change towards the war 
▪ Communication science started with research about propaganda 

Remark: for argument-based persuasion, there are 2 main models: ELM and HSM (Heuristic-Systematic Model) 

• Elm should be declared the winner in terms of attention 
o We hardly talk about HSM anymore, because ELM had the better narrative 

▪ ELM was made by 2 men, HSM was made by 2 women 

• For narrative persuasion, despite the fact that there was not as much research on its effects as we 
have for argument-based persuasion, there are many more models, with a large common ground 

o Flow-theory: it’s the flow of the consumption of the story that is important 
o Fluency: fluent consumption of narratives 
o Immersion: focus on being immersed into the story 

▪ Transportation: moving from one place into the story 
o Perceived realism: the more you perceive something to be a realistic type of thing, the 

more it’s going the work 
▪ If you believe the story to be a true story, then it’s going to work better 
▪ If you perceive something to be unreal, that means that you’re not transported 

anymore, that there is not enough fluency… 
 The more you feel that the story makes sense, the more likely that the attitude change in the 

story will have a lasting effect in reality 

1. Five postulates of the Transportation-Imagery model 

• Narrative persuasion is confined to scripts that are 
o Narratives 
o Evoke (mental) images 
o Deal with opinions and attitudes 

▪ Readers beliefs are implicated 
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• Narrative persuasion is directly related to the extent of transportation 
o The extent of transportation depends on 

1) Receiver characteristics (personality) 
➢ Some people are more transported than others => High In Transportation 

❖ Like ELM: NFC 
➢ High in transportability: more stories were they are transported into 

2) Script characteristics (situation) 
➢ Bad vs. good scripts 

❖ Ex. Harry Potter with very bad writing –> not very transporting 
❖ You can make a script non-transportable 

3) Context characteristics (situation) 
➢ Perceptual circumstances 

❖ Ex. medium, setting in which you are consuming it 
→ Ex. Reading book when alone vs. when at party 

 Wouldn’t be as transporting as reading at home 
❖ You can create circumstances that are less transportable 

 Moderating mediating model 
 

 
 

 Arguments Cues Narratives 

Theory ELM – central route ELM – peripheral route Transportation 

Other theories, 
names 

HSM: Systematic HSM: Heuristic Perceived realism, flow, 
immersion,… 

Prototypical 
messages 

Advertising copy; Health 
communication;… 

Cialdini’s principles of 
interpersonal persuasion; 
advertising creativity;… 

Political speeches; small 
part of our stereotypes; 
movies/books;… 

Thinking Divergent 
    You can have both pos 
    and neg thoughts 

Convergent 
    It doesn’t work 
    negatively 

Convergent 
    You follow along the 
    logic of the narrative 

Message 
process 

Conscious Automatic Conscious 

Persuasion 
process 

Conscious (self) Automatic largely automatic 
    attentive in the story but 
    not aware that mind is 
    changing 

Effects  Strong: long-term: explicit Weak; short; largely; 
implicit 

Strong; largely implicit 
(unable to give rationale 

2. Personality: transportability 

• Transportation measurement 
o 11 general item, 3 sub-scales: cognitive, affective, imagery component 

▪ No gender differences in transportation 
▪ No correlation with NFC  

➢ You might believe that high NFC are the thinkers that won’t be transported 
 –> negative correlation 

➢ In fact: no correlation! 

1) 2) 
3) 
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▪ Difference between state and trait of being transported into a story 
➢ State: situational transportation (Green & Brock, 2000) 
➢ Trait: general tendency to be transported –> transportability (Green, 1996) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
NFC scale: 18 item version scale 

• Now: 15 item scale 

• Reversed items: pointing in direction of low NFC  
–> reversed score 

• Regular items: pointing in direction of high NFC 
 
 

 
 
 

Empirical evidence 
Research based on narratives that meet the requirements (narrative, imagery, attitude-relevant) 

• The narratives should also be manipulable such that you can study the presumed effects of the 
extent of transportation and the moderating role of personality and situation 

• Muder at the Mall story 
o Can be framed in different ways 

▪ As a piece of journalism, as a fictive drama 
➢ Does that context matters? 

o Receivers can process it in different roles 
▪ As a reader, as an actor trying to imagine the role, as a language editor 

o Both the content and the style can be adapted 
o After reading the story, participants are asked about attitude objects related to the text 

▪ Claims about these objects are not made in the text itself 
➢ Not argument-based persuasion! 

▪ Standardized attitude to compare between different attitude objects 
➢ Standardized: comparable between conditions 
➢ No control group: so don’t interpret as absolute increase or decrease 

❖ Hard to know what control group should be: no story? 
➢ Result: high transportation: stronger attitudes than low transportation for 

4 objects => it worked 

Transportability-scale 

• General: narrative component 

• Specific: imagery subscale  
o State component 

Immersion= tendency to be absorbed into life 
experiences 

• Tellegen’s Absorption Scale (1982) 
o Moderate association between 

transportation and absorption 
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1. Psychological processes 

• Based on thought-lists 
o Transportation results in consistent thoughts, although people pay a lot of attention to story 

▪ Conscious: remember a lot 
▪ Make convergent thoughts: positive attitude change: in line with what the story 

suggest what you should think 
o Transportation results in fewer doubt about the story being true 

▪ Task where participants have to re-read the story and mark seemingly “false” parts 
➢ The more you read it, the more you are okay with the logic of the story 

o No effect of framing of the story 
▪ If they are transported, there is an attitude change, no matter if you know if it is 

fact or fiction 
o Effects of one’s position as a receiver 

▪ Reading as a language editor decreases transportation 
➢ Logic: you focus on the style of writing, cognitively to much involved to let 

you get carried away in the story 
o Transportation effect on persuasion mostly via the imagery subscale 

▪ But also a role for cognitive and affective subscales of transporation 

2. Variations influence imagery: quality of the story 

• Livingston (2003): same plot, but with different wording 
o High quality results in more transportation 

▪ Mostly mediated in imagery 
o High quality therefore also results in more persuasion 

▪ Dual mediation model 
➢ Narrative quality leads to more persuasion,  
➢ Narrative quality leads to more transportation 

❖ Leads to more imagery which leads to more transportation 

• Similar for other variations 
o Stylistic techniques resulting in stronger disconnect from reality 
o Ex. The cannon of art: typically capable of transporting receivers 

▪ Very compelling types of art, are typically very persuasive 
➢ Crucial books, paintings, sculptures are so well mad that they suck you in 

and make you part of it 

3. Role of suspense 

• Suspense = being so much involved that you’re anxious to know what’s next (cliffhanger idea) 
o Excitation transfer theory: positively valued arousal due to your involvement with the 

story’s protagonist, translated into positive feelings with a happy end 
▪ Cliffhanger = off-balance –> arousal 

o Can even re-occur for subsequent exposures to the same story 
▪ Re-reading: can still have the same cliffhanger idea 

o Suspense increases transportation 
▪ Sign of transportation and increases transportation for next episode 

4. Novella and other low-brow narratives 

• If transportation is correct, then heavy consumers of a narrative genre should display attitudes 
consistent with the genre 

o E.g., save sex 
▪ Diekman et al.: regular readers ~ inclined towards unsafe sex attitudes 

➢ Confirmed in experimental setup 
❖ Same exposure to stories, but differences in safe sex content 
❖ Stories equally valued, attitudes consistent with version 

o Regular exposure & transportation to narrative like these can resolve into big societal issues 
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Fact or fiction; rhetoric or narrative 
Narratives aren’t confined to fiction only 

1. Does it matter whether narratives are fact or fiction? 

• Intuitively, we might believe that it is better for facts to be narrated, because we would process 
them as facts as well 

• Transportation theory: it does not matter, as long as they transport the receiver 
o Empirics: a priori false rhetoric is not persuasive, but a fictitious narrative can be equally 

persuasive as a factual one 
▪ Gilbert’s theory on how to resolve the issue of fake news 

➢ Doubting whether a message is true, is a conscious process 
❖ Possibly blocked for transportation because the persuasion occurs 

In a detached processing mode 
o A narrative documentary could persuade non-transported receivers through arguments 

Personal relevance & argument strength 

• In ELM there is a clear expectation about the roles of these variables 
o Similar hypotheses for narratives 

▪ Prentice et al. (1997) 
➢ A familiar narrative setting with false arguments reduces narrative 

persuasion, much like ELM 
❖ Familiar is relevant, thus induces elaboration on false arguments 

➢ Findings not replicated! 
o Alternative hypothesis: weak arguments pose no threat to narrative persuasion 

▪ Wheeler et al. (1999): even weak arguments persuade 
➢ Irrespective of narrative relevance 
➢ Convergent persuasions going on in narrative persuasion 
➢ Fake news: basically we know that it is incorrect, but it is persuasive 

❖ If you are transported, it doesn’t really matter if it’s fact or not 
❖ If you go along in the story, it can be persuasive 

▪ Storytelling hides weak arguments 

Argument strength & order 

• Distinction between arguments and imagery 
o Arguments have an intrinsic strength or weakness 

▪ Horizontal arguments= not hierarchically or chronologically aligned 
➢ First, second, third,… 
➢ Order does not matter: no fixed order 

❖ In reality, you can change the arguments: you have 5 arguments 
but you can list them as 1, 2, 3, 4 and 5 or as 1, 3, 4, 2 and 5 

▪ Vertical structured: build up the argument in logical steps 
➢ Narrative structure in your arguments 
➢ Changing the order: persuasion doesn’t work anymore 
➢ Order quite important 

o Images borrow their strength not from persuasive arguments, but from narrative 
characteristics 
▪ Images pertain to the chronology of the story => order is really important 

Individual differences 

• Rhetorical persuasion: low in NFC think less about persuasive communications 
o No relation between transportation and NFC 

▪ NFC is not predictive for persuasion that is due to a narrative 
▪ There is no negative correlation between them either 

➢ People can score high or low on both 
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• Narrative-based persuasion is moderated by transportation 
o Dispositional and situational  
o 2 individual difference variables in Transportation-Imagery Model 

▪ Imagery ability 
▪ Absorption propensity 

Social learning 

Bandura: Modeling-theory (1977) 

• Learning through observation of others 
o Persuasion via a positively valued person demonstrating an attitude-relevant behavior 

▪ Entertainment education: trail & error 
➢ Marketing: you observe celebrities drinking Starbuck, so maybe you would 

like to have it to 
➢ We need to represent society as it is, because it has a social learning type 

of influence 
❖ Soaps: follow the narrative in the soap-series 

→ You get influenced by it, your attitude changes and you 
take something with you to reality 

o Can directly influence behavior, with only later an attitude change 
▪ “Attitude follow behavior” route 

o Narrative is suitable to demonstrate such behavior 
▪ Often better than trying to make it an arguments-based demonstration 

➢ Stories are a natural vehicle for modeling 

2. Persistence of attitude change 
Narratives could result in more persistent change 

• Attitude change is quite strong if you get transported 
o Due to cognitive conscious thoughts during the narrative 

▪ Implicit because you’re not aware of it 
o Strong because of imagery 

▪ Could result in more persistent change 

• Arguments are prone to counter-arguments 
o “imagery” is less prone 

▪ Even if they get counter-arguing or an opposing image, they can still be strong 
anecdotes 

▪ Image is more suitable to be re-activated when thinking about attitude 
➢ You remember you had good arguments for your attitude, but you need to 

reconstruct the arguments 
➢ Images are much more easier to re-imagine 

▪ Human mind is wired to think in sequences of scripts and images rather than lists of 
arguments 
➢ We have a narrative-kind of mind setting: part of that might be due to the 

fact that we knew how to tell stories before we even could write them 
❖ Stories that had real actual meaning: why & when you should move 

your tribe to a different region 
→ Much easier than to say that when fall is coming, you 

should move 
▪ Emotions are stronger for images and this relates to the affective dimension of 

attitudes 
➢ If not too strong, because strong emotions also block learning 
➢ Affective, evaluative nature of attitude is more post-hoc with argument-

based persuasion 
❖ Imagery: much more of a direct influence 
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3. Need for (leisurely) entertainment 

• People do have such a need (Brock & Livingston, 2004) 
o Much of our entertainment occurs in some script-based narrative way 
o Need is stronger for some people than for others 

▪ Entertainment value is quite important 
o Not all entertainment deals with attitude objects 
o Entertainment needs can increase transportability, thus strengthen persuasion effects 

4. Interactive narratives 

• Technologies assisting in participation of the receiver 
o When they assist in such a way that the consumer forgets the medium and really 

submerges in the narrative, it increases transportation 
▪ But if the technology does not facilitate and is too much involved with the 

consumer’s conscious behavior, it will actually block transportation 
➢ The importance of usability design 

• Examples 
o 3D movies: you’re literally sucked into the story 

▪ Capacity to transport you is bigger 
➢ But you need to wear glasses –> lack of fluency 

❖ Not as much transported 
o Google cardboard virtual reality experience 

▪ Extremely uncomfortable 
➢ It’s cool, but you’re not going to use it again 

o Daydream view 
▪ Soft material, you don’t need to hold it, remote control in your hand 

➢ Much better 
▪ If there was enough content, people would really use it 

➢ But there is not yet enough content 
➢ It is taking away all the boundaries 

5. Text hegemony hypothesis 

• Some narratives are so powerful you will not be able to resist them 
o Texts of high quality can override the effects of variations in situations and in readers’ 

predispositions to be moved 
▪ Instructions, labeling or framing might have difficulty in increasing the level of 

transportation above that already attained by artistic craftsmanship 
o Really strong narratives are already so persuasive that it is difficult to find external variables 

that further increase their persuasiveness 
▪ There are variables that are able to decrease the same narratives’ persuasiveness 

➢ The claim that some narrative scripts exist that always result in persuasions 
is false 

▪ One of the reasons why there are some books on the black list, ex. Mein Kampf 
➢ If the book itself is very transportational, people will be persuaded by it 

because it is available 
o This hypothesis prevails and is one of the reasons for censorship of narratives 

▪ A fear that the narratives are so strong they will result in attitude change for many 
receivers 
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Epilogue 
Narrative story lines: Vonnegut 
3 types of stories 

• Boys get girl 

• Most popular story in western civilization 

• Man in hole: Cinderella story 
 A lot of the really narrative stories are capable 

of sucking you in, following one of these types 
 

Ex. Donald Trump to black Voters: What do you 
have to lose? 

 
 
 
 
 
 
 
 

• If you vote for Clinton, you cannot sink any lower  
o So why not vote for me, you have nothing to lose 

▪ You can end between the red lines 

• A lot of this is also processed as arguments and cues 
o In every single position, you’ll always have something to lose 
o But for some people it is perceived as a narrative 

▪ Feel the atmosphere where the internal logic is clear 
 

Chapter 7: Interpersonal influence 
Tricks that work to persuade one person with a mass media content 

Introduction 
Robert B. Cialdini (2001) 

• Famous social psychologist: one of the first to open up to a more applied perspective 
o Research on group influence, such as norms & intergroup behavior 

• Famous for his categorization of interpersonal persuasion 
o A-typical research approach 

▪ Undercover training and jobs to study the tricks 
➢ Undercover in a lot of different organizations 

❖ Ex. Internship with a sales team –> training 
→ Intern follows in the footsteps of a good salespersons, did 

this for 3 years (learned a lot of tricks) 
▪ Categorize them: is there a system? 

➢ General principles behind different types of sets of tricks 
❖ 6 principles 

➢ Study the persuasiveness of the common core in each of the categories 
❖ Test whether these principles are really persuasive tricks 

▪ Bestseller: “influence: science and practice” 
➢ Newest book: Pre-Suasion 

❖ Same 6 principles + how to set a scene where there is an even 
stronger effect 

. 

. 

. 

. 

. 

. 
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Effects in this chapter are mostly based on automatic reactions to cues that can be applied consciously or 
automatically 

• Persuasion professionals might use them, but most people do so as well when trying to persuade 
others 

o Some people are natural more persuasive than others 
▪ Those others can be trained and will use the tricks deliberately instead of automatic 

o You use the exact same principles as a salesperson when you persuade your friends to get 
dinner 
▪ There is nothing unethical at the principles as such 

o Mostly “compliance” requests 
▪ You’re actually having people comply with a request and beneath that, there might 

be an attitude 
➢ Saying “I agree with you” is a compliance 

• Ex. Langer et al. (1978): people waiting in line at the copier 
o Field setting: only did the experiment when there was a line 

▪ Actor tries to sneak in 
➢ 5 vs. 20 pages to copy 
➢ Ask for compliance: can I skip the line? 

❖ Request only 
❖ Placebic information: nonsense (“because I have to make copies) 

→ Doesn’t add any part of information 
❖ Real information (because I’m in a rush) 

→ Adds a little bit of information 
o Results: it doesn’t matter if it is nonsense or true information, it leads to compliance 

▪ Big request: think about it logically 
➢ It only matters if you add something real 

Six principles 

1. Reciprocity 

• Ex. “I tried to persuade my friends to go out with me, by promising to hut them a beer” 

• Those receiving something, will be more likely to give 
o Gouldner (1960): we are socialized such that we feel obliged to return a favor 

▪ Even occurs on a meta-level: if we “receive” from the group, then we also feel 
inclined to  “give back” to a third person that we have not interacted with previously 

▪ You feel the urge to give something back 

• Persuasive principle: you are more likely to get compliance from a person who just got a favor 
o Unsolicited giving of a product/service increases compliance 
o Cialdini et al. (1992): participants believing they persuaded someone else, want to 

reciprocate by allowing others to persuade them 
▪ The “gift” is that they persuaded someone 

o James & Bolstein (1992): the motivational effect of a prior $5 reward was much larger than 
the promise of $50 reward afterwards 
▪ Giving participants money prior to study, participation will increase their 

motivation to participate 
➢ Even if the reward is small compared to the task 

▪ Other explanations 
➢ Endowment effect: if you already possess something, it is worth more than 

something you don’t have yet 
❖ The 5$ you get previously of the study is worth more than the 50$ 

you get afterwards 
 
 

→ When it’s yours, it is worth much more than the promise of 
getting something afterwards 

 ➢ Hyperbolic discounting: the value of the money now is worth much more 
than the value you have when you get it tomorrow 
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• Door-in-the-face technique 
o Persuader first has an extreme request 

▪ This gets denied, upon which the persuaders gives in (a gift) and substitutes with a 
much smaller request 
➢ Gift= he agrees with you 

▪ This increases the likelihood of compliance to the smaller request compared to the 
situation where that small request is made immediately 
➢ He agreed with you, so know you agree with him 

o Cialdini & Ascani (1976): blood donation 
▪ Compliance for a long-term donation scheme 

➢ If denied, then compliance asked for a one-time donation 
▪ Compliance higher than in the group where only the one-time donation was asked 

(50% vs. 32%) 
➢ Even better effects after compliance: more likely to give contact details for 

future requests 
o Aim for the stars, shoot for the moon  
o If the persuade is aware of the persuader’s use of such techniques, it will most likely backfire 

▪ Ex. Cartoon: 2 doors in the face that are unrelated to each other 
➢ Gets you to pay attention 
➢ Door-in-the-face works because people don’t know you’re using it: the 

requests are related to each other 
❖ Attention to message, but not to techniques underneath it 

2. Social proof 

• Ex. “I asked a friend to come to a party and said ‘everyone’ would be there” 

• Persuasive principle: The perception that others do or think similarly will increase the likelihood of 
compliance 

o The more one perceives these others to be similar to yourself, the stronger the effect 
▪ Ex. A filled tip jar with larger quantities 

➢ Transparent jar: people can see what’s in it 
➢ Pre-fill it half: people see that others donate 

❖ Coins and dollar bills: people see larger amounts of money 
 Likelihood of tipping increases 

o Reingen (1979): Donations for the “Heart Association” 
▪ List-technique – showing similar others who donated 

➢ Increases the likelihood and amount of donation 
▪ 5 conditions: 

➢ Request only vs. conditions where they show that other donated before 
❖ Just showing the list increases the percentages 

→ The longer the list, the greater was the effect 

 
• Theoretical basis: Social comparison theory – Festinger 

o People feel the need to evaluate what is right and wrong. To do so, they often look at 
norms that are either injunctive or descriptive 
▪ Re-activating the injunctive norm can have a persuasive effect 
▪ Making people believe that most others do something (descriptive norm) is also 

persuasive (Showing what others do) 
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• One of the most used online persuasion principles 
o Likes on social media is nothing else than social proof 

▪ Likelihood that you’re going to read, like or repost something depends on the likes 
it already has 

o Ex. Booking.com: only 3 rooms left and 8 people are looking at it 
▪ Scarcity & descriptive norm: showing that it is popular 

o Ex. Drinking and driving 
▪ Injunctive norm: shouldn’t drink and drive 

➢ Campaigns: drink less: only the fifth pint is a problem (campaign of 1972) 
❖ Difficult to say no after a beer because you need to drive 

▪ Descriptive norm: you can drink 2 

• Such techniques may be most effective against people with a collectivistic orientation 
o People who tend to define themselves in terms of their group membership 

 People with an individualistic orientation may be particularly susceptible to 
commitment/consistency-based techniques 

3. Commitment and consistency 

• Ex. “I told him that we should go to a comedy show, because we bot like the comedian” 

• People want to appear consistent in their behavior 
o In line with a number of theories about a human desire to be consistent: level of moral 

reasoning and cognitive dissonance 

• Persuasive principle: trigger the idea of a previous commitment to increase the likelihood of a 
behavior (consistent with that commitment) 

o Trigger a commitment (preferably by writing) and afterwards you ask something in line 
with the commitment 
▪ Ex. Liked a post, donate money 

o You can refer to a general “commitment” like an injunctive norm 
▪ Ex. Don’t you think it is important that… 

➢ Trigger people to act consistent with that commitment 
o A previous personal and public commitment will even have a stronger effect 

▪ The less you can deny the previous commitment, the more you’ll adjust your behavior 
➢ To avoid a cognitive dissonance 

▪ Note: public commitment like a Facebook like is also a stronger commitment than a 
mere private vision 
➢ Online reviews (non-anonymous) as an extreme version of commitment 

❖ Inspire other people 
❖ If you write an online review about a product/service, it’s like an 

online commitment that you (dis)liked the product/service 

• A number of these techniques start with a smaller question and then build up to a larger request 
o Four walls technique 

▪ When people tried to sell encyclopedia’s to people door to door 
▪ Four walls so that there is no escape anymore 

➢ General big question: don’t you think… 
❖ Yes and no answer possible => hard to say no 

➢ Specific question 
➢ Even more specific question 
➢ Make the commitment 

 Try to close the persuade in 
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o Foot in the door technique 
▪ Just one small question could be enough to get compliance on a more substantial 

request 
➢ First question is an easy-to-grant compliance, but it triggers an underlying 

attitude 
❖ Next question builds on that attitude 

→ It might not be a real strong attitude, but it is a very 
accessible one due to the previous small compliance 

▪ Typically only work for those understanding what it is to be stable/consistent in 
their behavior 
➢ Doesn’t work on children under the age of 6 – 7 

▪ Ex. Can I have one French fry 
➢ You give it because the person is very hungry 
➢ Give more because apparently that one fry wasn’t enough 

o Bait-and-switch 
▪ First, make the persuade take the bait which involves some kind of commitment 

➢ Ex. A promotion and going in to the store 
▪ Then, try to make the persuade switch to something else 

➢ Ex. The original offer does not look that good in real life or it is out of stock, 
such that the persuadee switches to another item 

▪ This could also work in a non-commercial setting 
➢ Ex. A doctor first persuading the patient to start with a non-invasive ‘cure’. 

Even though the doctor might think this will not work as a cure, it could be 
a way to make the patient commit, increasing the odds of later compliance 
to a ‘switch’: the invasive therapy the patient did not want to do at first. 

o Low-ball 
▪ Terminology borrowed from baseball 

➢ Pitcher throwing the ball in such a way that the batsman is lured into trying 
to hit it, but it will never be a good hit 

▪ First step is commitment with a bargain 
➢ After this commitment, you gradually increase the costs (real/psychological) 

❖ You’re doing something that isn’t as good as it looks 
▪ Often used commercially 

➢ Ex. low-cost airlines like Ryanair 
▪ Cialdini et al. (1978): experiment at 7AM 

➢ Only after agreeing to participate in a study, these participants learned that 
the test was at 7AM 
❖ It is a very cool experiment; afterwards you say that it is at 7AM 
❖ Increases compliance compared to those immediately getting the 

request to participate at 7AM 

• Stronger effects if the commitments are 
o Active 
o Public 
o Somewhat depending on effort 
o Perceived as internally motivated behaviors 

• Other than engaging in a new commitment, one can also try to refer to previous commitments 
o Ex. Referring to “what we decided upon in a previous meeting” 

▪ Refer to early decision you jointly made, people will think that it is true and they 
will be consistent with it 

o Reminding consumers of brand loyalty 
▪ Loyalty card of supermarket: you committing yourself to a certain brand 

➢ Reminds you to shop there 
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o You can even refer to non-existent commitment or a socially valued personality trait 
▪ Even-a-penny-would-help technique: we feel committed to responding positively 

to such an extremely small request coming from a valued organization 
➢ We know we should be helping, it is a commitment to ourselves & society 
➢ From tests, we know that people will follow up this request with more 

substantial gifts (compared to the penny request) 

4. Friendship and liking 

• Ex. “I tried to convince her to buy a sweater by telling het how good the color looked on her” 

• Persuasive principle: you are more likely to comply to a request from a liker or valued person 
o Ex. Home-party: Tupperware 

▪ Invitation by a host: intermediary between the guests and the actual salesperson 
▪ You belong to the privileged tiny group that she invites 
▪ Note: also other principles at work here 

➢ Reciprocity: we want to return a favor to the host (for providing a drink,…) 
➢ Commitment/consistency: attending the party suggests a commitment 

o Not limited to commercial settings 
▪ Ex. The focus on medical care where the caregiver tries to be a liked and 

trustworthy intermediary 
➢ Regular doctor doesn’t wear a lab coat, while a specialist does wears it 

▪ What if it was your best friend who asked you to go out instead of another friend 

• To trigger liking 
o Physical attractiveness: we seem to trust good-looking people more 

▪ More persuasive in both terms of changing attitudes and in terms of getting what 
they request 

o Similarity: we tend to value people more, the more they look similar to us (physically or 
psychologically) 
▪ Ex. Wearing the same clothes, a similar name, a use of words, a similar pose,… 
▪ Aristotle already assumed this 

o Praise: praising someone will stimulate reciprocity (if X likes me, I like X) 
▪ We tend to believe this, even if we know this might have persuasive advantage 
▪ If we perceive it to be a lie, then it will backfire 

o Cooperation: if you think we are cooperating towards a common goal, you will like the 
persuader more and will have a higher likelihood of complying 
▪ Technique: use a common ‘enemy’ (that’s outside, much more distant) 
▪ Happens quite a lot in sales: label the manager as the enemy 

➢ Buy a car: at one point, you’re very close to a deal, but you’re still hesitating 
❖ The salesman in front of you, is going to say something like “I’m 

going to try to convince my boss, but he is going to kill me” 
❖ Come’s back: “I’ve talked to my boss, he nearly killed me, but he’s 

okay with it, we can close the deal” 
 Makes you like the salesman, and therefore, you close the deal 

➢ Good vs. bad cop: Bad cop is enemy of good cop and criminal 
o Prior interaction and the communication setting: 

▪ Women: prior interaction and face-to-face communication increase compliance 
▪ Men: no effect on the communication-medium, but prior hostile interaction limits 

compliance 
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5. Scarcity 

• Ex. “I persuaded a friend to come to a concert by saying that the artist isn’t coming back any time 
soon, so she had to grab her chance now” 

• If you make something a scarce good, people are going to like it more 
o Irrespective of its inherent quality, scarcity gives added value 

▪ Implicit belief that scarce things are better 
▪ Scarcity also triggers the idea of limited freedom and people are reactant towards 

that idea 
➢ They engage in behaviors to restore freedom 

❖ Reactance theory by Brehm (1966) 
→ Whenever our freedoms are limited or threatened, the 

need to retain them makes us want them significantly 
more than we did before 

➢ Reactance is not necessarily a conscious mechanism 
❖ We might feel a sudden increased longing for the product, and we 

might ascribe that feeling to presumed positive qualities 
▪ Ex. The value of first prints/editions 

➢ “precious mistake” 
▪ Mazis (1975): limited availability of detergents with phosphate 

➢ When our freedom to have something is limited, the item becomes less 
available and we experience an increased desire for it 

o Also informational scarcity can change one’s perception about the value attached to the 
information 
▪ Knishinsky (1982): merchants receiving information about the limited availability of 

good reacted stronger (more orders) if they were believed there were only a few 
people knowing this 

• Persuasive principles: persuading someone about the scarce availability of something, will increase 
the compliance to want it 

o Possible to combine with other principles 
▪ Ex. Scarcity to trigger interest, which can then be used as a commitment 

➢ Like bait and switch 
o Deadline technique: only a limited time window to decide on a product 

▪ Ex. Ibood.com; Lidl; Groupon; also the deadline of medical intervention 
o Limited number technique: the customer is informed that membership opportunities, 

products or services exist in a limited supply that cannot be guaranteed to last for long 

6. Authority and expertise 

• “I tried to persuade my friend to persuade my friend to go donate blood and told her that I did it 
before and there was nothing to be scared of.” 

• Persuasive principle: perception of authority or expertise is more likely to trigger compliance 
o Authority can be general (opinion leaders) or specific to a situation 

▪ Stressing years of expertise (ex. Stella, KU Leuven) 
▪ Use of symbols like a doctor’s lab coat 
▪ Use of titles (prof., CEO,…) 
▪ Some symbols result in perceived expertise over irrelevant topics 
▪ A suited man tends to demonstrate confidence 

o It can be real or symbolic 
o Lefkowitz et al.(1955): three and a half times as many people were willing to follow a 

jaywalker into traffic when he wore a suit and tie than when he wore a work shirt and 
trousers 

o Bank examiner scheme: automatic deference most people assign to authority figures or 
those merely dressed as such 

Specific  

General  
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Withstanding persuasion; ethics 
If used consciously and as a lie, this all is unethical 

• These tricks are a fundamental human mechanism in persuading each other, even without us being 
trained to use them 

o The techniques work because they are based on evolutionary adaptive biases 
▪ We survive as a species because we follow the opinions, suggestions from liked 

ones, experts and to reciprocate these people 
➢ Reciprocation is part of human nature 

o Salespeople often demonstrate these techniques, but sometimes it might be a result of just 
“being a nice person” rather than savvy training 

• It only becomes unethical when these technique are used as lies 
o It often comes at the long-term cost of the persuader’s and persuadee’s well-being 

▪ You don’t like it 
▪ Long-term cost for persuader, company  

o Most unethical application seems to be the use of these techniques in an online context 
▪ Companies changing their appearance 
▪ Cost of lies are not so big as in reality 
▪ Stressing the fact that it is popular is a persuasive trick that increases the likelihood 

that you will buy it, but you don’t recognize it as a trick 
Resisting persuasion 

• Sagarin et al. (2002): training to resist illegitimate authority 
o First studies had limited effect 

▪ Due, among others, to people’s illusion of comparative invulnerability 
➢ People think we’re better than others in a variety of issues, also in 

“resisting to persuasion”: third-person effect 
o Manipulation that did work: making people understand their own bad judgment 

▪ Everybody receives an ad 
➢ Half of participants asked to reflect about it 

▪ All participants then receive a list of all persuasive techniques used in the ad 
➢ Should show own vulnerability for those people who reflected about the ad 

❖ You have to be very careful in trying to find the persuasion that is 
going on 

→ Half of participants didn’t see it 
→ Half don’t realize that they didn’t know it from their self 

▪ Then a second phase with illegitimate authority 
➢ Participants in the experimental group were better able to resist this 

second persuasion attempt 

• Studying this course will give you understanding of persuasion, but not a shield against it 
o Superficial you focus on the general ad, but you’re not conscious off the underlying tricks 
o There is a huge set of limitations to persuasion literacy training 

▪ Will only work when  
➢ They are adequately trained,  
➢ There is a cue when you need to use your training 
➢ You have the time & motivation to do so 

o Up until about 10years ago, advertising took a different position as all the other contents 
▪ Due to the focus on media literacy and trying to guard people from these 

persuasion influence, there is now more implicit persuasion 
➢ Product placement in series instead of adds during the break 
➢ Native advertising where celebrity say something about the product 
➢ Much more difficult to try and find out what is going on 

❖ No more clear cues of what is persuasion and what is not 
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Chapter 8: small group persuasion 
Group dynamics: focus on how relations in the group affect the group 

• Individuals in the group have an effect on how the group as a whole behaves 

• Effect on individuals in the group by the group?? 
 Social influences having an effect on attitudes and behavior: when there is communication in group 

dynamic setting, it is persuasion 

Introduction 
Assignment triggered examples of the first type: effects on you as an individual 

• “Went to a restaurant and friends ate healthy, so I altered my choice to something healthy as well” 
o Social proof: look at what others do and then you behave a certain way 
o Group dynamics 

• Smoking first cigarette => normative behavior: peer pressure 

• Pass white line while driving in jam traffic => peer pressure 
Central thesis: people in a group tend to some kind of consensus 

• A “group” refers to the social psychological interpretation of that concept 
o Could be an ad hoc collection of people, or a true organization 

▪  Group can also be 5 people that take by accident the same elevator 
➢ Don’t know each other, but they are together in a certain situation 

o There is interaction among its members, although it might be subtle and implicit 
▪ Ex. Pedestrians on Tiensestraat going to station: behave like different groups 

➢ 2 of the group cross the street and the rest behaves a certain way: follow 
or wait 

o A central goal, although that might be implicit as well 
o Up to 15 members  

▪ Beyond that, typical group effects tend to diffuse 

• Minimal group paradigm 
o Basic setting where participants who don’t know each other are invited to a lab and are 

randomly distributed between the different groups 
▪ No specific goal, but when you challenge them, group A will fight group B to win 

➢ They try to take away something of the pride of group B 
o Hostility between groups and in-group motivation for success can already be achieved by 

just putting people randomly in groups 
▪ When 2 groups are merging, neither one will be happy: they will think that the 

other group is more present 
➢ Ex. Mix blue and red –> get purple 

❖ Red group: purple is to blue 
❖ Blue group: purple is to red 

▪ Ex. 2 traffic lanes and there has been an accident 
➢ All of a sudden, you’re acting as a group 

❖ A group: ritsen 
❖ B group: laten ze er niet tussen 

o A lot of day-to-day situations involve such “minimal groups” 

Effects on opinions and strategies in a group 

1. informational vs. normative social influence 

Informational social influence 

• You’re uncertain what to do, the group does something, you think it must be wright so you follow it 
o Private acceptance that doesn’t affect the group relations 
o Don’t know what to do, so you look at others 

▪ Typical case that when it exists, it is also open for peer pressure 

➢ You cannot exclude peer pressure from informational social influence 
➢ Always a potential of normative social influence 
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o Usually explained with War of the Worlds examples (Orson Wells) 
▪ Lots of people thought the radio show was real because they didn’t hear the 

announcement in the beginning that it was fake 
➢ When you are in doubt, you look to your neighbors and to the street: 

people there were panicking 
❖ Visually dominant behavior is in fact the wrong response 

→ You don’t see the people inside their house 
▪ Following the behaviors of others is not always the behavior of the majority and it 

isn’t always the correct behavior 

• People get influenced by what others do (implicit) or say (explicit) 
o Predominantly occurs in situations in which they do not know what is the proper action 

▪ Lack “information” and therefore look at others 
▪ Typically occurs 

➢ In an ambiguous situation 
➢ Involving a crisis 
➢ With others setting an example that can be perceived as expert-like 

o Stronger effect the more the action seems to be important 
o First research: auto-kinetic effect – Sherif (1936) 

▪ When you need to fixate on something, you’re eyes are constantly shifting places 
(5 times a second) 

▪ Ex. pitch-black room with one single small light point 
➢ You don’t know what’s happening: you think the light you see is moving 

because you’re eyes are moving 
➢ You start discussing it: ambiguous situation 

❖ After a few rounds of discussion, they settle for a consensus that is 
quite strong in the group 

o Reaction triggers private acceptance 
▪ If you personally get the same question again without the groups notice, you will 

still say the consensus answer 
▪ Non-compliance is difficult (and self-persuasive) 

➢ Really neglecting what others do in an ambiguous situation is difficult 

Normative social influence 

• Typically examples where you know consciously that you’re making a wrong/doubtful choice, but 
the group pressures you in a certain direction 

o Peer pressure= normative social influence 
o Typically explained with Ash experiments of lines (1951, 1956) 

▪ Due to the subjective small experience of peer pressure, you think that you should 
follow what the group is saying, even if you know what they say is wrong 
➢ Occurs when you think it is the right or wrong thing to do 
➢ No informational need, but still you follow the others 

• Even IF we know the proper action, we can feel group influence 
o Often labeled as group or peer pressure 
o Latané (1981): social impact theory 

▪ Stronger effect if 
➢ The group is more important, close(distance/time), bigger (leveling of rapidly) 
➢ There are no allies 
➢ The culture is rather collectivistic  (historic trend towards individualism) 
➢ Action/subject is less important 

o Effect more public than private 
▪ Resisting influences group relationship 
▪ Normative influence is a default that cannot be excluded 
 informational influence 
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2. Majority effects 

• Ash (1951, 1956) 
o Wanted to demonstrate human rationality 

▪ World War 2 & behaviorism 
o Easy task: in individual condition +99% correct 
o Experimental condition 

▪ Up to 7 unknown confederates; participant second to last 
▪ 6 correct group trials; 12 error trials (6 small & 6 big) 
▪ Little interaction with experimenter & confederates 
▪ DV: individuals errors by participants 

o Results: 76% conforms at least once with the wrong answer; in total 37% errors 
▪ 4 of 18 trials, participant followed incorrect answer of the group 

➢ People are not so rational but want to be conform, consistent with the group 
▪ Some private acceptance or at least post hoc rationalization as such 

➢ Started to doubt themselves because of the wrong answers 
❖ Suggested as a privately accepted answers 
❖ In reality it is based on the shame people have 

▪ Getting an ally: higher likelihood that you answer correctly 
➢ Subgroup that you pertain to, that you will belong to 

o Variations 
▪ How does the group react? 

➢ 1 confederate, 6 real participants 
➢ Participants believe that the confederate suffers from a mental illness 

❖ You fear that the group is going the think you’re the crazy one, 
even though you know you’re answer is correct 

❖ You’re an outcast if you don’t follow the group 
→ Idiosyncratic credits= by following the group you get the 

credits to, at some point, do something different then the 
group 

➢ Cf. Johnny Rocco case – Schachter (1951) 
❖ People who maintain a dissenting viewpoint, even when they are 

right, risk rejection from their group 
→ Effect is stronger if the group is important to the individuals 

▪ Help from another non-conformist? 
➢ 2 participants, one of which is seated in an ‘early’ position 
➢ Decreases the errors 

▪ Help from an erroneous non-conformist? 
➢ One confederate makes non-conformist mistakes 

❖ Suggesting there is no conformity in the group 
→ There is a higher likelihood that participant will also not be 

conform and gives the right answer 
➢ The mere presence of some other person escaping from the group norms 

decreases the normative influence on actual participants 

• Normative influence and conforming to the group 
o Demonstrated in setting in which it is evident that this is not correct or rational behavior 

▪ Often, of course, the group is correct and normative influence is for the good 
▪ Conforming is also good for bonding and group productivity 

➢ Group relations get better when there is more conformity in the group 
▪ Peer pressure has negative connotation, but it can be in the positive way also! 
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• Majorities also influence the thinking of groups 
o Convergence in gathering, processing and discussing arguments and information 
o Nemeth & Kwan (1987): word recognition task 

▪ In a string of letters, find words 
▪ Training: bogus feedback about how other group members solve the task 
▪ Test: recognize as much words 
▪ Result: individuals conform to the perceived group strategy, to the cost of not using 

alternative strategies 
➢ Just knowing how the group thinks, makes you think the same way  

❖ Also works from the individual to the group 
➢ Explicit group discussion where everybody believes in one strategy, they 

will exclude other strategies  

• In many cases there is a group reaction to the dissenter 
o Very low informational pressure and more normative pressure 

▪ The group is going to like you a little bit less if you don’t follow them (mostly implicit) 

3. Minority effects 

• Minorities can have a clear effect (see Ash variations) 
o Minority strategies to exert real persuasive influence exist 

▪ If there is someone else breaking the majority, this has an effect on you 
➢ But if you are the minority, you can break the majority too 

• Moscovici et al. (1969): perception of colors 
o 4 real participants, 2 confederates (pseudo-participants) 
o IV: confederate behavior 

▪ Consistent: confederates label a green card as blue 
▪ Inconsistent: confederates mislabel the green card only on 2/3 trials 

➢ More correct than consistent condition 
▪ Control: correct answers 

o Easy task if done individually 
o Results: majority participants are not so much influenced by the minority 

▪ In a subsequent, private task, the consistent condition participants clearly are 
influenced in their personal judgement on the boundary between blue and green 

 Consistent minorities are even capable of changing private perceptions 
▪ Minority influencing the private individual thoughts in a majority 

• Nemeth & Wachtler (1974): insurance claim 
o Discussion and decision within a group, then a private evaluation of each member’s 

opinion. Finally a private decision on a new claim 
o Confederate takes an extreme position in the group decision 

▪ Little influence of confederate on group decision 
▪ Effect on private acceptance of that one-person)minority in subsequent tasks 

➢ Effect of minority even stronger when confederate sits at the head of the 
table and chose to sit there as opposed to being assigned to sit there 
❖ Implies authority and confidence 

o Interesting consistent minority effect 
▪ Often replicated 
▪ Many real-life anecdotes 

➢ Consistent health claims, warnings,… 
➢ Also consistent within larger context  

❖ Ex. Do not warn against liquor and still promote beer 

• Moscovici: “majority leads to compliance, minority leads to conversion” 
o The conversion by the minority is not always to the minority’s point of view 

▪ Also leads to a deflection, much like the divergent thinking processes in ELM 
➢ You try to make the thought process a bit more conscious, which results 

in people having divergent thought processes and might result in 
thinking otherwise 
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o Variation on Nemeth & Kwan (1987) 
▪ When the group is informed that one person consistently uses different word 

recognition strategies it results in more strategies used by the individuals in the 
subsequent test phase 

o Minorities also bolster group creativity and originality 
▪ The different probabilities yield an objective indicator of originality or “uniqueness” 

of association 

Effects on group decisions 

1. Majority effects: groupthink 

• Groupthink= very specific and extreme type 
o Process where the group decides things that are much worse than what one individual of 

the group would do 
▪ Precisely because of all the social influence and strong social ties present 

➢ Groups want conformity 

• Most prominent examples: Bays of Pigs invasion 
o Historical case where the CIA thought it was a good idea to invade the Bay of Pigs in Cuba 

▪ Russia was becoming too friendly with Cuba 
▪ Had a great plan of attack 

➢ Failed to think about what if plan A didn’t work 
❖ Plan A didn’t work because special troops got stuck in a swamp 

→ Whole operation miserably failed 

 Group consensus and cohesion can explain this failure 
o Most disaster with some major engineering failure 

▪ A lot of hindsight bias in these examples, but all characterized by a string of 
decisions that seem to be very vulnerable and without a proper “plan B” 

▪ Typical for decisions made by a homogenous and cohesive group with a strong and 
involved leader 

• Theoretical framework suggested by Janis (1972, 1982) 
o An interactive, rather than additive, set of antecedents, symptoms and consequences 

▪ Number of reasons why groupthink can occur 
➢ Multiplicative interactive reasons 

o Antecedents of groupthink 
▪ Group is highly cohesive 

➢ Valued and attractive and people want to be members very much 
▪ Group isolation 

➢ Protected from hearing alternative viewpoints 
▪ Directive leader 

➢ Leader controls discussion and makes his/her wishes known 
▪ High stress 

➢ Members perceive threats to the group 
❖ Ex. Politics: perception of threat from other countries 

▪ Poor decision-making procedures 
➢ No standard methods to consider alternative viewpoints 
➢ Only gets attention after major failures 

❖ Ex. Crisis-communication plans 
o Symptoms of groupthink 

▪ Illusion of invulnerability 
➢ Group feels invincible and can do no wrong 

▪ Belief in the moral correctness of the group 
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➢ “God is on our side” 
➢ They are the ones that are correct and all the others are incorrect 

❖ Due to for instance one-sided reading of arguments 
▪ Stereotyped views of the out-group 

➢ Devil is on the others their side 
➢ Opposing sides are viewed in a simplistic, stereotyped manner 

▪ Self-censorship 
➢ Having a minority viewpoint, but deciding not to express it 

❖ People decide themselves not to voice contrary opinions so as not 
to “rock the boat” 

▪ Direct pressure on dissenters to conform 
➢ If people voice their dissenting opinion, there is direct pressure by others 

to conform to the majority 
▪ Illusion of unanimity 

➢ Illusion that everyone agrees is created 
❖ Not calling on people known to disagree 

▪ Mindguards 
➢ Group members protect the leader from contrary viewpoints 

o Will result in defective decision making 
▪ Incomplete survey of alternatives 

➢ Not looking for better solutions 
▪ Failure to examine the risks of the favored alternative 

➢ Focus on positive rather than negative consequences 
▪ Poor information search 

➢ Positively bias 
▪ Failure to develop contingency plans 

➢ Failure to develop “plan B”-type of actions 

• Research about groupthink 
o Esser (1998): A review of groupthink research 
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▪ Historical case studies 
➢ A lot of post hoc interpreted anecdotal cases that support the groupthink 

theory, but is does not confirm the groupthink theory! 
❖ Post hoc: narrative that explains something that you can link ideas 

with so that it is clear to you 
→ Shows that theory at least does seem to have some 

relevance in the light of the anecdote 
➢ Doesn’t prove the theory 

❖ Example that you link to theory rather than true test that confirm it 
❖ Haven’t measured within these historical cases 

 Explanatory framework 
▪ Empirical lab studies 

➢ Type of experiments trying to focus on specific parts of the theory 
❖ Focused primarily on the antecedents of groupthink 
❖ Wealth of data, but it is all carried out in different ways 

→ There is no single paradigm that researchers used, they all 
adopted their own approach 

➢ Given that this is a theory that it is quite crucial that all of these 
antecedents improve one another, it is quite difficult to recreate it in a lab 

▪ After this research of Esser, there hasn’t been many research about this again 
➢ We can think of groupthink as a reality, but it is not a proven theory 

o Groupthink as a psychological model of persuasive influence 
▪ Difficult research given the idea of specific interactions among the antecedents: 

hard to trigger in a lab 
➢ The goldilocks conditions: those type of theories where they say that 

something is only going to happen if an exact amount is present 
❖ You need all these factor together and with an exact amount of 

interval 
→ Ex. Planet that has life 

➢ Mixed results, but benefit of the doubt in favor of groupthink 
▪ As a metaphor or abstract model, it does fit well with the observations and anecdotes 

➢ Insightful to use it in reflecting on group decisions 
▪ Possible solutions according to the theory to avoid groupthink 

➢ The leader as a chair rather than direct 
❖ Leader of the group should be the one soliciting alternative ideas 

instead of expressing his/her thoughts 
❖ Leader should be impartial and should refrain from stating his/her 

position at the outset 
➢ Subgroups that have different meanings and let them express their opinions 
➢ External experts to get more ideas 
➢ Devil’s advocate: assign this role to a member of the group  

 Active minorities seem to be essential in avoiding a majority’s groupthink, but it 
is not guaranteed that this is going to work 

2. Minority effects 

• First research was within the realm of legal jury deliberations 
o Presence of a persistent minority results in more alternatives taken into account 

▪ A way to circumvent groupthink’s convergence in decisions 
o Is there an advantage of an institutionalized devil’s advocate? 

▪ Someone assigned to always have a dissenting opinion for the majority view 
▪ Pope Sxitus V used this technique to investigate beatifications and canonizations 

➢ Are there reasons to believe if the person is not a Saint? 
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▪ Organizational psychology: technique results in better group decisions and more 
diverse thinking 
➢ Still different from a true conflict 

❖ It is a role rather than a genuine opinion 
→ It is a less strong signal than when some other person (that 

isn’t assigned the role) is dissenting with the group 
❖ It is divergent, but it is not true conflict 

• Nemeth et al. (2001): insurance claim 
o Group discussion 

▪ Experimental condition with confederate as dissenter 
▪ Experimental condition with confederate as institutional devil’s advocate 
▪ Control condition 

o Results 
▪ Both experimental conditions result in more thinking 
▪ Only the condition with the ‘true’ dissenter results in more divergent thinking 

 The devil’s advocate results in more group effort to have convergent tasks 
▪ Confirming the original position or hypothesis: real dissenting opinions are 

supposedly still the best one 
o Variation 

▪ Group members know what the “real” opinion of the devil’s advocate is 
➢ “this is my real opinion” 
➢ Manipulated as consistent to “dissenter role”, inconsistent to that role or a 

control condition 
▪ Results: little influence 

➢ Informationally, the devil’s advocate with a consistent “personal” opinion is 
not different from the real dissenter 
❖ The absence of a conflict prohibits true divergent thinking 

→ We seem to justify an individual’s effort of fighting the 
group (a true dissenter) as an index of how important it is 
to reflect on the consensus 

3. Evolution of decisions 

• Polarization= influence process that is more extreme than the average of the individuals 
o It seems reasonable to expect that a group has more wisdom than each of its individuals 

and that a group will build on all the available pieces of individual knowledge 
▪ In reality, this is not always true 

➢ Groups tend to consensus and convergent thinking 
❖ 2 ways of how these pitfalls evolve –> 2 types of evidence 

→ More risks in group decision 

 A  lot of studies point out that groups take more 
risks than their individual members would do 

→ Less risks in group decision (later research) 
 Moscovici: groups tend to have consensus in the direction of 

their initial position and, thus, one could say that group 
discussion results in polarization 

➢ E.g. autokinetic effect 
❖ Evolution towards the initial majority position 
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 2 ends on a continuum 
 
 
 
Save option   neutral    risky option 
➢ A lot of anecdotes to confirm this 

❖ Ex. The reactions to terrorist attacks 
❖ Ex. How to deal with global warming 

→ Have nuclear energy yes or no? 

 Depends on what is the most pressing 

• 2 theories to explain polarization 
o Social comparison theory 

▪ Due to our need to self-evaluate, we look at the opinion of other group members 
➢ To “excel”, we try to do better than the “norms” set by others 

❖ Strengthens the direction of the initial group position 
o Persuasive arguments theory 

▪ In a group with the arguments for a mixed position, those arguments that align 
with the group’s collective initial position are more likely to be discussed 
➢ As a result, the discussion is most likely to further evolve in that direction 

 Both theories are tested and receive support. Most support for persuasive arguments theory 

• Persuasive arguments 
o Not all arguments are equally likely to be shared among the group members 
o Stasser & Titus (1985) 

▪ Task: select a candidate 
➢ Group decision among 4 members 

▪ IV: shared vs. unique info about the candidates 
➢ Unique info: each participant got 2 positive features and all negative features 
➢ Shared info: each participant got all the positive and negative features 
➢ The best candidate: 8 positive and 4 negative features 

▪ Results: group with the distributed information was not likely to reach the correct 
conclusion 
➢ Mostly discusses shared rather than unique information 

Epilogue 
• Also non-strategic (non-intentional) persuasion in many group setting 

o Characterized by open feedback in a jury of people 
▪ Ex. So you think you can dance, The Voice,… 

➢ Expert jury in the studio, non-expert jury at home 
➢ Open feedback: hear the feedback from the jury and see feedback from home 

❖ You learn from one another 
▪ Doctors in a joint diagnosis 

➢ Couple of doctors looking at the same case and give their opinion 
❖ Joint decision if you need a certain operation 
❖ Open feedback: they wright emails to each other, expressing their 

own opinions 
▪ Grading students, professors, employers 

➢ Some kind of jury and in many occasions some kind of feedback 
 There is always going to be a majority and minority, drive for consensus and polarization 

(informational or normative reasons) 
o Sports jury: combat sports, artistic sports, but also typical referee 

▪ Open feedback reduces variation between jury members 
➢ Synchronized swimming: judging based on informational needs 

X  

 X  X  X  X 

X X 
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➢ Rope skipping: judging based on normative needs: good to have consensus 
➢ Gymnastics: judging based on informational needs & affects ranking 

 Examples of non-reactive open feedback systems 
➢ Each decision is made individually, but the jury members receive some 

type of feedback afterwards and this will calibrate their future decision 
▪ Combat sports such as judo 

➢  Judo uses a reactive system where referees react to each other 
❖ Main referee calls it: other referees support or don’t support 

his decision 
▪ Study 

➢ Participants: 20 certified Flemish referees 
❖ Randomized in 2 groups 

➢ Stimuli: 22 fragments used for training 
❖ Randomized in 2 sets of 11 
❖ 2x2 design 

→ IV1: feedback order (yes/no vs. no/yes) 
→ IV2: fragment set 

➢ Prediction: less deviation from decision of head referee when participants 
were first briefed about this decision, then when they were not briefed 

➢ Results: Trained people are more likely to agree with a suggestion that you 
make before 

 
 
 

 

 

 

  

High deviation: don’t 

agree with referee 
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Chapter 9: health communication 
Use the groups to promote health 

• Correct norms, feeling of consensus, right injunctive norms,.. => create positive sphere 
Social groups and norms within groups are unhealthy 

Introduction 
Both focusing on prevention messages and therapy messages 

• Examples of assignment 
o Campaigns of smoking 
o Too young to drink: alcohol use during pregnancy 
o Eating: portion size campaigns 
o Road safety campaigns 
o Anti-drug campaigns: Nancy Reagan: “just say no to drugs” – campaign 

▪ One of the first campaigns where the first lady gives a societal campaign 

• As a citizen, it is much more likely to be targeted with prevention messages 
o Therapy messages are given when you already have the disease 
o Aim for the masses: prevention messages 
o Diagnose: ex. Darm- & borstkanker reclame 

▪ Aimed to the wider public to get yourself checked 
Most research on health communication is topical (actual) research as well: 

• STDs, smoking, teen pregnancy, drug abuse, childhood obesity,… 
o Often relate to what is fashionable as a research topic 
o Each topic obeys to general communication principles 

▪ Also introduces specific determinants 
➢ For every topic, you need to start all over again 

❖ Campaign against smoking is something totally different as a ‘drive 
safe’-campaign 

▪ Health communication research sometimes appears to be fragmented with only 
few general insights 

• “Health” also pertains to other disciplines as well, but these have limited understanding of 
communication 

o Health communication insight from such disciplines often is of a questionable nature 
o Ex. Medicine: best health communication campaign –> typically bad idea 

▪ Some might be good intuitively, but doctors making a health campaign is a bad idea 
o Ex. Psychology: great theory’s and models to explain behaviors 

▪ Psychologist stop where communication starts 
➢ They can predict health problem, but they have never researched how 

communication affects these factors that influence behavior 

1. Different models and approaches 

• What do these models have to do? 
o Understand how people are motivated (or not) for a certain behavior 

▪ Receiver of message is in a certain health situation where some treatment behavior 
is needed 
➢ Understand what will trigger that behavior 
➢ Think back from the person you’re addressing to your communication 

❖ What can we do? Our communication can affect that behavior 
o Understand how a communication can affect that behavior 

• Focus on attitude, attitude change & behavior 
o Most research also about cognitions 

▪ Say to people what they have to know 
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• Basic sender-receiver models 
o Scientist all have a course about how to communicate 

▪ In every one of these courses, the model of Shannon & weaver (1949) is present 

 
▪ Link between attitudes and behaviors (chapter 3) is very relevant to think about 

health campaigns 
➢ Type of reasoning that you need to have in a persuasion-type of view 
➢ Totally absent in model of Shannon & Weaver 

• Psychology & decision making 
o Useful to understand what is happening, but not for influencing implicit attitudes or 

behavior 
o Theory of Reasoned action / Theory of planned behavior (Azjen & Fishbein) 

 
▪ Type 2: central thinking-type of model 

➢ Explicit, conscious attitudes leading to explicit, conscious behavior-
intentions leading to explicit, conscious behavior 

▪ Most of the models applications in psychology is in health 
➢ Even communication scientist keep on using this model on social marketing 

perspective 
➢ Ex. Good to reduce smoking in general, but won’t work for smoking at a 

party 
▪ 2 major consequences 

➢ Only focused on explicit behavior 
➢ No communication in model 

❖ You can think about communication consequences, but 
communication itself is not present in the model 

❖ You can try to change people’s attitude against the result, you can 
try to affect the norms 

→ Can install new behavioral beliefs, change attitude 

 Ex. Picture on package of cigarettes 
→ Affecting norms: ex. Include family in ‘I promise’ road 

campaign Belgium 
 You can link it to the theory, but no “do this type of communication 

and you will get this type of effect” 
o Health belief model (Rosenstock) 

  
People’s beliefs about health problems, perceived benefits of action and barriers to 
action, and self-efficacy explain engagement (or lack of engagement) in health-
promoting behavior 
(Wikipedia) 
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o Health belief model (Rosenstock) 

 

 
▪ 2 basic ways to try to increase the likelihood that people take preventive action 

➢ Work on incentive actions 
❖ Take away the barriers and increase the good stuff 

→ Work on balance to make it look easy to prevent the thing 
than to face the consequence 

 Seems more logic to prevent that to face the 
consequences 

❖ Increase the perceived threat  
➢ Communication are cues to action 

❖ Ex. Marketing, media, advice,… 
❖ Should result in higher perceived threat of the disease 

▪ Very simple model 
➢ A lot of people think it’s good 

❖ If the campaign doesn’t work, just increase the threat  
→ In reality this is not working 

 Threat is not enough 
o Protection motivation theory (Rogers) 

 
▪ Protection motivation idea 

➢ Triggering concept 
➢ Affected by 2 things 

❖ Threat appraisal: the more people feel threat, the higher they feel 
motivated to protect themselves 

❖ Coping appraisal: need to know how to cope with threat 
→ Give them tools to protect against the threat 

➢ Ex. Anti-smoking campaign 
❖ Threat appraisal: you’re going to die and suffer while dying 

❖ Coping appraisal: giving free nicotine patches 
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▪ Much better & already suggests something for communication 
➢ At the same time, the model reduces communication to something as 

“push the button and magical things will happen” 
❖ It doesn’t say how exactly to communicate 

 Good theory but doesn’t say much about how to start it 
o Stages of change (Prochaska) 

 
▪ With regard to health behavior, people can then be categorized in different 

segments 
➢ Precontemplation: people who don’t care 
➢ Contemplation: in January, I’m going to do something 

❖ Sort New Year resolution 
➢ Preparation: preparing for action 
➢ Action: currently engaged in the behavior or idea of following it 
➢ Maintenance: have been doing it and keep on doing it 
➢ Relapse: did it but are acknowledging that it doesn’t work 

▪ Gives cues to identify needs of different people 
➢ Different segments have different needs => different perspectives 

❖ Start thinking, start doing, continue doing,… 
 Know what you should work on, but not how: doesn’t tell anything about 

communication 

• Marketing models 
o Bv. Healthy eating: different perspective 

▪ Story –> lot of cues 
o Censydiam (Callebaut et al.) 

 
▪ 2 axes: power vs. belonging & pleasure vs. control 

➢ 8 different motivations people can have in a consumer context 
❖ Control: ex. controlling your diet to needs 
❖ Pleasure: ex. fun aspects of healthy eating 

 ▪ Categorize people, focus on different needs they have, adapt communication to 
those needs 
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• Communication models 
o Even communication scientists not always start from such a paradigm 
o Extended parallel process model (Witte) 

 
▪ Your message should work on both a threat and coping (efficacy) side 

➢ Threat appraisal 
❖ You’re going to include some type of threat (processed first) 

→ Threat really triggers attention: takes you from system 1 
type of processing to system 2 (triggers system 2 thinking) 

 Breaks from the clutter of all persuasive messages 
=> message gets more attention 

 Threat as a way to stand out with your one 
message against all others 

 For health communication, threat is always quite 
relevant, whether it is for prevention or for therapy 

 Ex. Doctor uses threat because he knows 
that there is only 1 opportunity 

→ Even if it is system 2, it is not always rational 
❖ If it is not severe, nothing is going to happen (disregard) 

→ If it is high in severity, you continue (fear) 

 Fear doesn’t mean it is working 
➢ Efficacy appraisal 

❖ Danger control: constructive response 
→ Give a name to the concept –> much easier to think about it, 
→ Ex. BOB, almost a brand type 

 Continued campaigns needed 
❖ Fear control: defensive response 

→ Not enough coping or efficacy cues 
→ Maladaptive response: reason away your fear 

 Find a lot of reasons why the message doesn’t 
pertain to you 

→ Ex. Smoking: no cancer in family, eat healthy,… 
→ Ex. Road safety campaigns: you think you’re not as likely as 

the average person to get a car accident 

 Fear to get hit by other, not that you hit someone 
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o Elaboration likelihood model 

 
• Most health communication is too directive and focusing on the system 2 type of information 

processing –> only objectives 
o Ex. Food triangle 

▪ Bad: this is model, but doesn’t take into account the habits of people 
o The key for effective health communication is a balance between enough threat (as a 

catalyst and attention grabbing cue) and information to solve the threat 
▪ EPPM & Common Sense model 

o Illustration: smoking 

Common-sense model 
A communication science model 
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• Goal is to construe a heath message that leads to an adaptive behavioral change 
o Adaptive change: real prevention, early detection, successful treatment 
o Not always possible to measure 

▪ Sometimes speak of clinically significant rather than statistically significant findings 

• Don’t forget that a health message is just one part of the persuasive context in which the behavior 
is situated 

o Other messages still occur, E.g. marketing communication for the unhealthy product/behavior 

• Common-sense model AKA illness perceptions model, illness representations model, self-regulatory 
model, parallel process model, Leventhal’s model 

o Not always described in the exact same way, but the underlying idea is the same 
o Different interpretations of the same model 

 
• Basic idea 

o Messages about the health-related issue are coming in 
o Elicit emotional states (affective version –> quicker than cognitive) 

▪ Leads to automatic & deliberate procedures for emotional control 
➢ Try to regulate emotion about threat that comes in 

▪ Leads to appraisal of situations 
➢ Ex. “Omg I should do something” 

o Leads to cognitive evaluation of situation 
▪ What is the problem, what symptoms do I have 

➢ How to cope with it 
❖ Translate in specific action plan: if this, then that 

o Messages can also have a direct effect on cognitive processes 
o Cognitive can give feedback on emotional state 

• 2 problems 
o Some type of campaigns have a too cognitive approach and don’t trigger fear 
o Not enough coping appraisal 

 Both coping and threat appraisal is needed!! 
 
Key features 

• Based on a typical distinction of “cold” (cognitive) vs. “hot” (affective) processing 

• Action plans are the more concrete version of behavioral intentions 
o TPB ends with behavioral intention: I will do this 

▪ Not thinking about the specifics 
o Action plan: I’m going to do it at that moment 

▪ Much more specific 
o Campaign that gets you to make an action plan is much more effective 

▪ We all have behavioral intentions 

• A balance between enough threat and the cognitive triggers to resolve the threat 
o Using the threat-related drive to make action plans 
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• Starts from a set of stimuli: previous knowledge, symptoms and messages (in all forms) 
o Really is a communication model rather than a health behavior model that is applicable for 

communication purposes 
▪ Start from communication put into a broader perspective 

o Ex. Road campaign wet too fast, gone too soon 
▪ Media: good campaign 

➢ Reached a lot of people 
➢ Very emotional: gigantic level of threat 
➢ Easily feel as if you were a person in that situation 

▪ Persuasion: bad campaign 
➢ Slight to respectable increase in attitudes against speeding driving 
➢ Problem: doesn’t give precise type of efficacy cues you need 

❖ Driving too fast is not as exact and conscious as you think 
→ You know it is bad, but you do it unconsciously 
→ If you find 1 person driving harder than you, you’re not 

speeding (it’s not you, it’s the others) 
❖ No coping cues installed to take care of how to move over to a new 

habit where you really stick with the speed limit 
→ No specific way present how to do it 

 To emotional 
2 routes: dual process model 

• It is a feedback model where the “hot” and “cold” coping appraisals also deliver new input for 
future processing 

o Threat first comes to mind: first process 
▪ Afterwards heuristics 

➢ Hot vs cold following up one another 
o Cold processes are not rational 

▪ Cognitive: thinking about stuff and finding relations between observation and your 
feelings 
➢ You interpret your feelings different within time (early December vs early 

January) 
▪ Many heuristics play a role 

• Threat cues 

 
o Identity: the label and symptoms associated with the condition 
o Timeline: expected time of onset and duration of the condition 
o Consequences: physical, social and psychological outcomes 
o Control/cure: ability to control disease progress or cure the condition 
o Cause: factors responsible for the development of the condition 

 How we interpret messages from our bodies and our surroundings will depend on our beliefs 
regarding these five attributes 

Cognitive part in model –> heuristics 
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Prevention messages 
Just receiving information is not sufficient to motivate people for prevention 

• Even if a person receives and understands such info, it is not sufficient 
o Of course, receiving the info is necessary 

• Lay perspective: “people are not motivated for prevention because they do not feel the threat. 
Hence, we should just increase the threat level” 

o Cf. Operant conditioning research on animals 
▪ Fear for negative consequences conditions behavior 

➢ Punish: likelihood will decrease 
➢ Reward: likelihood will increase 

▪ For animals this works, but from a certain moment, this stops working for adults 
➢ Humans engage in complex processing of the situation, potentially 

escaping the threat on a cognitive level 
❖ Not believing the message, not trusting personal moderating factors 
❖ Need enough efficacy/coping appraisals 

o Ex. Smokefree campaign: Threatening + call to action 
▪ One of the basics of health communication in communication science 

➢ Threat needs to compensate with efficacy & coping cues 
Researches 

• High fear does not directly increase behavioral change 
o Janis & Feshbach (1954) tooth decay 

▪ Denial hypothesis: people exposed to strong fear-arousing messages would reject 
their implications ad fail to agree with the messages in addition to failing to engage 
in the messages’ recommended behaviors 
➢ NOT THE CASE! 

▪ Not necessarily due to denial of the message 
➢ High fear resulted in more compliance with the message 

❖ Attitude change (expected from narrative persuasion) 
➢ No behavioral change due to a need to first regulate the emotions 

❖  TRA/TPB: quite mechanically: if you’re attitude changes, you’re 
behavioral intention changes and therefore your behavior should 
change 

❖ Kornzweig (1976): fear results in attitude change, but only one day 
later it also affected behavioral change 

→ Emotions need to settle down 
o High fear can thus result in maladaptive coping 

▪ Reducing the fear without reducing the actual threat 
▪ See all kinds of denial behavior by humans 

➢ Pregnant women still drinking alcohol 
❖ The chance of getting a mentally disabled child is so small, that the 

door to drink remains open 
→ “just one glass of Champaign, to celebrate with friends…” 

➢ Smokers concealing the shocking images on cigarette packs 
❖ Started buying packing cages: don’t need to look at the pictures 

→ Fear control: literally denying what is going on 
▪ Attitudes do probably have an effect 

➢ You’re attitude has changed 
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1. Action plan and implementation intention 

• Action plan vs. implementation intention 
o Both ask the message recipient to specify a time and place for performing a specific action 
o Action plan: first step is to review one’s behavioral environments to locate the action, time 

and place for performance 
o Implementation intention: forming the intention to act and less attention to surveying the 

fit among the environment for action, existent behavioral plans and the best place in which 
to insert new action 

• Leventhal et al. (1965): tetanus 
o High vs. low fear messages 

▪ Comparable length and contents: basis is the same 
▪ Differences in language cues and images used 

o Half of participants triggered to make an action plan 
▪ Reschedule agenda to go to the medical center for a vaccine 

o Results 
▪ High fear message results in more fear, higher prevention attitude and prevention 

intention, but no increase in prevention behavior 
➢ Cognition effects (knowledge effects) 
➢ Change attitudes & behavioral intentions 

▪ High fear + action plans result in more prevention behavior 
▪ Only action plan without prevention message: no effect 

➢ Action plans are necessary but not sufficient 
➢ E.g. Threat is necessary but not sufficient 

❖ Need an action plan to get real behavior 
 A balance between threat appraisal and efficacy appraisal 

2. Cognitive and affective component 

• Representation of the threat, both affective and cognitive 
o In many (too rational) health behavior models, such representations are often assumed in a 

too rational manner 
▪ Such as the expectancy value models like TRA/TPB 

➢ ELM: rational 
➢ Specific cancers often seem much more severe than the general word “cancer” 

❖ Something that TRA can’t deal with 
o Common sense model: intuitive, implicit representation, driven by heuristics based on 

constructs such as identity, time, causes, consequences and controllability 
▪ Messages that align with (and take into account) such heuristics illness 

representations have a higher likelihood of being self-relevant 
➢ And thus motivated processing 
➢ Cf. ELM 

❖ The more the message seems relevant to you, the more you 
process it central (triggering all kind of cognitions) 

▪ Ex. Road safety 
➢ General campaign: doesn’t apply to you 

❖ Different set of aspects that apply to you 
➢ You focus on the exact heuristics so that you think the message is self-

relevant 

Compliance to therapy: symptoms as cues 
Compliance to treatment largely depends on how people interpret signals (as messages) from their own body 

• Ex. Taking antibiotics: finish the whole cure 
o Sometimes you stop because you feel better 

▪ Feeling better is communication from your body 



80 
 

• Ex. A gradual illness or condition 
o For a lot of illnesses, these evolve quite gradually 

▪ At a certain point, you have the impression that something was better 3 years ago 
➢ With these tiny bit of increase/decrease, it is difficult to know if it is due to 

illness or due to for ex. Age 
o Treatment: a lot of symptoms gradually go away 

• Ex. Therapy without clear short-term effects 
o Psychiatric diagnoses like depression 

▪ 5 or more of the 9 symptoms –> vague kind of diagnosis 
➢ Treatment is also kind of vague 

❖ At what time to you need to be treated or when is it working? 
❖ After a long time (5-6 months) you might see some progress 

1. Heuristics in interpreting symbols 

• Only few symptoms are really consciously perceived 
o The iceberg metaphor: most symptoms are not perceived or interpreted as symptoms  

▪ Symptom messages go through an interpretation process before leading to health 
action 

o Cameron et al. (1993): symptoms 
▪ Patients surveyed before their appointment with the GP (huisarts): all report new 

symptoms as a reason for their doctor’s visit 
➢ Matched control group without a GP visit: less “new” symptoms reported 

❖ Look for people who are as similar as possible as the ones found in 
the GP (ex. Same age, gender,…) 

▪ Those reporting symptoms actually report just as many (but not perceived to be 
reasons for a doctor’s visit) 
➢ For some people, the same symptoms are a reason to go to a GP, while for 

others it is not 
 Symptoms are perceptions!! 

▪ The difference: interpretations of symptoms as an illness signal 
➢ Labeled as diseases, assumption of consequences presumed, assumptions 

of time frame of symptom development, potential causes 
❖ Interpretation of the same type of symptoms! 

▪ Once diagnosed and the treatment started, much depends on the patient (and 
his/her environment) 

▪ Somatic changes interpreted as informative and relative to the ultimate treatment 
goal 
➢ In part, independent of those signal’s true informational value 
➢ Some symptoms/signals have nothing to do with the illness and are still 

interpreted as such 
➢ Some illnesses are asymptomatic and still we interpret changes as 

pertaining to our treatment 
➢ Meyer et al. (1985): chronic high blood pressure 

❖ No bodily signal of regular high blood pressure 
→ Your body adapts, you don’t feel it, your doctor needs to find it 

❖ 70% therapy compliance among those (illusory) perceiving 
improvement in their condition vs. 30% among those not seeing 
improvement 

→ Patients believing that it is working take the treatment to a 
much higher extent than those who didn’t feel a thing 

 You literally don’t feel any changes in your body, it 
is perception! 
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• Heuristics are mental shortcuts to process information 
o Both explicitly and implicitly, although the shortcut itself mostly is implicit 
o Symmetry: if we perceive a somatic signal to be a symptom, than we look for a label (an 

illness) to match it 
▪ Vice versa: if we believe to have a condition, we are highly perceptive of 

“symptoms” 
▪ Baumann et al. (1985): false feedback about blood pressure 

➢ “high” vs “normal” blood pressure 
➢ Influences self-perceived symptoms 

❖ Not true: You cannot chronically feel you’re blood pressure 
→ Just knowing/thinking you have symptoms, makes you look 

for an illness and thinking you have an illness makes you 
look for symptoms 

 When a person has symptoms, he will seek a label or an interpretation and if the 
person is given a label, he will find and report symptoms 

o Stress-illness heuristic: deciding whether a symptom is due to “just stress” or an illness 
▪ Important driver for vague and ambiguous symptoms (like most are) 

➢ Those having self-perceptions of stress and symptoms, are more likely to 
attribute these to stress (only 20% consults a GP) 

➢ Enduring stress and symptoms: maybe stress causes a conditions that 
triggers those symptoms (40% consults a GP) 

➢ Stress combined with “obvious” symptoms: easier to discern illness as a 
cause (40% consults a GP) 

o Time-span and severity of symptoms 
▪ Timespan: more important diagnostic symptom, but it lacks a clear call-to-action 

➢ Of course, if you suffer long from a certain symptom, it seems to be 
important 
❖ But why should you decide on day t+1 to consult a doctor if you did 

not do so at day t? 
▪ Severity: difficult to study, except in a scenario study 

➢ Most common disease have lower severity 
➢ We’re also going to apply it when it is not true 
➢ More severe and painful symptoms are more likely to lead to care seeking 

▪ The duration appears to be more important than severity 
➢ Likely due to the smaller number of very severe symptoms compared with 

the number of moderate or milder symptoms 
❖ If the number of moderately severe symptoms is greater than that 

of very severe systems, the set of symptoms that will be evaluated 
by duration will be much larger than the one that will be appraised 
by severity 

➢ Duration will be used more frequently to assess symptoms and will be a 
more “important” heuristic for evaluating the meanings of somatic 
messages and the need for health care 

o Age vs illness: mostly for older populations 
▪ Difficult to correctly attribute symptoms to one of the two causes 

➢ Vague symptoms: only notice these if you actively compare yourself to 
your younger version, which we only do that from time to time 

➢ Even vague but acute symptoms such as fatigue 
❖ we can easily find contextual reasons (such as age) to attribute 

such symptoms to 
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o Comparison with others, again understood from within social comparison theory 
▪ When objective criteria for interpretation are missing, we often seek to compare 

ourselves with comparable others 
➢ Are we coping better or not 
➢ Examples mass psychogenic illness 

❖ Vague set of symptoms that potentially a quite large group of 
people have 

❖ There is something of a crisis and people are unsure of how to 
react 

→ One possible reaction is that everybody feels ill 
→ Ex. Big fire in factory with a lot of smoke 
→ A whole lot of people feel very ill, but this might be untrue 

 People affecting each other psychologically 

 People interpret cues that are not really there 
▪ Contextual comparison: even the context of the social comparison plays a role 

➢ Kulik et al. (1993): post-operation patients provide the best social 
comparison information for pre-operation patients 
❖ Although they are not the most comparable ones 

➢ Mazen & Leventhal (1972): contextual influence on how we perceive the 
communicator 
❖ Information about breast feeding and having the newborn sleeping 

in the mother’s room 
❖ Caucasian and Afro-American pregnant mother communicating 

→ Before or after giving birth 
❖ Results 

→ Breast feeding: more accepted by same racial communicator 
→ Sleeping: more accepted if communicator is also pregnant  

➢ Depending on the topic, other contextual variables can be influential 
▪ Prevalence: perceived severity of an illness depends on the perceived prevalence 

➢ Inverse relation 
➢ The number of people facing a threat affects how people interpret the 

seriousness of personally relevant health messages 
➢ Jemmot et al. (1986) 

❖ Bogus feedback: a positive test for pancreas condition 
❖ IV: how other participants score on this test 

→ Suggesting high or low prevalence: a lot of people have it 
or only a couple of people have it 

❖ Results: those believing it is a common disease, worry less about it 
❖ Remark: like many heuristics, this one is based on a true distribution 

in reality, but blindly applying it to each case introduces a bias 

Applications/settings 

1. Doctor – patient 

• Increasingly important topic in medicine: “medical care” 
o Doctor’s appointment : 5min on diagnose, 10min on communication 
o Most attention to presentation skills and superficial communication skills 

▪ Little attention to cognitive and persuasive skills 
▪ Paying attention to superficial communication skills often results in improved 

patient satisfaction, but not necessarily in improved compliance or understanding 
➢ Persuasive skills also apply in this situation 

❖ With a reflection on the end-goal being understanding or 
compliance 
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o Ley (1977, 1997): order of presentation is important 
▪ Often, a patient-doctor interaction is a single occasion per intervention. Hence, all 

goals should be met in that session 
➢ A natural tendency to first “warn” (a fear cue) the patient can limit the 

further processing of the information 
❖ Balance the threat and the coping 

• Other methods 
o “patient educators”, counseling in other medical disciplines,… 
o Diabetes Prevention Program 

▪ At risk, non-diabetic people divided in three groups 
➢ Lifestyle changes: series of counseling sessions aimed to increase 

knowledge and prevention (much more expensive) 
➢ Drug therapy 
➢ Placebo 

▪ Best results for the counseling group: after 3 years, 58% decrease in diabetic 
diagnoses compared to control group (31% for medicinal group) 

o 2 shortcomings of a lot of studies in this realm 
▪ Little to no theory involved 
▪ Scalability of the optimal interventions to an affordable medical care for all? 

2. Campaigns 

• Relevant and personalized health communication  campaigns 
o Assumption: all intended recipients from a segment (an at risk group) should have a lot in 

common, so one can use this commonality to address them 
o Some anecdotes demonstrate the potential of such campaigns 

▪ Some campaigns seem to work (at least in the long term): ex. Smoking, road safety 
▪ Success in commercial settings, such as advertising 

o Much like in advertising, one can question the return on investment (ROI) 
▪ To what extent are the campaign’s objectives met? 

➢ Difficult to identify which elements of the programs are essential and 
sufficient for change 

➢ Spend a lot of money to the campaigns 
❖ Compared to the budget Coca-Cola is spending, it is not that much 
❖ Can’t see the direct effect on smoking behavior –> not enough money 
❖ Less people are smoking –> money is not wasted 

▪ To what extent are they due to the campaign? 

3. Multilevel campaigns and research 

• No unified theory because every situation is different 

• Messages targeted at different groups, e.g. schools or different geographical regions 
o Secondary school: relevant age group 

▪ Prefer participating over having classes 
▪ Ex. sample of 1500 students 

➢ Issue: each of the students pertains to a certain region 
❖ Clustering principals 

→ Each student is not an independent subset within the 
sample 

 Strong relation between students in class 
→ A lot of correlation of potentially predicting variables in 

one class 
▪ Expensive and time-consuming methodology 

o Experimental vs. control group 
▪ Volunteering participants 

➢ Larger section in society 
▪ Ethical issue when your control group does not receive the better treatment  
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o Longitudinal study on the evolution of markers (attitude, behavior, psychology) in each group 
▪ Individual scores aggregated at the group level 

o Sometimes, natural experiments occur 
▪ Rogers et al. (1999) in Tanzania with radio-based narrative health persuasion 

➢ Problem of getting electricity to every village 
❖ Not everyone gets important information 
❖ Compare 2 regions: 1 with radio, 1 without 

▪ Methodological advanced techniques necessary 

Additional factors and examples 
Mass media vs. personalized campaign 

• If you make a message threatening enough for a target group, it is not important if it is 
personalized 

o Can we personalize mass media campaigns? 
o Petrie et al (2003): one can creatively scale a “personalized” message to mass media 

campaign 
▪ Train people to perceive their symptoms 

➢ Train people to recognize a symptom 
❖ Easy for diseases with symptoms one can easily perceive 

➢ Trigger campaign with symptom => gets personalized 
❖ Don’t focus on target groups as people, but target a symptom 

→ Much more easy than targeting people (e.g. marketing) 
➢ Ex. Pulmonary hypertension 

❖ 100 people in Flanders suffer from it 
❖ With this kind of message, it is quite personal: they trigger 

symptoms everyone will have 
❖ Bad campaign: level of threat and personalization is way too much 

than it should be 
➢ Ex. Generic ads for Over-The-Counter drugs like pain killers 

▪ A two-stage approach with first some way of collecting data and the targeting 
information 
➢ Ex. Online questionnaires where information gets used to target people 

❖ Try to first lure them in with something that seems entertaining 
→ Afterwards, you start your health communication 

➢ E.g. embedded in a medium like a serious game 
Duggan & Bates (2000) 

• Extent of information desired (EID) 
o You can use a quite simple questionnaire to find where exactly the amount of medical 

information desired by a person lies 
o Specific research on e.g. patient leaflets of therapy or medicine 

▪ Relates to Need for Cognition 
➢ Not so much of a difference between NFC and EID 

❖ Quite high correlation 
▪ Patient information should be adapted to the patient’s expected level of processing 

➢ Gets implemented in baby steps 
➢ Ex. Leaflet of therapy or medicine 

❖ Past: words and medical terms that the average person didn’t or 
only vaguely understood 

❖ Now: much more appropriate language that 60 – 70% of the 
people comprehend 
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Prescription of anti-depressive medicine to youth 

• October 2003: warning in medical literature not to prescribe SSRI drugs to youth because it would 
increase suicide attempts 

o SSRI largely flattens out all your emotions 
▪ At the same time regulates your mood 

o Message had strong effects on doctors (Katz et al, 2008; Libby et al, 2007) 
▪ Fewer prescriptions= aimed-for effect 

➢ Good health communication 
❖ Successful and on a medium (between doctors) 

▪ Fewer depression diagnoses 
➢ Diagnosis that is often made with typically described drug 

❖ Solution isn’t as convenient anymore, doctors don’t diagnose it 
anymore because the easy cure isn’t available anymore 

→ Leaves us with a great amount of young people who have a 
depression 

 Untreated young people with a major health 
problem 

➢ Maybe due to more correct diagnoses, or to an erroneous decrease in 
diagnoses because there was no easy therapy 

▪ No increase in alternative therapy 
➢ Therapy takes longer time and you don’t feel the same physical as strong 

▪ Increase in suicide attempts 
➢ Undiagnosed youth 

 System 1 vs system 2 thing working 
o System 2: this is bad, we’re not going do it 
o System 1: no easy fix so not going diagnose it 

▪ A lot of system 1 barriers which doctors had to do the right thing, leading to these 
results 

The KU Leuven research line about food marketing targeting children 

• Food marketing mostly for unhealthy (processed) foods 
o Contrasts with the often dull/scary messages we receive concerning healthy 

▪ Healthy food have always been communicated in a dull way 
➢ Parents need to make their children healthy 

❖ Need to fight all the funny commercials for unhealthy food 
▪ Unhealthy food is communicated in a fun way, ex. Sugar flakes Choco Pops 

o Study the persuasive techniques as used by marketers 
▪ Understand why they work 

o Then try to apply them in other setting, e.g. for healthy foods 
▪ Often used technique for children: endorsements 

 Have to think about the competitive nature of what exactly is the enemy of your health communication 
 Ex. Road safety: when you’ve partied for 4hours and all your friends are drunk, you’re not thinking 

that rational as the campaign intended 
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Chapter 10: Political Persuasion 
Political persuasion has changed drastically over the past 7 decades 

• 7 decades ago: it was all about rhetoric’s and a tiny bit about persuasion 

• Now: all about persuasion 
o Brand asset: marketing communication perspective now in political persuasion 

▪ Ex. Yes we can 
▪ Ex. Nike: swoosh 

o Trying to imprint narratives 
o Trying to use arguments, but also peripheral cues 
o Media have a gigantic role 
o Agenda setting 

▪ Ex. The migration pact, the “yellow vest” movement protests in Paris 
➢ Reinforcing loops between media, politicians and public 

Introduction 
Chapter focused on US 

• Interesting, but we should understand that part of the dynamics are also due to the differences in 
the voting system 

o Primaries, direct elections, voting is not mandatory, primaries,… 
o Part of these dynamics still apply elsewhere 

▪ Ex. in a lot of corporate democracy: many organizations have structures that 
resemble such a US political system 

• A lot of research on US political persuasion 
o Even in a different political system, a lot of discussions follow the same principle 

▪ Ex. Belgium: multi-party system, but discussions usually follow a pro-cons dichotomy 

• 3 stakeholders: media, politicians and citizens 

Historical overview 
Media clearly interfere in the political area 

• Political persuasion used to be rhetoric, directed to only a subset of the population 
o Now it is mediatized, and politicians increasingly manage their own (social) media 

▪ Berlusconi: head of all the media in Italy & politician 
▪ Managing your own media in a mediatize political landscape 

➢ Ex. Donald Trump 
o Visual media report and persuade in a different way and also give impetus to political careers 

▪ Impact of media concurrent with changes in voting system 
▪ Flemish examples: Steve Stevaert, Patrick Janssen, Frey Vandenbossche, Inge 

Vervotte, Bart De Wever, Ben Weyts, Kristof Calvo,… 
➢ “zondag = weyts dag”: every Sunday Ben Weyts finds something and is in 

the news 
o Diffusion of media bolsters competition and a race for headlines 

▪ Changing the contents of journalism and its persuasive effect 
➢ Non-substantial elements therefore become increasingly important 

❖ Quotes, branding,… 
❖ See also the debate on post-truth politics  

o Effects aggravated with social media 
o Ex. Debate Kennedy – Nixon (1960) 

▪ First presidential debate on tv and radio (before 1960 only on radio) 
➢ Those listening to the radio believed on average that Nixon won the debate 

because he had better arguments 
❖ Not listening to radio: no persuasion 
❖ Listening to radio: central route, system 2 => listening to arguments 
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➢ Those watching the debate on TV believed that Kennedy won  
❖ Visual cues have a meaning and matter 
❖ More peripheral cues that are also potentially of influence 

→ Ex. Kennedy looked better than Nixon and was better 
trained in body gestures 

→ Minor effect, but impressive effect in elections when it 
influence thousands of Americans 

Media effects 
Only discusses the direct persuasive effect on political behavior/attitude 

• Initial belief: only small effects (or no effects) 
o Mass media seemed to only strengthen initial predispositions 

▪ Political preferences where thus seen as predispositions (traits: long-term perspective) 
▪ Law of minimal effects 

➢ If media have an effect, it is minimal 
➢ The principal effect of exposure to the campaign was to reinforce existing 

political predispositions 
o However, initial research was limited 

▪ Studied only dispositions, but not other relevant political attitudes/behaviors 
▪ Only self-report survey research 

• Current point of view: multiple effects are real and substantial 
o McGuire et al. (1986): salvaging hypothesis 

▪ Media control (consciously or not) the political agenda 
➢ Effect of the media on citizens and, as such, on politics 

 Agenda control / Agenda setting (1st & 2nd order) 
➢ 1st order: importance of topic: topics we think about 
➢ 2nd order: how we think about the topics 

o McGuire et al. (1985) 
▪ Direct political persuasion on ideas and political preference 

➢ Direct effect from politicians on both the media and the citizens 
 Direct political persuasion 

1. Agenda setting & priming 

• Media are often the only source of information 
o Therefore, they set the agenda (1st order) and even influence how people think about these 

topics (2nd order) 
▪ Ex. Belgium: “Brussel-Halle-Vilvoorde”; immigrant crisis – Marrakesh; nuclear energy;… 

➢ People don’t know what it is about (the exact problem) but we know that it 
is high on the agenda and that it needs to be solved 

➢ Also absence of news  (e.g. about China) 
▪ Media report on rather technical issues and the continuation of such topics can 

also result in disinterest 
➢ Ex. Months of reports about migration pact, after a point, there will be no 

further increase of how people think about it 
➢ Can have an effect (e.g. polarization), but a continued attention will not 

result in further effects 
o Two types of research 

▪ Experimental: clear causal implications 
➢ Iyengar & Kinder (1987): news broadcasts 

❖ “US dependency of foreign energy’ 
❖ IV: news items watched (BS manipulation) 

→ Control group: no news items 
→ Experimental group 1: 3 news items 
→ Experimental group 2: 6 news items 
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❖ DV: perception of whether US depends on other countries for energy 
❖ Results: 24% vs. 50% vs. 65% 

→ No news items vs. 3 items –> it doubled: a quarter vs half 
of the participants believes it is important 

→ Actually, this is a very small type of manipulation (max 6 
news items), still with strong effects 

▪ Correlational: more easy to get data, more real-life, no causality 
➢ Mere correlation vs. time series research 
➢ Typically 3 elements: Reality, perception by audiences and volume of reporting 

Media 
 
 

Reality      Audience perception 
❖ What you expect: 

→ Reality influences the media (media objectively report) 
→ Media have strong effect on audience (objectively 

influence audience) 
→ Maybe underlying direct effect of reality on perception 

❖ In reality, this is not true 
→ Media don’t objectively report 
→ Media is also influenced by the audience: they are careful 

listeners of their audience and report on what the 
audience wants 

➢ Behr & Iyengar (1985) 
❖ DVs: economy, news about economy and opinions about economy 
❖ News influences opinions, independently from objective reality 
❖ Results: no reverse feedback effect: news does not change due to 

changed opinion 
→ Nonetheless, this is what media often claim “people make 

the news” 

• Agenda setting 
o Moderators of agenda setting 

▪ Personal relevance of the news item 
➢ Media attention will then further support one’s idea that it’s an important topic 

▪ Perceived importance attached to the news item: first item, use of strong images,… 
o Psychological explanation 

▪ Automatic process via accessibility of topic 
➢ If you can think easily or if it is very accessible, it must be important 

▪ Deliberate process based on one’s memory or perceptions of news item history 
➢ People also actively reconstruct their past news experience 

❖ If you can recall news items about it, it seems to be more important 
o Agenda setting also instrumentally used 

▪ Lobbyists etc. trying to put something on the agenda 
➢ Getting things in the news puts things on the political agenda 
➢ Ex. Yellow vests 

o 2nd order effects not so much researched, but they do exist (e.g. framing) 

• Priming 
o Cognitive process where if you get to think about a concept, it activates related types of 

information and therefore you respond quicker to related concepts 
o Political persuasion context 

▪ Influence of the media (and agenda setting) on political decisions 
➢ Much like how a cognitive prime subtly nudges our thinking and behavior 
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➢ If you believe that topic X is important (e.g. for reasons of agenda setting), 
you will more likely adjust your voting behavior to that topic 
❖ Consequence: much of the political debate is not targeted on a 

shared topic 
→ Politicians try to focus on their own topics 
→ Ex. Belgium 

 OpenVLD: focus on Europe & taxes 

 N-VA: focusing on migration 

 Dioxin crisis on 1999: Green party tripled in voters 
because of food crisis 

o In a specific version, priming leads to momentum 
▪ In a chronological / iterative voting system, such as the primaries in the US or the 

regional elections in Germany 
➢ Polls as a prime for momentum (with a non-scientific interpretation of 

differences between polls); or social media (descriptive norms) 
❖ Polls are not an objective measure that we should consider apart 

from the election 
→ It will affect the voting behavior 

▪ Individual differences in priming effect 
➢ Stronger for those who think politicians are accountable 
➢ Stronger for those trusting media and being interested 

2. Framing 

• The way a certain message is presented 
o There are 2 sides of the same coin 
o Effects of presentation on judgment and choice 

• Strong psychological effect, cf. Kahneman & Tversky 
o Potential gain vs. loss framing 
o Framing is a strong effect that is quite reliable 

• Also in political news, frames are used 
o Cf. how we talk about a variety of socially relevant topics 

▪ It is just a reality 
▪ Ex. Of political news framing effects 

➢ Equivalence: same content but different feeling to the message 
❖ The same content framed differently, is going to have an effect 
❖ The use of different, but logically equivalent, words or phrases to 

describe the same possible event 
❖ Rarely possible in real-world political contexts 

➢ Emphasis: emphasizing a different part of the message 
❖ Placing emphases on different subsets of potentially relevant 

considerations 
▪ Politicians, but also media themselves, apply such frames 

➢ This is used consciously and unconsciously 

• Media: episodic vs. thematic framing 
o Episodic: narrative, cases 

▪ Depicts issues in terms of concrete instances or specific events 
➢ Often visually appealing –> provide more “viewer appeal” 

o Thematic: argument based, background, structural facts (numbers & figures) 
▪ Places public issues in some general abstract context 

➢ Takes the form of in-depth “backgrounder” reports dealing with general 
outcomes or conditions 

o Pressure on media to please their audience 

▪ Results in more episodic framing 
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o Effects on the consumer 
▪ Iyengar (1991): malnourishment among the poor and decrease of employment 

among the unschooled 
➢ IV: episodic vs. thematic framing 

❖ Episodic: focus on 1 family and show what they eat (show images) 
❖ Thematic: facts and figures: …% 

➢ Results 
❖ Episodic news results in more personal attributions to the individuals 
❖ Thematic news results in societal / structural attributions 

 Shocking images might not be the best way to persuade people that a 
structural action is necessary 

o Ex. Death & donation 
▪ If you show people 1 death child, people donate way more than when you show 

more deaths (1 child gives a story) 

• “Mediators”: political preference, source credibility, degree of cognitive processing, need to evaluate 
o Some are moderators: (not all, figure this out yourself!) 

▪ People are more likely to accept frames that are consistent with their political 
predispositions 

▪ Source credibility is a necessary condition for framing effects to occur 
▪ People are less susceptible to framing effects when they are given an opportunity 

to deliberate on an issue 

• “The crooked media” 
o Frame of Trump: framing the media in a certain way 

▪ Same with “crooked Hillary Clinton” 
▪ Had an effect on people: perceptions of fair and unbiased media reporting 

decreased drastically 
▪ At a certain point, Trump realized that the word was not strong enough 

➢ He replaced it with “Fake”: works better 
❖ Framing nowadays is specific on using certain words 

o Case: FOXnews 
▪ To our perspective, Foxnews is really biased (ex. Neglects global warming) 

Direct political persuasion 
McGuire (1999): major determinants of attitude change 

• Source: either news media or candidates and political parties 

• Message: ex. Particular subject matter of a news report or the tone of a candidate advertisement 

• Receiver: wide variety of predispositions and attributes 
Political persuasion requires a set of joint contingencies among message, source and receiver factors 

1. Receiver effects 

• Converse (1962): no direct effect on both the most and the least attentive consumers of political news 
o Polarization for previously strongly informed: 

▪ If people have certain point of views prior of the political debate, after the debate 
these point of views will be even stronger in the same direction 

▪ In the end, you’ll be even more strongly convinced on what you initially believed 
o The effects pertain to the middle group: small adaptation effect 
o Level of attention relates to political preference 

▪ More attention – strong preference – little change 
▪ Less attention – weak preference – no incentive for change 

• Zaller (1992): other factors 
o Volume and intensity of the message increase persuasion 

▪ Volume: how many messages you’ll see 
▪ Intensity: how strong each message is in itself 

o Discrepancy between original position and the persuasive message 
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• A dual part system results in amplification (polarization) rather than mere persuasion 
o Assimilation for those who think the message fits their earlier position 
o Contrast for those who feel the message contradicts their earlier position 
o Also, a segregation via social media, where people experience filter bubble (= echo chambers) 

▪ You live in a circle of people who are like-minded and you communicate with them 
▪ Both points of view think it is strange that people think differently about it because 

it gets polarized in your subgroup 
o Belgium: multi-party system, but dichotomy on topics 

▪ Pro vs. against, Flemish vs. Walloon, left vs. right 

2. Source effects 

• People are convinced about which political families have issue ownership over topics and segments 
of society 

o Experts in certain domains: 
▪ “Socialist parties represent blue-collar workers and the unemployed” 
▪ “eco claims are for the green party” 
▪ “small businessmen will vote for the liberal party” 

o Iyengar & Valentino (2000): “issue ownership” hypothesis 
▪ Policy reputations are tantamount to assessments of source credibility 
▪ A message was deemed more informative if the source corresponds with the issue 

ownership hypothesis 
o Also pertains to other features: gender, background, professions,… 
o Strategic option: attract a “specialist” to the party, of course with the danger of being 

dependent on that person 
▪ E.g. Maggie De Block a doctor as the minister for health care 

3. (De)mobilization 

• Persuasion to go voting 
o Cf. US election system with registered voters and a right rather than a duty to vote 

▪ Campaigns to mobilize voters, but also to demobilize the opposing voters 
▪ Recent 2016 US presidential election 

➢ Little focus on the indecisive voter, more on the mobilization of the 
convinced voter 
 Obama (first term): strong focus on mobilization of subgroups of 
society’s that were not voting up until that point 

o Strategies: door-to-door, mail, telephone 
▪ Time-consuming campaigning behavior 

➢ Volunteers: door-to-door behavior 
▪ Demobilization typically takes the form of negative or attack campaigns in which 

each side denigrates the opposition in the hope that a sufficient number of 
“opposition” voters will find the allegations and candidates sufficiently distasteful 
to abstain from voting altogether 

o Ansolabehere & Iyengar (1995): mobilization and demobilization have 4% effect, mostly on 
indecisive voter, resulting in an apparent polarization 
▪ Effects tend to be concentrated among independent swing voters 

➢ By discouraging independent voters from voting, negative campaigns make 
the electorate’s voting preferences more polarized 

4. Media expansion effects 

• We no longer have nation-wide media 
o Media are segmented, and social media show a filter bubble 

▪ See the earlier rather paternalistic broadcast of BBC (UK) and VRT(Flanders) 
▪ An open market now implies that the medium should also attract its consumers 
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➢ Traditional mass news media even have to compete with internet-based 
curation now (Google news, Facebook, Twitter,…) 
❖ Media want you to consume them 

→ Adapt their messages to what they think you’ll find 
entertaining 

 At the same time, we’re not all getting the same 
information 
=> People select their own media! 

• Three theories about selective exposure to media 
o Motivated by dissonance (Cooper, Mirabile & Scher) 

▪ = Partisan selectivity 
▪ We don’t like cognitive dissonance so we consume media that will have minimum 

cognitive dissonance 
▪ Nowadays, you can live tour life without having news, or getting it only from their 

Facebook feeds 
o De facto selectivity (Sears & Freedman) 

▪ The idea that, rather than political predispositions, other factors that are themselves 
correlated with political predispositions motivate people to self-select into the 
audience for a particular communication 
➢ People self-select into more or less politically engaged and informed strata 

so that people who are more likely to be exposed to any given political 
message, are more likely to be exposed to all political messages 

▪ Ex. You have different musical tastes, suggesting that you listen to different media 
stations which results in getting different news 

▪ Ex. Tuning more to some TV stations than others, resulting in different types of news 
o Utilitarian selectivity (Iyengar et al.) 

▪ The demand for news depends on the subjective utility or relevance of the 
coverage to potential members of the audience 
➢ Those for whom an issue is particularly relevant, form an “issue public” 

that is more attentive than the general public to communications about 
that issue 

▪ You consume media because it delivers something extra 
➢ You use the media you consume to get something extra 

▪ Far more frequent than partisan selectivity 
 Much more framing effects due to the fact that people are selective in their media use 

Additional: local political persuasion 
Ex. MailOnline: Brussels burns 

• Pro-UK, anti-EU kind of newspaper 
o Framing, not objective 
o Indeed, there were 100.000 protesters and cars were set on fire 

▪ Left car: migrant who just started a plumbing business 
➢ Belgian public crowdfunded a new (not second-handed) van with all new 

tools and everything 
o Visual framing: 2 cars were burned, 50 people got in a riot with the police 

Media frames, politicians frames and that’s just the reality 
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Chapter 11: Prejudice 

Introduction 
Encounter in many different situations 

• Different names: stigma, stereotype, prejudice,… 

• Ex. Health communication 
o Stigma’s and stereotypes about for ex. Obese people 

▪ They apply and sometimes have a strong impact on how we deal with people 
o One we start stereotyping people, we start to increase the social distance between 

ourselves and them 
Historical reason for a prejudice chapter in persuasion course 

• Many famous examples pertain to stereotyping and prejudice 
o Ex. Adolf Hitler & Martin Luther King 

▪ A lot of political persuasion is built on prejudice and stereotypes 
➢ Try to frame the other party stereotypically as “only doing this” and frame 

the people 

• Definition: a negative attitude, used as a stereotype for a whole group, affecting one’s overt and 
covert behaviors toward that group 

o Overt behavior towards minority groups 
▪ Many sensible people know that it shouldn’t be prejudiced, but it slips through to 

our covert behavior 
➢ Ex. In train: not sitting next to a certain person in the train, while if it was 

someone else sitting there, you would also sit 

• Focus in this chapter is racial prejudice 
o Lot of research: societal massively important 
o Very visible cue 

▪ Partly built on the fact that you can easily categorize people belonging to the one 
group or the other 

▪ Anything that is visible in terms of cues is much more likely to be stereotyped 
o Very complex, even more complex than status or gender 
o Difficult to change 
o Insights are transferable to other stereotyped behavior 

▪ E.g. professions, hobbies, company members 
o Ex. Jane Elliot’s Blue eyes vs. brown eyes exercise 

▪ Experiment to try to see what are the consequences of discrimination and 
stereotyping people 

▪ Brown eyes are the superior group 
➢ You get group dynamics: they begin to bully one another 
➢ At a certain point, she changes the role: blue eyes are superior 

▪ End conclusion: people do discriminate one another 
➢ Meaning: you are racist 

▪ Shows the dynamics about how racism works 
➢ Her study is about stereotyping based on the color of eyes 

❖ Racism is one way of how we stereotype 
❖ We stereotype constantly 

→ One type is quite comforting: being heterosexual 

 Only bisexuals are not discriminating 
→ Stereotyping in food: salad with meat, apple apart 

 Fruit vs vegetables: depends on how/when you eat it 
➢ Showing people that they stereotype doesn’t mean that they are racist 
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The psychology of prejudice 

2. Cognitive basis: categorization 

• Human tendency to categorize 
o Makes live much easier 

▪ Black vs white; boy vs girl; fruit vs vegetable;… 
➢ Can be linked to the principles of previous chapters (system 1 vs. system 2) 
➢ Thinking about broad categories 

▪ Mostly categorized in dichotomies 
➢ The more you get an expert, the more differences you’ll see 

❖ Expertise typically leads to nuances and subcategorization 
➢ Ex. Fruit vs vegetables 

❖ Child: broad; expert: sweet fruits vs… vs… 
▪ Related to our approach to summarize in schemata 

o You can expect such categories and their related perceptions (stereotypes beliefs about the 
categories) particularly apply in rather automatic processes 
▪ Already partly explains why in self-paced questionnaires people may seem to think 

less stereotyped than they actually are 

• Schemata are not necessarily a bad thing 
o Are adaptive tools to summarize, store and reproduce knowledge 
o Often bear some correctness 
o Are only maladaptive in specific situations 

▪ When dealing with a situation/person that does not fit the schema 
▪ When the categorizing feature is actually not the best feature to do so 

➢ Ex. In many occasions, SES is a better index than race 
o Prejudice occurs when a (status majority) group applies a stereotyped view to a category, 

irrespective of its evidential value for that case 
▪ The case is the group as a whole or an individual in that group 

Conditioning and stereotypes 

Development and existence of stereotypes 

• 2 classic view (each hypothesis has some truth) 
o Paternalistic: imprinting of a stereotype by family, environment 

▪ Ex. Zwarte piet: you’re told a story that pertains the prejudice conceptually and 
affects your view on the world and therefore, prejudice exist 

▪ In general, people exaggerate its effect 
o Erroneous information processing 

▪ Racial prejudice: people have 4 types of information 
➢ White people vs. non-white people 
➢ Positive vs. negative behaviors 

❖ We typically know the positive, we only know the negative if it is 
very negative 

 White people Non-white people 

+ A lot of info 
 

Not much info 

- Quite much info 
 

Not much info 

❖ White people: a lot of info about positive and negative behavior 
about white people 

→ Non-white are the minority –> not much info 
▪ People will focus on the positive things of the own group and the negative things of 

the out-group 
➢ So we only use 2 of the 4 types of information 
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➢ Exaggerate info (more attentive, store better, easier to recall) 
▪ Also applicable on other stereotypes than racial stereotypes 

• CELA: Cognitive Environmental Learning Approach 
o Not only the individual, but also in reality, there is an error 

▪ Information= result of (reality x person) 

 
➢ People from majority have more info of majority 

❖ Even if you pertain in minority, you have more info about majority 
→ Only if you live under a rock you can have more info about 

the minority than about the majority 
o We don’t make absolute inferences about a and b, but we compare them 

▪ In that comparison, we make a “small” mistake not to calculate a Chi2, but to 
compare row-based inferences 

▪ We have a conclusion about entity a and b  
(how positive they are) 
➢ Compare the strength of both conclusions 

❖ For each row: you make a correct conclusion 
❖ The only mistake you makes is in the comparison between both 

→ 60% on 10.000 people for a, 60% on 100 people for b 

 Not quite sure about b, so think that a will be better 

 Normaalverdeling veel hoger bij a dan bij b, 
verdeling bij b is breed en laag, bij a small en hoog 

→ You trust hypothesis 1 more than hypothesis 2 
➢ Ex. Dog: gets treat from mom during the week (majority) and from you 

during the weekend (minority) 
❖ Dog likes mom better 

o Gives primers on how difficult it is to change prejudice 
▪ You can indeed forbid all books about prejudice and can have a legal approach 
▪ Cognitive bias: people will be more focusing on the positive things of the own 

group and the negative things about the out-group 
➢ Contact-hypothesis: the more you bring them in contact with the minority 

group, the less they will be biased 
❖ More contact implies more information 

 Not going to solve everything: still pertain to majority and most of 
regular life will be in majority 
❖ Not suddenly going to have more info about minority than majority 

➢ The only thing that you could do, but is unfeasible in reality, is trying to get 
people exposed to biased information 
❖ One way to change this idea about stronger believe about own 

hypothesis is to try to shift the hypothesis about the other group 
→ Give more info about positive effects about minority 

 Keep them away from negative 

 Shift distribution (meer naar rechts, meer pos) 
o Rather than 60 – 40 pos-neg distribution 

about majority, you’re going to try to push  
 

(majority) 

(minority) 

them to get a 80-20 distribution about 
the minority 
Shift hypothesis, but not the strength 

 Positive Negative 

Majority 6000 
observations 

4000 
observations 

Minority 600 observations 
 +100 

400 observations 
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Basically, you shouldn’t be biased, but you’re going to be because you can expect more positive things 
about the majority because there are more observations about the majority 

• Drastically increase positively about positive minority so you’re a bit more sure, but still lacking info 
compared to majority 

3. Motivational basis: in-group favoritism 

• Social identity theory: human tendency to self-evaluate is accomplished individually and in group 
setting (where we derive positive feelings from the group) 

o Also results in a human better-than-average bias that transcends to the groups we are part of 
▪ See minimal group paradigm studies 

o Unjust treatment of an outgroup (to better the relative position of your in-group) even 
helps to restore your feelings of self-worth 
▪ Fein & Spencer (1997): self-esteem threats were repaired if participants had a 

chance to derogate out-group members 
o Stereotypes and prejudice are a result of the motivation to do and think about your 

group(s) in a too positive way 

4. Psychodynamic theory: aggression 

• Non-expressed aggression is a motivation according to psychodynamic theory 

• We seek for some symbolic way to express such aggression 
o We have such needs, because reduction of aggression brings us closer to the goal of 

homeostasis (~ balance) 
▪ Stereotyping minorities might be such a behavior 
▪ Can be illegal, but most times it is legally allowed –> modern racism 

o Prejudice and stereotyping can be the symptom of a trait or even pathology 
▪ Authoritarianism (Right-wing and left-wing authoritarianism) 

➢ Authoritarian personality: characterized by  
❖ Exaggerated submission to authority 
❖ Extreme levels of conformity to conventional standards of behavior 
❖ Self-righteous hostility 
❖ Harsh treatment of deviants and minority group members 

▪ Somewhat related to Need for Closure 
➢ Also some implications with communication science and persuasion 

• Relative deprivation theory 
o Prejudice arises when people perceive, ether accurately or not, that they are being 

deprived of some resource relative to other people or another group 
 

In sum, a variety of cognitive and motivational processes promote the perception that the in-group is 
different from and better than the out-group, leading to prejudiced attitudes.  

• Cognitive processes serve to form and maintain group differences 

• Motivational and psychodynamic processes promote in-group favoritism and out-group derogation 
 These processes are self-perpetuating: once prejudices are formed, they can become highly resistant to 

change 

Campaigns 
Popular campaigns against prejudice typically adopt moral (social norms) or legal appeals to persuade people 

• More or less successful examples 
o Moral: Civil rights movement; soccer associations against racism 

▪ Moral campaign for unconscious prejudice is quite weird 
➢ Top level system 2 campaign is not going to be enough 

❖ Consciously people will know that they don’t need to do it 
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➢ Sometimes, a legal campaign can be better 
❖ Also top level system 2, but due to the legal aspect, you’re much 

more aware that you CANNOT do it 
→ Constantly reminding you that you can’t –> becomes a 

habit routine (system 1) 
▪ Ex. moral campaign: say no to racism (EUFA) 

➢ Think about it from different chapters 
❖ Attitudes: implicit vs explicit (system 1 vs system 2) 
❖ ELM perspective: trying to be more (personal) relevant: top players 

from different countries 
→ Player from favorite team, your country,… 
→ Repetition: peripheral cues 

 Not to many distractive peripheral cues 
❖ Narrative: the whole campaign had a bit of a narrative 

o Legal: civil rights act 1964; the continuous pressure from organizations such as centers for 
equal opportunities 
▪ Ex. Unia: report discrimination –> constant law suites 

• Campaigns clearly impact perceptions on what is allowed/desirable 
o Progress mainly on attitudinal level: we think about it different, but question remains if it 

really affected our explicit attitudes and behavior 
o Cf. agenda setting, norm effects in TRA/TPB, the effect of threat on health attitudes 

▪ Not enough media-budget to do it with a softer approach 
➢ types of campaigning (see introduction chapter) 

❖ Legal 
❖ Hard: use the big gun because lack the possibility of soft campaigning 

→ health communication &  prejudice 
❖ Soft: persuasive tricks 
❖ Design 

• Questions remain 
o Do they impact the individual level? 

▪ Generational change: only children in moral development really feel the impact 
o Do they change perceptions? 

▪ Mere change in some behaviors, not in de the underlying attitudes? 
➢ Would in fact result in a shift to other prejudiced behaviors 

1. Campaigns and the moral aspect 

• Often, moral appeal campaigns focus on conflicting attitudes 
o Examples: 

▪ Christian values vs. discrimination (Uncle Tom’s Cabin 
▪ Land of the free vs. discrimination (Civil Rights) 
▪ The playfulness of sports vs. racism (“voetbal, een feest!”) 

o Rockeach (1973): value self-confirmation  
▪ Attitude change via manifest value conflict between egalitarian view and prejudice 

➢ Cognitive dissonance should bring solution 
❖ Does work, but it is a very intense procedure and mostly pertains to 

explicit behaviors 
▪ Exposing the conflict results in resolving the prejudice 

➢ Real drawback: time-consuming, really intense methodology 
o Empathy: trying to demonstrate how it feels like when being prejudiced 

▪ Jane Elliot: blue eyes vs. brown eyes 
➢ Can be used to demonstrate of how it feels to be in the receiving end of 

being discriminated 
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▪ Griffin’s journalism experiment 
➢ Journalist disguised as a black minority individual 

❖ Tried to live as a person from a different race and wrote a book 
about it 

→ Written from white perspective to what it feels like to be black 
▪ Batson et al. (1977) 

➢ Interview homeless person and afterwards, when you get to know them, 
you drop a bit of your prejudice 

 Again, very time-consuming and question about long-term effects remains 

2. Campaigns and the legal aspect 

• Implicit idea: changing the law can forego a change in attitude 
o Making people believe correctly can even change attitudes 
o Cognitive dissonance theory (Festinger): people experience an uncomfortable state of 

“dissonance” when they act in ways that go against their beliefs 
▪ People are highly motivated to resolve this aversive state of dissonance 

➢ One way of resolving is to change one’s attitude to be consistent with one’s 
behavior 

• Contact hypothesis: more contact leads to better mutual understanding and this leads to less prejudice 
o Sherif (1955): Robbers Cave experiment 

▪ Two groups first bond and then compete in a summer camp setting. In a third 
phase they have to cooperate, which reduces the ingroup bias 
➢ Minimal group paradigm 

❖ Stage 1: establish group affiliation 
❖ Stage 2: instigate intergroup prejudices 
❖ Stage 3: implement Intergroup contact theory 

o Deutsch & Collings (1951): similar test in a community 
 A lot of assumptions for such a common-goal contact to have an effect on prejudice 

o Contact hypothesis is true on very strict assumptions 
▪ Necessary conditions or contact to reduce intergroup conflict (Allport, 1954) 

1. Equal status among participants both within and outside contact situation 
2. Cooperative rather than competitive integration 
3. Institutional support for the contact (e.g., the authorities should support contact) 
4. Relatively high levels of intimacy (e.g., one-on-one interactions between individual 

members of the two groups) 
5. Positive outcomes of contact 
6. Interaction partner of similar competence 
7. Nonstereotypic interaction partner 
8. Similarity in beliefs and values 
9. Contact with a variety of group members in a variety of situations 

 Common enemy 
➢ Ex. Meeting with colleague from other departments 

❖ Common enemy can be for ex. The boos 
➢ Ex. Salesperson: client will like salesperson when he’ll ask the boss 

3. Psychology and measurements 

• Difficult attitudes to measure unbiasedly or to measure the exposure to the campaign 

o Maybe one’s initial attitude even predicts exposure to the campaign 

▪ Bias in who is going to be exposed 

o Two general strategies 

▪ Intergenerational shift in attitudes and opinions about policy 

➢ Positive results 

❖ Shuman et al. (1997): more positive attitudes 

❖ Dovidio & Gaertner (1986): less frequent use of stereotypes 

➢ Less positive in Devine and Elliot (1995) 

❖ Change rather than improvement 
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▪ Consistency between self-reported attitudes and actual behavior 

➢ Crosby et al. (1980): campaigns have positive effects on attitudes, not on 

behavior 

 Contradiction in findings: improvement vs. shift? 

▪ Jones & Sigall (1971): social desirability 

➢ Explicit questionnaire: question & object to which it refers to is explicit 

❖ Chapter 2: explicit explicit version 

➢ Control group: report to researcher (presumed social desirability) 

➢ Experimental group: report to researcher and truth machine 

➢ Results: more stereotypes reported in the experimental condition 

 A shift seems to best fit the findings. Campaigns communicate about new norms to 

which people only adapt in their explicit reporting and behavior 

Modern prejudice 
We need to understand the shift in racial attitudes 
 Measure the system 1 things that are underneath!! 

• Possible explanations 
o Symbolic racism (Kinder & Sears) 

▪ We feel inhibited to demonstrate our racial attitudes, resulting in a type of 
symbolic use favoring the in-group at the cost of the out-group 
➢ “they are welcome, but should do this and this and that” 

❖ Ex. They can come here when they have a job 
→ No law in Belgium that you should ever work 
→ Different policies could relate to certain prejudices in your mind 

➢ Modern racism scale assesses one’s inclination towards policy and values 
that harm the racial out-group 

o Aversive racism (Gaertner & Dovidio) 
▪ We experience a conflict between egalitarian values and racial attitudes, 

motivating us to avoid conflict situations 
➢ Resulting in decreased contact with the out-group 
➢ You know you shouldn’t do it, but still you feel that some prejudice is left 

and you avoid situations where you’ll be confronted with this prejudice 
❖ Explicitly you can say that there is no problem, while implicit there is 

→ Avoiding the problem rather than solving the problem 
o Ambivalent racism (Katz & Hass) 

▪ One can have positive and negative attitudes concurrently, like a bipolar attitude 
➢ Depending on the situational specifics, the one or the other will prevail 
➢ Ex. Loved ones 

o Dissociation of prejudice (Devine) 
▪ Quite surely present in a lot of people 
▪ There is a dissociation between explicit (deliberate) and implicit (automatic) attitudes 

➢ Explicit: we are somewhat neutral 
❖ Implicit: we are extreme: negative or positive 

➢ We are mostly unaware of our implicit attitudes 
❖ Counteracting such implicit attitudes require motivation, time & energy 

➢ New measurements techniques are necessary: racial attitudes boosted the 
research into implicit attitudes 
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Implicit prejudice 

1. Measure 
Lexical decision task 

• Sequential trials on a computer 
o In each trial one has to judge whether a shown combination of letters Is a word or a non-

word (quick decisions, mostly automatic) 
o Prior to these letter strings, a prime word is shown so shortly that we know it is not 

processed consciously 
▪ The prime relates to the racial categories 

o The target words are traits that can pertain to one’s prejudice about these categories 
▪ The faster people recognize these letters as a (trait) word, the more the prime 

activated the trait concept, the more the participant has an implicit racial attitude 
➢ Response time suggest how much you relate the concept in the prime with 

the stereotype in the trait 

• Able to study the contents of the prejudice, not the general evaluation 
o To study the evaluative aspect of racial attitudes, Fazio et al. (1995) adapted the lexical 

decision task to evaluative priming 
▪ Prime: picture of a person pertaining to Caucasian or Afro-American group 
▪ Target word: decide whether or not I implies something good vs. bad 
▪ Valence of the stereotype: the extent to which the A-A prime accelerates the 

decision on the “bad” vs. “good” target words 
➢ Reaction time is evaluative directive type  

▪ Usually, such a measure does not correlate well with self-report racial attitudes 
➢ Dissociation: implicit vs. explicit attitudes that are not related 

❖ Not related means that you have 4 different options 
→ Both positive implicit and explicit 
→ Both negative implicit and explicit 
→ Positive implicit and neg explicit 
→ Negative implicit and positive explicit 

❖ Category that is typically is missing is the one that has negative 
explicit and positive implicit attitudes 

o Implicit association test 
▪ Measures the extent to which the simultaneous activation of stimuli inconsistent 

with anti-black bias slows down participants’ ability to process information relative 
to stimuli pairs that are consistent with anti-black bias 
➢ Anti-black bias is reflected by the degree of response slowing when two 

incongruent concepts are activated in comparison with two congruent concepts 

2. Changing implicit attitudes 

• Based on our knowledge about implicit prejudice, what strategies exist to decrease it? 

o Thinking positively: frequent exposure to de-biasing cognitions (associations between 
positive and the stereotyped group) 
▪ CELA 

 Positive Negative 

Majority Most 
information 
 

 

minority  
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▪ Dasgupta & Greenwald (2001) 
➢ Participants exposed to pictures of positive-outgroup or negative-ingroup 

associations 
➢ Racial IAT test 
➢ Results: lowered the IAT immediately, and even one day later 

❖ If the media only reports on the negative stuff, they are in a biased 
way feeding our cognitions 

o Conscious overriding of implicit stereotypes 
▪ Kawakami et al. (2000) 

➢ Initial measure of implicit attitude 
➢ Training: agree with stereotype vs. disagree with stereotype 

❖ Were shown pictures and always needed to explicitly say “not true” 
➢ Post-measures: disagreement training reduces stereotypes 

❖ Not changing the real attitudes, but training people that if they feel 
something that is a stereotype, they should say no to it 

 Is not going to solve it! 

• Both methods of de-biasing implicit racial attitudes occurred without actual persuasive 
communication 

o The manipulation was a behavioral task 
o Genuine persuasive communication can probably not do the trick 

▪ We need to focus on a new set of persuasion skills that are typically not studied in 
a persuasion setting 

▪ We should not just dismiss explicit persuasion campaigns for prejudice 
➢ The effect on norm perceptions etc. is valuable 

▪ We should not only focus on the prevention of prejudiced behavior, but we should 
also trigger positive behaviors because they seem necessary for implicit attitude 
change 
➢ Just focusing on prevention, much like in health communication, is not 

good, we should focus more on the trigger behaviors 
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Chapter 12 

Introduction 
Ad= paid-for, identifiable communication 

• Coming from a brand & hosted by an above-the-line medium 
o Above-the-line: TV, radio, magazines, papers, billboard & internet 
o All other “ads” pertain to the broader domain of marketing communication 

• ELM offers a general understanding of ad effects: eyeballs + relevance 

 
o Advertising mostly processed peripheral 

▪ Eyeballs approach to advertising: pump ads in your media and hope that at some 
point, something will come back to the brand 
➢ Maybe when you’re in a store, you’ll chose that specific brand because for 

some vague reason, you like it 
▪ Relevance triggers: make you focus on the ad 

➢ Preferably results about thinking about strong arguments and liking the brand 
➢ Cost more money than eyeballs approach 
➢ Ex. Coca-Cola truck: physical thing –> a lot more relevant thus you pay a lot 

more attention to it 

• Ad-industry is big business 
o Most of the business (+/- 80% of investment is distribution – renting ad space; production 

is “minor” cost) 
▪ You’ll get rich based on advertising if you create a medium 

o Ad-industry has an impact, mostly for two reasons 
▪ The advertiser beliefs the effect is true 
▪ Average positive effect of advertising 

➢ Half of the ad money I spend is wasted, but I don’t know which half 
❖ Approximately 50% of the money is well-spend 

 Many ads “work”, but probably not so much as they could. You can thus not really build 
your knowledge about ad persuasiveness based on real campaigns. 

o Keep in mind that people show a third person effect, also for ads 
▪ They believe they influence others and not themselves 
▪ The more you believe in this, the more advertising will probably affect you 

➢ Mostly recalling brands, rather than really affecting attitudes 

Ad categories 
8 different techniques that work 

• Most ads focus on 
o Product information (knowledge appeals) 
o Image (value-expressive appeals) 
o Security (ego-defensive appeals) 
o Pleasure / plain (adjustment appeals) 
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• Promotion vs. prevention focused 
o All ads promote something: that in the end you should be persuaded that a certain 

object/service is a good thing 
▪ Some ads focus on reaching desired end-states and some focus on avoiding 

undesired end states. 
➢ Improve vs. stay away from bad things 

o The relative importance of these fundamental concerns depends on the situation and on 
the individual 

• Pragmatic approach in this chapter 
o Cf. chapter on interpersonal influence 

o Almost all above-the-line can be put in this category system 
o Logical and psychological reasons to assume that depending on the context some 

categories will persuade better 
▪ Four types of attitude functions  (chapter 2) 

➢ Two types of focus: approach-avoidance or gain-vs-loss framing 
o Often found in the key-benefit-claim: the key proposition why the brand/product beliefs to 

be relevant to its segment of consumers 
▪ This makes your life better 

➢ Not always articulated explicitly 
▪ If so, we call this the USP (unique selling point) or ESP (emotional selling point) 

1. Knowledge: promotion 

• Cognitive: central route 
o Persuasion with hard facts and rational arguments (strong arguments) 

▪ Strongest effects if the receiver has to make the conclusion 
➢ Own thinking is more central than processing a given argument 

▪ With a syllogism structure, for instance, or open ads (question, image), certainly for 
those high in need for cognition 
➢ It takes you 1 or 2 seconds, but you make the conclusion yourself which 

means you’re processing central and that makes the ad stronger 
❖ It’s quite straightforward, but you have to think about it 

• Kardes (1988): 44 product messages 
o Task: judge correctness 

▪ Fear invalidity: concern about making a mistake or drawing an incorrect conclusion 
o IV1: message includes conclusion or not 
o IV2: syllogistic relation or not 

▪ A leads to B and B leads to C: buy the product which makes you happier 
➢ So A leads to C 

o IV3: known brand or not 
o Unexpected recall task 
o Results: participants implicitly made syllogistic conclusions and then “recalled” them as if 

presented in the message 
▪ Include conclusions best recalled for known brand 

o Follow-up by Kardes: motivation to be correct leads to rapid conclusions in implicit ads 
▪ Conclusion latencies: response times to questions about conclusions 
▪ Evaluation latencies: response times to questions about evaluation 
▪ Syllogistic inferences are formed spontaneously only when fear of invalidity is high 

• Effect of personality: Stayman & Kardes (1992) 
o Need for cognition and self-monitoring 

▪ Slower conclusion for those low in NFC 
▪ High NFC & high self-monitoring: strongest and most accessible attitudes 
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• Distributed knowledge in ads: multiple pieces of information 
o Horizontal vs. vertical structure 

▪ Horizontal: different arguments –> more arguments 
▪ Vertical: arguments build on one another 

o Kardes et al (2001) 
▪ Horizontal and vertical equally persuasive 
▪ Vertical is vulnerable because if you miss one, you’ll break the chain 

• Comparative ads: multiple arguments, distributed over advertised and other brand 
o Not allowed to say “we are better than a specific product” 

▪ It is legal in Belgium to have comparative ads, but you have to be truthful 
➢ Have to have some reference to make a claim 

o 3 types 
▪ Alignable difference: 2 products/brand compared on same attribute 

➢ We are the same, but we are a lot cheaper 
▪ Non-alignable difference, missing attribute: one product has a feature that is 

lacking in the other 
➢ We are better because we have something more: add a new feature 

▪ Non-alignable difference, different attributes: one product has feature A, other 
product has feature B 
➢ We have something and they have something else 

o Zhang et al (2002): counterintuitive effect 
▪ The alignable difference produces the best comparative effects 

➢ Simple criteria on which we perform better 

• Prevention: prevent bad outcomes, so for knowledge ads this implies that one will prevent a 
situation of ignorance or ambiguity 

o People had ambiguity or that they don’t know what to do 
o Examples 

▪ Mystery ad: often in a series of ads where the first one does not immediately 
reveal the brand name 
➢ Ex. Newspaper: 5pages later you’ll get the solution 

❖ Ex. Billboard: first is what the hell, 100m further you get the solution 
❖ Ex. Tv: after a few days you get a different ad which gives the solution 

➢ Works best for people wanting to think about an ad 
❖ Thinking about it leads to associations and recall 

▪ Surprise: provide information to make receiver think about one’s own behavior 
➢ Currently inconsistent with the given information 
➢ If they can’t figure out what is happening, you’re going to get a negative 

attitude instead of a positive 
❖ But advertising people believe it is positive because a lot of people 

remember it, but they just didn’t like it 
▪ Confusion can also be used to “unfreeze consumers’ beliefs and attitudes as well as to 

encourage consumers to think about information that they would otherwise ignore 
➢ Can distract the conscious mind, reduce resistance to persuasion and 

increase suggestibility 
➢ Can increase the need for closure, or the desire to complete a task quickly 

❖ Encourages people to use any simple information to form an 
opinion quickly 
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2. Value expression 

• Peripheral route 
o Some products and services align with your lifestyle and personality 

▪ This is how you position yourself in the larger social environment and makes you 
bond with similar others 

▪ For such goods/services, value-based often work 

• Promotion 
o Image appeals: stressing uniqueness of those consuming the brand 
o Celebrity advertising: celebrity as an index for a category of values 

▪ If a brand gets associated with it, then the image transfers to the brand 
▪ Higher, not only because they look okay, but because celebrity express some values 

➢ Ex. George Clooney – Nespresso 
o Mostly has an effect on those scoring high on self-monitoring 

▪ Are highly concerned about the impressions that others form of them 
▪ Mostly for “loudly branded” products 

➢ Some kind of labeling on 
o Snyder & DeBono (1985): image vs. adaption (good taste) 

▪ Products: whiskey, cigarettes, (flavored) coffee 
▪ IV: self-monitoring high vs. low 
▪ Results: high self-monitoring predicts persuasion by image ads 

o Cronley et al (1998) 
▪ Celebrity advertising even works when people really understand the business 

model behind it 
➢ Even then believe that celebrities somewhat prefer the products they endorse 

o Additional: important dimensions to select endorser 
▪ Endorses should be highly visible, credible, attractive and perceived as powerful 

➢ On which category your brand/product needs to score high depends on the 
product, but typically these are the four categories 

➢ Credibility: match between product and endorser 

• Prevention 
o Use of non-attractive actors, clumsy people, negative role models 

▪ Evoke a prevention focus because we do not want to be like them (“nerd-alert”) 
▪ Often depicted with an inferior product 

o An explicit or implicit comparison is then made such that successful people use the 
advertised brand 

3. Ego defense 

• Peripheral route 

• Referring to subjective opinions (about politics, belief, health, but also more personal opinions) 
o There are no real arguments to change these 

▪ Ads can then refer to such opinions such that the brand positions itself as a brand 
for your type of consumerism 
➢ Reference to general societal tendencies or issues, to position as a brand 
➢ Reference to personal opinions 

❖ Ecological issues: insulation, alternative energy 
❖ Diets and other consumption beliefs 
❖ Alternative medicine and therapy: only for ‘believers’ 
❖ Non-obligatory insurance: better safe than sorry 

o Ex. Chick-fil-a 
▪ A dominant fast-food chain in a part of the US where they really hate gay people 

➢ Sponsor anti-gay movements 
❖ If you like our political view, come and dine with us 

➢ Position themselves quite straightforwardly on an opinion and use this 
as an advertising approach 
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• Promotion 
o Often using authority figures, experts or actors (as-if experts) 

▪ Cf. ELM and interpersonal influence 
o Some irony: using an “expert” further creates the illusion as if the belief is a rational thing 

▪ Often present things as if it is a real fact, but in reality it is an opinion 
➢ On the other hand, some real facts are not taken into the same equation  

• Prevention 
o Often using fear, which will trigger the ego-defense reaction 

▪ Cf. the Common Sense model: you will also need a feasible control mechanism to 
avoid the fear 
➢ What solution is there for my fear? (see health communication) 

o Opinion-based with some fact underneath 
▪ Ex. Climate change is real, but it will never result in becoming some weird species 

4. Adjustment 

• Peripheral route 
o Hedonism type of attitudes: approaching pleasure and avoiding pain 

▪ Cf. operant conditioning 
▪ Easy messages, but difficult to keep it up against competitors (“guilty pleasures”) 
▪ REMARK: other attitude functions can partly address these as well 

➢ Somebody will feel this pleasure, fear appeal ads relate to avoidance,… 

• Promotion 
o Stressing the pleasure, or the joy of a cost reduction 

▪ Partly a knowledge appeal 
▪ Cost reduction is kind of pleasurable, joyful thing 

➢ Something you regularly buy: making sure you pay less then you normally 
do is easier than make you not buy it 

▪ Sometimes even discernable in use of colors: more vivid or dark for hedonic foods 
than for functional foods (like ‘light’) 
➢ Dark: luxurious hedonistic 
➢ Light: hedonistic, joyful, very emotional (however, joyful is orange) 

o Low self-monitors are more heavily persuaded by adjustment appeals 

• Prevention 
o Prevention of pain, cots, a ‘dreadful life’,… 
o Often used for pharmaceuticals: in particular when these are anti-symptomatic drugs 

▪ Direct treatment or prevention of pain etc. 
▪ In Belgium only allowed for over-the-counter drugs 

o Also more subtle versions: to prevent the nagging of children, or to prevent wasting time 
on household chores 
▪ Show people how bad their lives are, show the solution: everybody can be happy 

➢ Ex. Kinderchocolade: children are nagging, give them chocolate, mom and 
children are happy 

Ads and the internet 
Interactivity helps marketers to target consumers who are interested in their products and services, and 
reduced search costs help consumers to make more informed purchase decisions 

• Function matching is likely to be important across media 
o Promotion-focused ads  

▪ More persuasive when consumers are motivated to reach desirable end states 
(e.g. certain knowledge, high social status, security, pleasure 

o Prevention-focused ads 
▪ More persuasive when consumers are motivated to avoid undesirable end states 

(e.g. uncertain knowledge, low social status, insecurity, pain) 
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Subliminal ads 
Biggest advertising hoax – James Vicary (1960s) 

• Subliminal messages: “eat popcorn”, “drink coke” 
o Supposed to have a big impact on sales 
o Later he confessed this was a lie to boost his career 

▪ Impossible to know if the attention was really there 
▪ Technology wasn’t ready: you need a fast refresh rate, invented in the years 2000s 

➢ If the refresh rate isn’t fast enough, the perception will be supraliminal 

• Principle: priming through non-deliberately processed messages 
o You can prime people subliminally, maybe even in an advertising context 

▪ Subliminal: compliment of supraliminal 
➢ Subliminal: below the threshold of perception: flash on the screen 

❖ You might know you saw something, but not what 
❖ In order to work, it has to work to certain conditions 

→ Focus people’s attention at that point, so that when you 
flash a word, you know quite well that the intention is there 

 You’re only going to interpret it (unconsciously) if 
the word is in the fixation point 

➢ Supraliminal: above the perception threshold 
❖ You consciously know you saw it 

o Works in a lab setting, but depends a lot on context (eye fixation etc.) 

• Strahan et al. (2002) 
o No eating or drinking 3h prior to experiment 
o IV1: eating and drinking at start vs. not 

▪ Half of participants are allowed to eat or drink at the start of the experiment 
o IV2: Subliminal prime vs. control condition 
o ‘Taste test’: taste a little bit and fill in an evaluation 

▪ Actually looking at how much they are eating 
o Results: priming + thirsty condition drank more 

▪ Rather than taking one or two sips, you drink a lot more because you were primed 
and thirsty 

▪ Just priming wasn’t enough: there has to be an underlying motivation to consume 

• Karremans et al. (2006) 
o There has to be a combination of being thirsty and being primed 
o Just the prime itself kind of works a little bit, but it works most of all if participants are thirsty 

• In general, the effects of subliminal priming are hard to isolate, because expectations often 
interfere with these automatic processes 

o Greenwald et al. (1991): self-help audio tapes 
▪ Self-help is subliminal priming: typical tape that people play at night while sleeping 

➢ You play them at night, and they inspire you in some way or another 
❖ Its below you perceptional threshold: no conscious attention 

because you’re sleeping 
→ No conscious attention –> subliminal 

▪ No effect of message content 
➢ Effect via the expectations for the tape 

❖ Higher self-esteem for those who believed to have been exposed 
to such tapes (Basically a demand effect) 

o Often a confusion between supraliminal and subliminal priming 
▪ Supraliminal primes are much easier to use and have a more pervasive effect 

➢ Cf. the eyeballs approach to advertising 
➢ Al the major brands are constantly priming you supraliminal 

❖ Ex. Coca-Cola – Happiness 
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Additional: Nudging, aka behavioral economics 
You can change behavior in 4 ways: legal, hard campaigns, soft campaigns, designing situations 

• With good insights into persuasion, you have a lot of insights in behavioral economics 
o Prime examples of nudging 

▪ Image of fly on men’s toilette 
➢ There is always some spillage that is nasty 
➢ If you add this little fly, they all want to kill the fly and that reduces spillage 

▪ Nudging off stairs 
➢ Make them more fun: painted a piano on the stars 

▪ Garbage bins are a medium 
➢ You can put a lot of things on them 
➢ You can also position it differently 

Nudging as Nobel prize winning 

• Nudging concept is going to become much more common in the upcoming years because it won a 
Nobel prize 

• A hyped concept 
o Basic knowledge from psychology and persuasion 

▪ Made popular due to the interest and involvement of economists and legal/policy 
o Nudging has rapidly gained an interest also from the applied field, whereas much of the 

field of persuasion is 
▪ Either linked to a commercial and rather superficial application 
▪ Or a theoretical, academic field of research that has … 

o In fact, truly understanding persuasion will lead to a much deeper insight in the behavioral 
and attitude change that is aimed for with nudging 

Nudging in Flanders 

• FOD Financiën 
o Resolution Flemish Parliament 

▪ Nudge unit – Vlaams Team Gedragsinzichten 
▪ Was so successful in UK that they had to privatized it 

o Kanselarij – “Administrative Ministry” of the Flemish Minister-President 

• Specific or local applications 
o Prescription of antibiotics – Belgian Ministry of Health 
o Food triangle 
o Work place health 

 
Conclusion of persuasion 

• Communication scientists are gradually more involved in the strategy behind campaigns and policy 
o If you combine disciplinary knowledge with a methodological (experimental) interest, 

there’s a wealth of interesting opportunities ahead 


