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Persuasion
· Ads for smoking have reduced its occurrence from 50% in 1950’s to 20% these days. Ads by tobacco companies contribute to the 20% that continue to smoke.
· People can be remarkably persistent or susceptible to persuasion.
Functions of Attitudes
· Attitudes guide behaviour. Though it has 4 other main functions.
The Utilitarian Function of Attitudes
· Utilitarian function: An attitudinal function that served to alert people to rewarding objects and situations they should approach and costly or punishing objects or situations they should avoid.
· When your attitudes towards goal-relevant objects are positive, you are more likely to engage in goal-relevant behaviour.
· Argued that we have positive views towards landscape of waters, trees, ground cover because that was what our ancestors looked for to survive.
· People’s attitudes towards things can be changed by being paired with emotionally arousing stimuli.
The Ego-Defensive Function of Attitudes
· Ego-defensive function: An attitudinal function that enables people to maintain cherished beliefs about themselves and their world by protecting them from contradictory information. 
· John Lost has argued that political conservatism is a form of motivated or ego-defensive cognition that helps people ward off certain anxieties. They identify 2 core values to political conservation. 1) Resistance to change. 2) Endorsement of inequality. 
· To ward off fear or uncertainty, conservatives gravitate to attitudes and beliefs that envision a structured and orderly world, and this behaviour gives rise to core values.
The Value-Expressive Function of Attitudes
· Value-expressive function: An attitudinal function whereby attitudes help people express their most cherished values – usually in groups in which these values can be supported and reinforced.
· Reference groups: Groups whose opinions matter to a person and that affect the person’s opinions and beliefs.
· We all join groups to express our attitudes. These groups are reference groups.
· Our commitment to the idea that people in the groups we join share our attitudes can even lead to certain forms of bias: within political groups, people tend to overestimate the similarity between their own attitudes and the attitudes of the leader.
· Study on Bennington College, a largely liberal college that was in a largely Republican area. Students who went their often ended up with a change of view. A follow up study using the same students found that the school formed a lasting impression on them.
The Knowledge Function of Attitudes
· Knowledge function: An attitudinal function whereby attitudes help organize people’s understanding of the world, guiding how they attend to, store, and retrieve information.
· We pay attention to and recall information that is consistent with our pre-existing attitudes.
· Debate between Carter and Reagan. Who won? People who already identified as supporters for each group saw their team as winning. Undecided voters gave a slight advantage to Reagan. 
· In contrast, prejudicial attitudes toward different outgroups lead us to interpret the actions of members of those groups negatively, in ways that are consistent with our prejudice.

Persuasion and Attitude Change
· Scientific community overwhelmingly supports the idea of global warming. There is no simple one-solution fits all means of persuasion to curb behaviours.
A Two-Process Approach to Persuasion
· Two models developed to explain how people change their attitudes in response to persuasive messages.
· Heuristic-systematic model: A model of persuasion that maintains that there are 2 different routes of persuasion: the systematic route and the heuristic route.
· Elaboration likelihood model (ELM): A model of persuasion that maintains that there are 2 different routes to persuasion: the central route and the peripheral route.
· Central (systematic) route: A persuasive route wherein people think carefully and deliberately about the content of a message, attending to its logic, cogency, and arguments as well as to related evidence and principles.
· All the elaboration and thinking can lead to a person changing an attitude (or not).
· Peripheral (heuristic) route: A persuasive route wherein people attend to relatively simple, superficial cues related to the messages, such as the length of the message or the expertise or attractiveness of the communicator.
· Here the individual is swayed by the cues without giving much thought to the message itself.
· They tend to rely on the rule of thumb for to justify attitude change.
· Motivation is one thing that determines whether we will go through the central or peripheral route. If there are personal consequences, we are more likely to take the central route.
· Ability to process the message in depth also contributes to which route we take. When the message is clear and we have sufficient time, we will take the central route.
· 3 factors make the central route to persuasion more likely: 1) the personal relevance of the message; 2) our knowledge about the issue; and 3) whether the message makes us feel more responsible for some action or outcome.
· Peripheral processing is triggered by factors that: 1) reduce our motivation or 2) interfere with our ability to attend to the message carefully.
· Study: Variations were strength of argument, relevance of issue, and a peripheral cue (expertise of the source of the persuasive argument). Participants read 8 weak or strong arguments in support of comprehensive exams being implemented. The year was varied (1 year away and it will affect participants, 10 years not so much). Half were told the arguments were generated by a high-school class the others from “Carneige Commission on Higher Education” chaired by a Princeton University professor. When the message was not relevant, the source credibility mattered; the strength of the argument did not. When it was personally relevant, the strength was important, but the source was not.
· High personal relevance was linked to being persuaded by the strength of the argument, whereas low personal relevance led participants to be persuaded by source expertise.
· Yale school approach broke down persuasiveness into 3 components: 1) the who, the source of the message, 2) the what, or content of the message, and 3) the whom, or target of the message.
Source Characteristics
· Source characteristics: Characteristics of the person who delivers the message, including the person’s attractiveness, credibility, and expertise.
Attractiveness
· Through ELM, attractive communicators can promote attitude change through the peripheral route of persuasion.
· Attractiveness may work through the central route, by getting you to think more about something, however it is most common to work through the peripheral route.
Credibility
· A combination of expertise and trustworthiness of the communicator. 
· These communicators produce more attitudinal change in circumstances that promote the peripheral route to persuasion.
The Sleeper Effect
· Sleeper effect: An effect that occurs when messages from unreliable sources initially exert little influence but later cause individuals’ attitudes to shift.
· Over time, people dissociate the source of the message from the message itself.
· When cues that challenge the noncredible source precede the message – for example the trustworthiness of the communicator is called into question at the get-go – the sleeper effect does not occur.
Message Characteristics
· Message characteristics: Aspects of the message itself, including the quality of the evidence and the explicitness of its conclusions.
Message Quality
· High quality messages are more persuasive especially when the message is relevant to the person.
· You will produce more attitudinal changes if you make your conclusions explicit and if you explicitly refute the opposition, thereby giving the receiver of the message material to use in counter-arguing against subsequent opposing messages.
· You will be more persuasive if you argue against your own self-interest.
Vividness
· People in general are bad lie detectors; the only group that perform better than average are secret service workers.
· People given a sob story (vivid story, not always a sob story) are more likely to change their opinions than those who simply hear facts.
· Identifiable victim effect: The tendency to be more moved by the plight of a single, vivid individual than by a more abstract number of individuals.
Fear
· ELM has competing notions on fear. On one hand, intense fear could disrupt the careful, thoughtful processing of the message, thus reducing the chance of persuasion. On the other hand, the right kind of fear might heighten the participant’s motivation to attend to the message, thus increasing the likelihood of attitudinal change.
· In general, it is advisable to make an ad campaign frightening and also to provide information about how to act on that fear.
Culture
· American ads focused on benefits for the individual; Korean ads focused on benefits to the collective.
Receiver Characteristics
· Receiver characteristics: Characteristics of the person who receives the message, including age, mood, personality, and motivation to attend to the message.
Need for Cognition
· Refers to the degree to which people like to think deeply about things. People who have a high need for cognition are more influenced by high-quality arguments and are relatively unmoved by peripheral cues of persuasion.
Mood
· People who are good at communication go a great length to create a particular mood in their audience. 
· Mood can affect persuasion through the central or peripheral route.
· More receptive to persuasion if the mood of the message matches the mood of the perceiver. 
Age
· Younger people are more susceptible to persuasion. 

The Media and Persuasion
· We live media-saturated lives.
· Our attitudes are therefore shaped by mass communications.
· Third-person effect: The assumption by most people that “other people” are more prone to being influences by persuasive messages (such as those in media campaigns) than they themselves are.
The Surprisingly Weak Effects of the Media
· People are quite independent-minded in the face of the media glut.
Consumer Advertising
· Weak correlation between advertisement budget and revenue brought in. The effects are often short lived. 
· Ads may indirectly influence buying behaviour. Increasing product loyalty, product awareness, etc.
Political Advertising
· Most studies document no significant correlation between the amount a candidate spends on an election and success in the election.
· Ads here mainly influence late-deciding voters.
· Ads can affect voter turnout though. Positive campaigns lead to higher turnout.
Public Service Announcements
· Heavy campaigns against things like drugs have led to little impact on informing people of their dangers.
The Media and Conceptions of Social Reality
· Though ads may not have much influence over us they may shape our very conception of social reality. Such as happiness being found in material possessions. Political ads may lead us to believe the country is going downhill.
· Agenda control: Efforts of the media to select certain events and topics to emphasize, thereby shaping which issues and events people think are important.
· The media shape what we think is important and true.
· Heavy tv watchers are more likely to see the world as it is portrayed on tv.

Resistance to Persuasion
· Important principles in social psychology – the power of perceptual biases, of pre-existing commitments, and of prior knowledge – serve as sources of independent thought and significant forces of resistance in the face of persuasive attempts.
Attentional Biases and Resistance 
· People who smoked were 4x more likely to find the report that detailed its results flawed.
· Our minds respond selectively to certain information.
· People are inclined to attend selectively to information that confirms their original attitudes. 
· We also selectively evaluate information. We are prone to look favourably on information that supports our attitudes and critically on information that contradicts our attitudes. 
· Study on caffeine use linked to fibryocystic disease in females. Those that were high caffeine drinkers were not convinced by it. All other participants, male (high or low caffeine drinkers) and females who do not drink caffeine much all found it more convincing.
· People are also more critical of information that contradicts their beliefs. People diagnosed as unhealthy are more likely to downplay the seriousness of it and the validity. 
Previous Commitments and Resistance
· There may in part be a genetic basis for attitudes as evidenced by studies done on twins.
· Persuasions to shift our views are therefore fighting against genes in some instances.
· If people publically acknowledge their attitudes, they are less likely to change them later on.
· Thought polarization hypothesis: The hypothesis that more extended thought about a particular issue tends to produce more extreme, entrenched attitudes.
Knowledge and Resistance
· The greater your knowledge on the subject, the more unlikely you are to change.
Attitude Inoculation
· Attitude inoculation: Small attacks on people’s beliefs that engage their attitudes, prior commitments, and knowledge structures, enabling them to counteract a subsequent larger attack and be resistant to persuasion.
· Kind of like small doses of a virus to ensure that we build up immunity.
· Study: “Brush your teeth after every meal” and “Penicillin has been, almost without exception, a great benefit to mankind.” Most participants rate 15/15 in agreement. Slowly introduced to small attacks such as evidence that often brushing can damage gums and exposure the vulnerable parts of the tooth to decay. In some conditions, researchers asked them to refute this. In other conditions, they were told to support it. Later, researchers asked them to read a 3 paragraph full-scale attack on the truism. Before the inoculation, participants strongly endorsed the truism. The small attack reduced their beliefs slightly. Refuting the attack led to substantial resistance in the later attack. 
Changes in Attitude Certainty
· Most of the time, no attitude change in studies means that no change has occurred in the direction or extremity of the target attitude. It is possible that other facets of the attitude are changed, even though the attitude remains.
· When people resist persuasion, the process of resisting it can increase or decrease attitude certainty. 
· If people feel they did a bad job at resisting persuasion, their attitude is more likely to decrease. If they feel they did a good job, likely to increase. 





