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TOPIC 6 IDEAS AND PERSUASION 

[OR-  LOGICAL MODELS OF ATTITUDE CHANGE]


A.THE YALE APPROACH TO PERSUASION



SOURCESYMBOL 232 \f "Wingdings"MESSAGESYMBOL 232 \f "Wingdings"MEDUIMSYMBOL 232 \f "Wingdings"AUDIENCESYMBOL 232 \f "Wingdings"EFFECT

B. COOL SOURCE EFFECTS

1.THE ATTRACTIVENESS BIAS--DION,& BERSCHEID 74

IF THEY ARE PRETTY THEY ARE BETTER


SNYDER, TANKE AND BERSCHEID  1977      ATTRACTION AND THE SELF FULFILLING PROPHESY---or If you admire them…..they will glow [with apologies to field of dreams]

CHAIKEN  79-veggy food petition, DV’S = gpa, s.a.t, fluency, poise [via  blind rate] and PERSUASIVENESS.

[replicated Pallak et al 83; Dion & Stein 78  pretty 10-12 yr olds con others to eat bitter crackers]

2.  SLEEPER EFFECT  (E & C  pp612) 

HOVLAND 49  WHY WE FIGHT-- BETTER ON "SOME ITEMS"  9 WEEKS LATER

PETERSON AND THURSTONE 33-- ON "SOME" FILMS MORE IMPACT ON ATTIT IN KIDS SEVERAL MONTHS LATER.


GILLIG & GREENWALD  74  SEVEN FAILURES

COOK, GRUDER ET.AL 79 



 NEED  a)  STRONG NEG CRED (DISCOUNTING CUE-after message—before: you ignore message)



b)  GOOD MESSAGE



c)  ENOUGH TIME TO FORGET WHO SAID WHAT BUT NOT SO MUCH TIME THAT MESSAGE IS FORGOTTEN.  


C.  MEDIA EFFECTS


MARSHALL McLUHAN- THE MEDIUM IS THE MESSAGE/ UNDERSTANDING MEDIA. [POLITICAL/SOCIOLOGICAL/PSYCH IMPLICATIONS]. HOT VS COOL. MEANING SHIFTS. 

OLD FACE TO FACE STUDIES   (E.G.  ELDERSVELD AND DODGE 1954)

WHO VOTES TO REVISE CITY CHARTER IN ANN ARBOR, MICH??

MEDIA+ FACE T FACE  79%

MEDIA ONLY                  19%


BUT


   HASHER AND ZACKS 1984  (Heil)  hear it lots, believe it more


   GRUSH 1980


in 76 $ spent predicts primary success among democrats (no repub data) in most states (strong TV implication)[effect only for unknown candidates when more than 3--savitt and brock

T.V RSCH

 DYNAMIC [CAUSE & EFFECT SEQUENCES]

TIME FLOWS AND CAN’T BE STOPPED

CRED AND EMOTION EASIER TO MANIP ON TV [GESTURES, TONE, VOCAL EXPRESSION, VOICE OVERS, REPEAT EXPOSURE  BUT  COMPLEX MATERIAL LOST.

CHAIKEN AND EAGLY 1976/83  CRED SALIENCE AND MESSAGE COMPLEXITY.

EASY/COMPLEX MESSAGE ON  WHETHER CO SHOULD PAY COMPENSATION TO EE..

HARD message: BETTER RECALL AND MOST AC  FOR WRITTEN [AC 4.73] [TV 3.02].  LITTLE DIFF BETW AUDIO AND TV VERSIONS.  BUT

EASYmessage: MOST AC FOR TV [4.78] [WRITTEN= 2.94] WITH NO DIFFS ON RECALL.

C & E 83  MANIP WHETHER SOURCE IS NICE [I LIKE IT HERE IN TORONTO..THE FOLKS ARE SO NICE] OR NASTY [I’M MISERABLE HERE IN TORONTO…THE PEOPLE ARE SOO UNFRIENDLY].    

MESSAGE= FIVE EASY REASONS TO SWITCH TO A TRI SEMESTER SYSTEM.   NICE/NASTY HAS BIG EFFECT ON TV MESSAGE BUT ON WRITTEN MESSAGE THIS ADVANTAGE VANISHES [REVERSES]
THUS TV UPS IMPACT OF SOURCE CUES

AGENDA SETTING:  [see shavitt and brock]

McCombs and Shaw 72 Pub.Opinion.Q;  Iyengar 79; am. pol. Q  Volume of actual media coverage on an issue ups p'd imptc of issue with public (poll??)  

But maybe its covered because it is impt. ??  not entirely. 

FUNKHOUSER 73  Vol. of Cvg ups p'c impt even when objective indicators of impt do not go up  (#troops in V..N. ;Crime rate)

MacKUEN 81   covg of campus unrest; race, viet war occurred before p'c imptc went up.

INYENGAR, KINDER,  PETERS AND KROSNICK 84   Manipulates covg.  SEE THE OIL CRISIS--LOOK.  How impt is this issue in presential race (carter vs reagan).

  (Field rsch replicates with Iran-Contra media frenzy and imptc of that issue in Reagan/Mondale race)

WHY::  PRIMING?   SOCIAL INFLUENCE (those media guys sure think its impt)?

HORSERACE EMPHASIS IN POLITICAL CAMPAIGN : Downplays issues as impt.

KRUGMAN’s  THEORY OF TV MKTING: 

  [NO INVOLV./RANDOM ACQUIS./SATISFICING/BEH OFTEN IMPULSIVE [CURIOSITY/RECOG VS CAREFUL THT]/ BEH THEN ATT/
  

COMPUTER RSCH


McLEOD, BARON, MARDI AND YOON (1997  JAPPPLIED )  COMPUTERS AND MIN EXPRESSION   AND INFLUENCE . = COMPUTER ANONYMITY UPS EXPRESSION BUT LOWERS IMPACT IN A HIDDEN PROFILE TASK. [CORPORATE TAKEOVER DECISIONS]    [EG. KEY DATA MIGHT BE DROPPING MARKET SHARE  OR   EASILY FIXED PROBLEM]

  D. MESSAGE VARIABLES (THE HISTORY OF COG RESPONSE VIEW]

!. ONE AND TWO SIDED MESSAGES (HOVLAND, LUMSDAINE AND SHEFFIELD  49

the well educated and the opposed like 2 sider

[seeds of cognitive response view]

!INOCULATION THEORY AND THE RED MENACE (MCGUIRE  and Papageorgis 61 

REFUTATIONAL    10.33 =LOWEST AC

SUPPORTIVE            7.39= HIGH AC

ATTACH ONLY        6.64 =MOST AC

REFUT SAME              9.25= LOWEST AC

REFUT DIFF                8.7

ATTACK ONLY           5.73= MOST AC

:  HUNT AND BARON 1972



Problems:  2 SIDED /  MEMORY [vs spontaneous generation of ideas]

.Solution: FOREWARNING RSCH:  McG and P 62  fw alone [ 9.95 ]= no fw[10.23].  NO diFF.

OOOPS. OUCH 

PETTY AND CACIOPPO 1977 JPSP


[they note in intro that fw has had some inconsistant effects [Like McG and P 62BUT fw drops ac. mainly  on impt./ involving topics espec with some delay eg. 10 min fw = less ac than 2 min  Freedman and Sears 65;]

STUDY 1: WARN OR NOT [senior comps*}SYMBOL 232 \f "Wingdings" sit for 2.5 SYMBOL 232 \f "Wingdings" write thts for 2.5 (or NO WARN= just keep sitting for another 2.5) SYMBOL 232 \f "Wingdings" sit for 25 sec and hear messageSYMBOL 232 \f "Wingdings"a.c. [NOTE 5.25 MIN FW OR WAITING PERIOD]              *supposely faculty feedback to dean

AC DATA:

FW & WRITE THTS  6.55

NO FW & WRITE       8.80

DOES WRITING “PRIME THE PUMP??” [no]

FW NO WRITE            6.88

NO FW OR WRITE     9.25

 [FW DROPS AC WITH OR WITHOUT WRITING] sig

HOW MANY C.A'S [among writers]   see chart

 
5 MIN WARNING    CA= 1.7    PRO ARG= .85


NO WARNING         CA= .00    PRO ARG 

STUDY 2:  [FORCE-THINKING ABOUT TOPIC DROPS AC   W/O SPECIFIC FW].

WARN OR NO WARN [read: all fresh/sophs must live in dorms*]     *Message to dean

ENCOURAGE TO LIST EITHER GENERAL THTS  OR    SPECIFIC TOPIC REL THTS.    [GEN THTS W/O FW SHOULD BE TOPIC IRREL]

         UNWARNED                     WARNED                                               GEN. THTS     TOPIC THTS     GEN        TOPIC 
AC        6.27

     4.60


3.47

4.20

CA         00  

     2.67


2.2

3.46

PA         00

     1.73 


.27         2.20

[ITS THE C.A'S THAT DROP AC WHEN FW or INSTRUCTION UP NEG COG RESPONSES]

More FW resch.


PETTY AND CACIOPPO 1979 PSPB
FW (OF PESUASIVE INTENT) DROPS AC AND UPS CA WHEN INVOLVEMNT IS HIGH. BUT IS CA OCCURING DURING MESSAGE OR IS IT JUST AN ATTEMPT TO JUSTIFY LOW AC.


CACIOPPO, PETTY, SNYDER AND QUINTTANAR  (Psychophys)  facial emg up during fw period. [C.arg= brow emg, hrtrate up]

!  . DISTRACTION EFFECTS  

(FESTINGER & MACCOBY 64   C.A. DISRUPTION VIEW 64;

 ZIMBARDO ET AL.  AFFECT VIEW 68

BARON, BARON AND MILLER 73  COG DISS VIEW

PETTY, WELLS AND BROCK  75

!.WIERD AND WONDERFUL CA EFFECTS

WELLS AND PETTY 1980 [concepts: state dependent lrning;  incompatible R's ]

test sound qual. of headphones--shake-nod -no move (1 per second)-hear "radio"  music, & editorial urging  drop or increase in  tuition.   Ac & CA  are affected.

CACIOPPO 79         PACEMAKER RSCH

