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Understanding consumer attitude change
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From billboards to magazine ads to relevision commercials, mose mstatices of markening

AP to persiande consumers w have a more fivourable atitude
company or service and ultmately influence purchase
and throughout che literatere, are sunumary e
hke. Although the ¢

are ap
towards a produce, brang,
decision. Artitudes, as used i thiy chaprer
valuations indicating what peaple like and dis-
ird goal of a marketing campatgn 1s undoubtedly to
consumption of a product, a good firse step i3 to persuade the
attitude towards the product. Imporcantly, not all atticudes
behaviour, and we will describe how atitudes can ditfe
m how conse

motivite belavioor or
constmer to have a fivourgble
are equally effective in gundmg
ruot only in theie valence, bue also
quential they are. Undersuinding both how to change attiudes and nake them
consequential requires consideration of the basic processes by which persuasion oceurs

In this chapter, we review how persuasion arises, particularly in the donmin of marketing
and consumer behaviour. To organize the processes and findings presented throughout, we use
the Elaboration Likelihood Model (ELM} (Petty & Cacioppo, 1986; Petey & Briiol, 2012) as
4 conceprual framework. The chapeer 1 divided into six sections: (1) the structure of conmmu-
nication and the three key faceors of persuasion, (b) the Elaboration Likelihood Model, (¢) the
mulaple roles that communication facrors can have in persuasion, (d) the role

of tailoring or
watching in persuasion, and (¢) future directions for consumer persuasion,

Communication factors in persuasion

Persuasion refers to any attempt o after the contents of some
can be used to change many things such as
of soda has the healchiese ingredients), cthe

one’s mind, Although persuasion
a person’s specific beligfs (e, & particular brand
liwrature tends to focus on people's arinudes, that
5. people’s general, summary evaluations {1.c., their positivity or negativity) towards a person,
1ssue or object (Perty, Brifiol, & DeMarree, 20 17) including products and brands. People temd
to behave wn accordance wich their attitudes purchasing the products they like, avoiding
the ones they don't - so by wHuenang relevant atticudes through persuasion, one is affecting
the ikelthood that people will engage in atcude-relevant behaviour, especially if che actinde
mduced is a strong one (for a review, see Petry & Krosnick, 1995),
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2 iier) receives an appeal (e, a aoummunicaiion, suc I as an .'I(l\-’l.'fl’.lﬁ'll:l‘..:l :::;.;r
hit OF ‘|“| ‘.lolll:‘lr;ll-lw request) from another peron or group or comipaty (1.¢., the : o
1!“"'.' "_]l::'ti(;lli:ll' setting (1.2, the conteat). Successful persiasion ’ WL.I (u‘n::.‘:-lmcs o
lmrlic“-“'} . "l | ude is modified in the desired direction, Although this chapter A
¢ tc(.lP';"m' 3 I‘m::;‘-kty dependent variable, the same persuasion prmcdulius can .1|~t; l;; ::::c
o to i -¢ beliefs, behavioural intentions and other non-cvali
dentanding how to influence beliefs, be

n"'-pl':lﬁ

th
;nitutl'-'
v
ful for v i .
R i i thi : e longstanding
judgt‘mu‘m ! reh noting that the, work reviewed in this chapter focuses on 4 ‘} ‘ uzlc"i "
o . | i s delibe s selterepors of pe § atti-
[pisa £ assessing the impact of persuasion on the deliberative sel-reg e m: 9
T It & Kasmer, 2008; Petry & Wegener, 19984). However, the up Lol con
s o ali altids i | ap the more automatie ew
o assessed with measures that ap the A
ol i i § ki & Payne,
» & Brinol, 2009; Gawrons
i jec s and people (Pery, Fazio, & s
aredd with objects, ssues an ; : S
mmmfr‘l i |iqlu.-:tth 1t assess automatic evaluative associations without ¢ y
ap10). Tech s that as:

e led " ; wew in the consinuer
i wes are often referred to as implict measures (for a review m e
(o report their attitudes | 201). From the pesspective of the ELM, sufficient rese:

LT Serking & I(‘llL‘l‘]i Id. - : I 4 e

don v Pe kins & i i ; . ] : X ”

; ll“\'l\. 1t clear (h it the same ﬁllldﬂllll.'l!t:ll proccss s dl.‘s&.llb&l.' m this ch l!tLl for u der-
nuakes ¢ o 3

i : anges M
sures of atticades are also useful for understanding changes

aner pcm:;winn can be also
st

now : . !
canding changes in exphcit me

a £ 2 -, i
automatic evaluations (Briol, Pety, & MeCaslin, 2008)

Source factors | - )
person or collection of persons (including companes .md‘ ot:1.;
& pers i b
5 wirce factor studied
jons) that are delivening the message. Perhaps the most Lm.lllllﬂlrl 50 :::two o eenolhe
) ‘ : 3, T h
mﬂ.tlllm-‘r tore is credibibiey (Kelman & Hovland, 1953). Cl"-dll.!.illt}f r\‘-.l"-l“- e
g (i.c., how much knowledge the source possesses) and tru
By

L ' were generally more
st). B search found that audiences
sl 1970} or viewed

gource factors are the aspects of

Source: exprtise :
i the source : hon

ition of the source to be ; bsspalionidan
e ¢ source of a message was an expert (Rhine & Seve .

B Bl fison, 1967; Patzer, 1983), though there were noable excepnons (see

as truseworthy (Mulls & Je ! ks
;;r:;;ﬂ . l"-":;" e I'_"-"'-"“"'-“W‘{ Sm::;?)-.lllm be influenced by the physical
0 o ‘T’ c]:li;.:il):'liwl%arnmzlc;a;t:;u Ic;‘}ﬁ; Kﬂl‘.l‘]l: & Howmer, 19835), th-.-‘ ps,ru:\tr;ld
= m.;;s {Fz-“:]':ﬁ}. ;{n:l the !;cm.'ml likabihity {Benoy, 1982) of t%u.: .[,'Icrsol; -.I::wh;::u;,l"u:
‘lllll].!fjt‘)’ .‘(\l;:‘:o'uw:\' that are percewed to be warm or cmupctl.-n‘t (A.tlu.rr.%\'::;i:.& ch!imm_
;;: ;;Q:'ml .‘il.!ll.I’Ct'S that come from the majonry cnln;‘):lnl.-ld c(: :::l :1::::3 i S
2008) have been capable of enbancng Pn.‘.r‘fllnstm:.]:::.:c:;;l. o e |q:-,‘l._
lwﬁl “-'f“]':-“l‘{ff _1‘;:;[!]-“:: rl:::‘:;l]'al:?:;t ';)’l‘l'::: & Rucker, 2013 for a review (rmw 5::::::‘:
::"‘:( 1:} A.lltl:c;ugh tl;usc stmple nan effeets (more pnsimﬁc murcc_.\ "“lm.mg l.m:‘-s,}h_“] £
i J +. we will see shortly that positive sources can sonietite
are conmmon 1 the hrerature, process by which the source factor operates.

artractive

penuasion dependmg on the

Message factors
s message 15 orgamzed
what che source says in the message ot how thu_. HICSSAE 15§ t:;.,:p“
‘ : PFSLEASIVENIUS t5 arguinen seey,
i structared. A cntical aspect of the message 15 the persuasiveness of s arg
Al struceared. al

Wells & Bire L 14 ?I)) ErO e Argunments are ¢ tl dst i CONSCLUIe O rbutes ot
% W ] H nsCuenee ALL l ik

¥ j v A thO L His r'lb : :
i are pt‘rLL‘i\'L‘ll (V] be l.li.'il!&ihl'—- like 1)'. unpt)rtdnt .!.lld

Message factors comprise

the olyect, product, service or brand that
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novel (Petry & Wegener, 1997). Likewise, messages offermg tore arguments in 4

abyect can be more perstasive than messages with e
see Petty & Cacioppo, 1984, for 1 review on number off arguinents).

The type of mfommnoen a message or an advertiseiient presents, can
persuasiveness. Such faceors include whether the
Gruen, & Saxton, 2000: Yalch & Elmnore-Yalch,
2008; Spassova & Lee, 2

avour of the
wer ones (Silvera, Josephs, & Giesler, 2ty 0.

also impace i
message 15 sunple or comples (Ahearng
1984), concrete or abstrace (Fujita o¢ ;.|_‘
013, contins humour (which varies by culeure) (Ald ‘
Lee, 1993), 55 low or high magery {(Petrova & Cialdmi, 2
uves (Green, Brock, & Kaofiman,

en, Hoyer, g
OOR), contins stories or nareg.
200M), whether its iormarion argues only i fivour of the
advocated position (Le.. one-suled) or for both sides i.c., nwo-sided: Hovland, Lumsdaing, &
Shetlield, 1949 Essend, 2006) or 15 pro or connter-attitudinal (see Clark & Weger
A review on wessage direction). Although early research e
only worked in one dircction e.g., more argumeis
for all message features o produce a dive

wr, 2013, fiyr
nded o show that message fictors
leadimg w0 more persuasion), it is possible

rsity of resuls as we'll see lacer, For example,
more arguiients can lead to less pesuasion if those argumients

carcfully (Petty & Cacioppo, 1984

addmg
are weak and people are thinking

Recipient factors

Reapient facton refer to aspects of the mdividuals receiving the message (Le., the audienc <)
These factors ean range from demographic features such as one's gender to persistent charac-
teristies such os one's intelligence and persomality type (Brnol & Perey, 200 13). Even the sociery
m which one was rsed, be ic indvidualistic or collectivistic, can influctce the effectiveness of
A4 persuasive appeal {Shavitt, Nebon & Yean, 1997). Addinonally, recipient factors can be more
trusitory such as whether the audience is momentarily feeling powerful or happy (see Petry &
Brifiol, 20133, for a review on emotion and persuasion). Sunilar to source and message fictors,
some carly rescarch showed that reciprent fctors produced nin effects on persuasion. For exam-
ple, as mtelligence decreased, the likelihood of persuasion wnded o increase (Rhodes & Wood,
19492). Conversely, 15 consuimers becane more kno\\'lcdgmlvlc
tended to be reduced (Friesad & Wright, 1994; Obermiller &
ing recapients happy (e, with pleasae miusic iz an ad) tend
& Barone, 2000; Gorn, 1982), However, as we
results represent only part of the picture, and the

Thus, whether it 1s aspects of the source,

about markenng tactics, persuasion
Spangenberg, 1998), whereas nuk-
el to rircrease pessuasion {DeCarlo
duscribe Licer in tlyis chaprer, these main effect
y can reverse depending on the crcumstances,

the advertisement wself, or the mdividual who
recetves the message, there are a multwde of variables that can aflect consunier persuasion,
However, research over che ye,

ars has shown that somie of the sune source, Tessage
ent factors that increase persuasion are akso capable

relled about inconsistencies like these for deeades
responsible for atotude change can organize
We airn to these processes nest.

and recipi-
of decreming it. Although researchers quar
- an examination of the psychological processes
and explain these seemingly contradictory resules,

Processes of persuasion

Over the pase 30 years, numerous theories bave rried o
wvolved in atttude change (for a bistorical review
perstasion researchers ended to foeus on asingle
tions shouhl always merease persuasion) and
(see Petry, 1997; Petty & Briiol, 200

account for the psychologieal processes
- see Brinol & Perry, 2012). At the outset,
outcome for any varuble (e.g., pusitive cnio-
a single process by which 3 variable had it effect
18); though as noted, the accumlating research showed
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7 L ; o ties it decreased it
L given feature somemues increased persuasion whereas at other tines it : i
I ik L4 - M1
:!Ur(l‘wrmnrc, some artitade changres Lisied Jonger and were more likely o guide
ul d
1 other changges. IS —
lh.l::'outmnpnmry theones of pesuasion have been generated to articulate th:.. 1 “1" ﬁn“ys o
‘ i iHL 3 1 g Y T v. LT
hich variables can affect attitudes in different situations. n the present rev 1; T
ich variables can A S -
:;” Elaboration Likelihood Model (ELM) (Petry & Cacioppo. 1980; | F;:y c‘.ki“ I I!I;c E[j\,\ o
p“'[q.r & Britol, 2013, Other dual process and dual system 'lpl;midmtl; msm"h pnrog i
¢ . o 3 1 1 | i1l e 1 ‘It,'l'll. . 0 -
i » he —syseenatic model) (Chaiken,

s similar features (e, the heuristic-systenn : il
i : S 9393, but the ELM continues to be the one
. s uni skt & Thompson, 1999),

el the unimodal) (Keugh . he ELM, e

o ling wore research on persuasion and attitude serengeh (see Sherman, Gawr pe
{[TRIN} bl : ) i 4

g}p for other dual process/system approaches o judgement).

The elaboration likelihood model

cording o the ELM We have the very same citations in th_..- previous paragraph, w ull:ybc
e l'"l-. drop them here the psychological processes respousible for the effeces of varables on
" lel'J:;l;n::Pcn:: be organized mio a finite set that operate at different putis '1'0“:;"'.1 ;I:nio-
ml'('I: l-‘omiu.uum. going from very low (even :umn?miﬁ} thllﬂul?g to very In‘p,h.' .1-‘. u‘.:?i
i ha jer low thinking conditions, variables inHuence attitudes by operating as sunp :
pr:du.i::;::;r heuristics (e.g., [ like your product because 1 like you). \Jli:hcn the :|lkt::::;~:|
 ablog 3 high. variables can inpac the extent of influence by more thouy
5 d““‘f:::!; ";'I‘;L't:l‘:;ll:liﬂ:g :‘!‘lr:dg:::c:lll:ul]:Il']:l: thoughts thac come to mind {.e., whcth;r

% I- ) . 1 3 1 - 3 # . 3
::: ;ll;l.:- favourable or unfavourable), serving as a piece of evidence (1.;,,‘. .u'L;:}.,::rl:l:t;::du:ht:;
serutimized, or inpacting the confidence people have in the tl1¢)t}gj1t]s .:;:: ,.t i
Ihow mitch the recipient relies upon those thUllg]lI(S. Tlu.: t]llcury ort [;L e ".t.l.mdﬁ i
claboration is not constrained to be very low or high, \mm‘b os clm in L;: o ﬁ.‘r e
ing the amount of thinking that oceurs. Thus, as we explin -Jm ‘prou.u s ey
ELM describes several processes by which varables can affect persuasion

Affecting the amount of thinking

One way i which a varable can affect persuasion s through ||t<.:rc:|3|:1‘g ():Od:':r:.::;lt‘f ;I:;
maotivation or ability to think about tl:-l.- i“ﬂm;"w. ::,t::'.t.: ‘Ij::': ;\:ltll:} ;ni x ::d iR -
> the o think about a complex or long mess s pres ! ;
:?1:'"&‘:::!:_“};-'1"1‘2 .:, message repetition is one variable that cn:.blt:;' ;{);.c;tl-.n:uﬂ::ﬁ,:g; llcl: |i:-:'k1:::
i putw.l\] (”l)ikl IJ:;“:: fcl:': nt‘h::‘lkcl:::d:l);:ﬁ; tllu:‘||‘u.~“;:g:'ri dL;ruptcd (Snuch
19491). [n contrast, 1f the speaker talks oo fst, E e e D
& Sh)‘llﬁ:r. 1995). Increasing thinking wnds wo cnlm;n:ur Eu{.:l.l::(:;:::itllll; .\;{::IT}::‘::“.::;:: ﬂ,z

! ey it of they are weak. The reverse 1s trwe for reduc hing | ; i
l::it:ﬁ:;r dismpt:l chinking, Petty, Wells and Brock (I'J'.-fb) }ﬂv-: ;::ﬂ:::i::;:l‘:’h :Jdrl:::i.:h
arguments in favour of a tuition increase, while at the sume ll;um. 8 ‘.'. .’ m.m-... el
ot lave w engage i a distracting secondary cask. Wllurr :-trf);lg ‘.1rtl:;|c bt e
distraction dsrupted thinking and diminished persuasion by red umu.,. 43 : lmw;wr o
that would have beeit generated. When weak ATgUIMENEs wc.n.- pn.:.sm n.m.. o “_,(;_.ld i
e thinking actually enhanced persuasion h.y reducing the ““m:}mﬁ:., 1:-1:“ e
occurred. Following this study, a manipulation of argumc.ut qua m: .m N
addinonal studies to gauge the impace a variable has on t?ll.‘.\!;:lg'r_' .p.r‘::z::“:m .h. Im,r G

ment gualiry effect on atttudes should become larger as message | T
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reduced s processing disrupted. Furthermore, just as there are different situational factop
chat influence a peson's abiliy to process a essage (.., repetitaon, distraction), there are alg,
mdwidual differences mfluencing ability o dhunk such as the amotne of accesuble knowledy,
on the topic (Wood, Rhodes, & Bick, 1995) and previous experience (Wu & Shatier, 1v87),

Now, even if o consumer has all day to eliborate upon an advertsement, should the
consunier have no mnterest in the product advertised, any persuasive appeal on its beball will yeg
be processed very carefully, Therefore, m addicon to ability, the person must also be motivy ted
tw think about the message. Althougly there are many deterimmans, pechaps che most nipor.
tant is the message’s perceived persoral relevance (Petty & Cacioppo, 1979b, 1991, Whenevey
the message can be lmked to some aspect of the message recipient'’s “self”™, such as through e
recipient’s values, gaals, outcotnes and identities, it can enhance self-relevance and increase the
likelthood of pracessing the message (e, Blankenship & Wegener, 2008; Flenng & Petty,
2000). I an early consumer demaonstration of this, Petty, Cacioppo and Schumann (1983)
vaned participant’s interest in an adverdsemenc for the *Edge Razor” by informing then tha
they would receive a razor for participating in the experiment (gh relevance) or a tube of
toothpaste {low relevance). Subsequently, participants were exposed o a4 razor advertisement
contunmg either strong ez, "I direce comparison tests, the Edge blade give owice as iy
close shaves as its nearest competitor”) or weak (e.g. "In direct companson tests, the Edge
blade gave no more nicks or cuts than its comperinon™) arguments, Petey ot al. found larger
argutnent quality effects (e, more persuasion for the strong than weak arguments) when che
razor adveresseinent was lgh as opposed o low m penonal relevance.

Other vanables that have been shown to impact the amoune of thinking mclude niessages
with personalized addresses (Floward & Kerin, 2004), the use of thetorncal questions (Alduwalia,
Burnkrant, Mick, & Brucks, 2004, Petty, Cacioppo, & Heesacker, 1981), one’s level of anxi-
ety (Sengupta & Venkataranani, 2001) and one’s doubt or uncertamty regarding the message
(Ziegler, Dichl, & WRuther, 2002). Individual traits alse affect one's moovation to think sach
as one’s need for coguirion, chat is, one’s desire to engage in thoughedul, CoENIOVe aCtvioes (v.g.,
Cacroppo, Petty, & Morrs, 1983), Individuals high in need of cogmuion are nore mfluenced
by the quality of 2 message and less by simple cues than those low in need of cogninion (for
reviews, see Cacoppo, Peny, Feinstein, & Jarvis, 1996; Petty, Briol, Loersch, & McCaslin,
2000} A recent meta-analysis (Carpenter. 2004) found 134 studies wich over 13,000 partici-
pants testmg the ELM hypothesis that varables attectng thmking would incerace with acgument

quality to produce persuasion and concluded that the available daty were consistent with the
ELM predictons,

Low thinking processes

When motivanon and/or ability to think abour the persusive proposal are relitively low,
accordimyg to the ELM (Pery & Wegener, 1998a), source, message and recipient varables are
likely to exert their influence by serving as siuple cues or input to simple heuristics. Heurisoes
are rules of thumb such as “foods recommended by the doctor m this ad are probably good
for me™ (Chaiken, 1980), The ELM predicts that when tinking is low, people do not rely
mich o a personal assessment of the merits of the consumer proposal in forming their atntudes
bue rely instead on a variety of simple cues from the source, the message or the siuation that
become assocated with the product or serve as input w a simple decision rule.

Under condions of low claboration, source varbles such as credhbiliy have been shown
w serve as asinple positive cue to persuasion. For example, when messages deal with v
portant or irrelevant ssues (low motivation t think), wrespecave of the actual meries of the
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AT presen ted, indviduals are likely o be more pcr\uatlul 'Il’Y credible soures -i.-.mn[.mlil:‘].:l
il pon-credible sources (Petty, Cacioppo, & Goldman, 198R1). Th is can b undcr_xt;.vm ‘.'s Tes : ;
. from the use of a simple hewristic or association such as, “1F an cxpcrt_:nu rruseworthy
1"!-.“‘ supports this position, 1t must be good™. Ovher variables bave shown similar cue effects
::::lcr low thinking conditions, such as source attractiveness {Ch:n}ikcn, !‘Hf‘f]‘r ml:n.'cl :;:nia:;;)r
seatws {Horeyo, Bruiol, & Petty, 2014), length u‘f‘ the mcs‘..u_.:‘:.-' (Petry & Cacioppo, U84
.,c._-ipicm moud {Petey, Schumann, Richiman, & Swathnan, i )‘JJ). s
11 addition to heunsoies, low claboration consumers can be influenced by _\Elflp '... SSOCT o
conpections, as i the case of evaluative conditionng where rc:|m:i:n:-:c?l'_»£r paurmﬁ ..l.ll at::;%;; ;.
ohbyect with something good enhances positive |.'U3|lllaltlul 1 (] {.lzrﬂlll. 1 Htf: ht-.nln L's& - t..mr:l. X l:hc .
When thinking 15 Jow, one noteworthy feature of varmbles serving as .\l‘ll_lp‘t. f.ll!.‘srl:" : ‘uwurtz
impact attitudes m the direction of their V:llum.‘ll.'. For ul.\:.unplu:. lr.l'llll'.u:tll\l’l..lll.:s “wh: l.‘ e
and being happy are positively valeneed, they \\‘rﬂl. result in more positive it bl.:- il
:.:-mc variables serve 0 other roles, though, their impace on attitudes need not be pusiave.

High thinking processes

When motivation and ability to think are high, people \vii! engage in carcful ﬂ";".l:ht'l um:sfnf:;
the relevance and the menis of ali of the information available. A‘s :11rum.ly.cxp ainie ;11'11 ‘.t.u-.lu.
gtuations, the quality or cogency of the information pl".‘.‘ii.‘ll!t‘l! will be an |hmp1;rt.mt. .u".n:“_t
nant of how effecove the persuasion attempt is. Below we articulate additional processes tha

variables can infuence when thinking is high.

Biasing thoughts
When thinking is high, variables can bias the nacure of thc. tlmughfs that are l.tl'lit.'!‘.ltt‘d..l"'?'l:lli
5. some features of the persuasion contest increase the likelihood of favourable I:llﬂllg'?lh -r(.ml;:
elicited, whereas others increase the likelihood of unfavourable chottghm‘ For cx;unpl-:: L i_'pu.uip :
are put i1 a good mood prior o hearing an mvolving message, tlln:tr' t!mnlilus will bu :;.‘R..; "
favour of the mesage (Petry et al,, 1993}, On the other hand, n.nmllmg rcaut.lm.uj (dn. hin,
1966) m message recipients by telling them that they have no choice but to be p‘cmmd? an :|'ni
MIPOTENL IS5Ue motivates counterarguing (or negaove thoughts), cven \V!lt.‘ll thii‘ ill:j.’,l.lllll. |:-.ts use
are strong (Petty & Cacioppo, 19792). Biased thinkmy, thc.n. whether favourable or lllll J‘;:l:r,'
able, often reduces the impace of imessage quality on persuasion n.um!:mrcl:l to n.b‘p:c tive t n:a " !.,l
fu general, any e a message takes a positon oppo.fcd to one’s :_ntmudu_-.. valuuj..p:..m)::fs
ientity or preferred outcome, people will tend to be bl.!!fl.'d against it When a “;"-“ll!;:'. T :k
a position  favour of those vamables, thmlgh,‘pr:oplc ‘WI" be biased in f.wou.r of it (l Tt;y; .
Cacioppo, 1990; see Clark & Wegener, 2013, for s n.‘\.'lL'\\_f:l. To be clear, and as notctl t1..|. L ‘
when 4 message is framed as relevane w one’s values, wdenuty or pruﬁ:r‘rcd outcones, the tl.\{u-'
of information processing i affected, bur when o message tukes a p:n?ncnlar pm::;m; mL theny
the salence of the provessing can be affecied. However, the potential for biase thinking to
veeur is enhanced when the message itself 15 somewhat ambiguous so that the r-‘:uplcm can
mterpree it w either a favourable or unfavourable way {Chaiken & Maheswaran, 1994).

Serving as an argument

i 1 LT Lo 5 10 : v
Under high elaboration conditons, variables can also serve s arguimeits. When [.l'()u.“i'il.lllt
aarefully, all aspeces of the commumeation are scrutimzed as o whether or not they provid
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evidence for changing an atocoude or adopting the advocaied position. For example, the
ateractiveness of a source could be considerad an argunent for relevant advocacies such as for
beauty products, but will likely operace through other processes for proposals and produceg
unrelated o looks (Petty & Cacoppa, 1984b; of, Merro, Mannetti, Kruglaski, & Sleeth.
Keppler, 2004). Similarly, one’s culture can also moderate whether a variable is treated ag
cue or an argiment. For example, in mdependent culeures, where people cmaphasize viewing
the self as unigue or distnee to others (g, i & Triandis, 1986), consensus support for an
attitudinal posinon is percerved as a simple cue and works best when thinking is relatively loyy.
However, m collectivist cultures, where people emphasize viewing che self as meerconnected
to others, consensus infornuton can be percerved as an argument and works when thinking is
high {Aaker & Maheswaran, 1997).

For a vartable to serve as an angument ic has to be evaluated as direct evidence for the 1MCrits
of the attitude object. For example, Martin, Abend, Sedikides and Green (1997) examined how
participants evaluated a story that was designed to nmake them happy or sad, Beeause a core
goal of the story was the mood it was supposed to evoke, participants” moods could be viewed
as a relevant argument. Thus, ifa story were designed o make people sad, acrually feeling sad
would be a serong argument in favour of the merits of the story; however, fecling happy would
make the story seem less efective, Although negative emotions such as sadness or fear could
serve as negative cues for dishkang i thinking s low, it can lead to positive evaluations if these
are the inrended staces and thinking is high,

Validation

When thinking is lagh, there is yet another process through which a variable can influence the
degree of persuasion: thoughe validation. Recent research suggests that peaple nor only have
thoughes, but they can have thoughts about their thoughts, or metacognitions (Petey, Brifiol,
Tormula, & Wegener, 2007; Brifiol & DeMarree, 2012). One feature of thoughts that has
proven o be useful is the confidence with which people hold cheir thoughts. That s, two
consuniers can have che same fGvourable thought about the message {e.gs, tPhones have long
baceery life), but one consumer ean have considerably more confidence i the vahidity of chat
thought than another person. Similacly, cwo consumers might have the very satie thoughe
about & product, but one of theny may feel better about thae thought (e.g.. this thought makes
me feel good), using ir more when formng a final evaluation about the product (Brdiol, Petty,
& Barden, 2007), According to the self-validation bypothesis (Peuty, Briftol, & Tormula, 2002),
influencing thought-confidence and thoughe-liking when thinking 1s high can increase or
decrease the persupsiveness of the appeal depending on the dommane direction of thouglis.
In support of this idea, Briol, Perry and Tormala (2004) found diat when the thoughs in
response to an advertisement were prinarily favourable, increasmg confidence m their vahd-
wy increased consumer persuasion, but increasing doubt in cheir validity decreased consumer
pensuasion. When the thoughts o 2 message were mostly unfavourable, however, incrensing
contidence in their validicy reduced persuasion, buc underminmg confidence mereased it
Reesearch on self-validation has shown that this mechanism can account for some already
estabhished persuaston owtconies {e.g., more persuasion with happy rather than sid mood, with
hgh over low eredibility sources, when argument gencration is casy rather than difficuly), but
by a different process than postulieed previowsly (see Brifol & Petey, 2009, for a review), o is
warth noting that self-validation processes have two boundary condinions: (1) there muse be
rehanvely figh levels of chinking, and (2) the confidence should be salient during or fllowing
thought generation rather than prior to it If confidence 1s sylient prior to thinking, it teods to
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i t { v steby reducing the vecd
duce the amount of thinking by validating one’s pitial view point theeeby reducing
i

for PTOCUSSING new forniition (Ticdens & Linton, 2001).

Correction for perceived bias

ration conditions, varkibles can lead individuals to notice and respond
+ potential bias i their thinking and attempt tw correct for such baas, Spl..‘clllt.".l"y, bcc:lu,w_
o yre motivated to hold correct attitudes, iider careful scrutiny they mighe detect factors
that thu.z.r belivve are biusing their judgements and make an effort to {.Gl‘l‘t.‘l.‘f l'lur tlrc?nll (:l{:” lljfﬁ:}
< induction m an advertisement was seen as particularly blatane feSteno ceal., 2 :
lmmlh- ve doubt in their thoughts because they fear that their thoughts pught have stemmed
~;u:2.ﬁ,i:l§ing fictor in the situation or some pwjudwg they have, th".-y wuh.l. :!ttcmpt trf
ﬁ'u'lf Lty correct for their brased thoughts in accordance with the mechanism specified by the
'-‘NPI_E';)‘II‘YC;‘:"T‘:&““ Model (FCM) (see Wegener & Petty, 1997, fora review). Tim'l; is, people
FE?]I:t :stnmtc the magnitude and direcon of the perecived brasinyg effect on tl}cn’ _]utlgclll‘wn?
o ot to adjust for it To the extent that they correct too meh, reverse eiets ol variables
o 3“""‘;? l~“l (JI’-.-I & Wegener, 1993 Wegener & Petty, 1995; Wilson & Brekke, 1994).
I:‘m!:lw n-\c::mlt: in t::u study (Petty, Wegener, & White, 1998), when people became aware
that ::‘il:C;'llJJ:P&&Ul.WCQ might be biasing their attcudes, they became more ':._'ru}l,m:'.‘lc m\,::f;:,l ::;
proposal when it was endorsed by a dislikeable than a likable Sm-.lrt‘t'. hfu 1. expl l:::,:: s pn“;
rypically require relatively high degrees of chimking. However, ]fLI:TT:!l‘Il(l:l}’rrt.; Lm.,l.é‘ e
ticed repeatedly, they can require Tess effort and even become aur:lmm?:. L.[..:. = .h_m s
1999; Maddux et al., 2003). Of course, people must be nmtw:nt'c( ad aware ot a bias
w correct for it (for further dincussion, see Wegener & Petey. 1994).

ginally. under high clabo

Pcoplc

eh

pc{)Pll.‘

Consequences of different processes

According to the ELM, attituddes tormed or changed through l’?«“h 'hi"s’"l'." P{rl?fum;_;:r: :u::;.t
consequenual (stronger) than those changed through low thmking prt.u.c‘ssl.‘\ .|Lr-r3: | ;n :-.mm_
& Smuehy, 1093, for o review). That is, alchough sore Atk e e ook it TL'[.]? IL -Y ality of
quentil, others have greater tmpact. The tern artitnde strength is u!icfl to'dlm.rl e the qu. .2;“ '
atitudes that allows then to persist over nie, TEsist persuasion. affect mfnn‘u.ut:t;l' P:;:‘;-m”i:
and guide behaviour (Petty & Krosnick, 1995). Some of the features assoc |.1|:Iu 'lw-1 .-wblli:‘
atttudes inelude the following: Tow ambivalence (Armitage & Cmmcr; :lill Itll), |“B. 1 T:;:mwm
ity (Bassili & Fletcher, 1991; Fazio et al, 1982, Hodges & Wilson, UJ-I.)I mr:\ l.ﬁl&. o
(Giesler, 1971) and high arerude certinty (Bassil, 19967 Rucker, Tormaly, Petty, !

i e . an attitude and thus the likelihood thae
2014, Possessing these fearres ncrenses the serength of an at i

an mdividual will use and maineain that attitude over time, s
Importantly, elaboration inereises the hkelihood thit a newly changed attitude will p |_ _l_
' ; ; 5 a revie e are both

the several features of a strong attiude (see Perry et al.. lt)ﬂ:{, for a n.vu._\\.r]. There e
: asons for this, First, as thinking inereases during attitude change,
and their atitudes should become more
Second, prople often becone more

struceural and imetacognitive re
people should acguire more support for their attitudes
accessible and well-mtegraced i the knowledge structure. Sec B s
conmitted to and confident i their views with greater thm.kulg. Each of these [
crease the likelibood that an attitude would be comsequential. - P
One example of the link berween claboration and sl:mygrh .wnlu.:s tmnt : : ::I:“a:m:;:__w:. k
and Pery (1992). In s research, individals \\r'lm.v.lrwd.m t.1?1r (I-‘-'L‘l. t.‘ mi- e
sxpreved tooa elevision ad for an answerng machine i the contexe of a wicevision progr ;i
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The ad was deagied 1o contan compellng arguments as well as positive cues so that con |p;1r.ahly
favourable artiades would be mduced regardless of the level of dunking. Awitudes wwwards h,
answering machine were measured wimediately tollowing the ad and then agam two days gy
At che debiyed perod, need for cogmuon predicted the extent of persistence (i.e., the an o
ofatawde chnge) of the ol acatade, That is, these bigher i need for cognition (wha waly
have processed the message careiully imtially) tended o persise in their new favourable aeeitues,
but those lower 10 need for cogmaon (who would have relied on stnple coes at the e of
el exposure) dad noe {see Iiumngc.r ctal,, 1990; Chaiken, 1980, for similar resuiles).
Tnsummary, ihrough the mcchanisim of both low amd high thinking, we can now uniderstang
when and why certan varuables affece persuasion, Knowing the mechamsmn is Hportant becaugg
w5 ust noted, accordmg w the ELM, when variables produce atticude change througl) lugh
thinkmg processes, the new atades are more pebsistent, resistant o further change, aiyg
predictive of belaviour than when the same changes occur via low ehinking processes,

Multiple roles for persuasion variables

So s we have examined the factors of persuasion i the separate contexes of lugly, low ang
unconstrimed thinking, However, the same variable that served as @ cue under fow thinking
conditions could serve as an argemenc under high dhnkiog and affect the amount of think-
g when s unconstramed. Nexe, we provide an eximple trom research on one variable o
tluserate how any miven variable can afece atatudes o cach of the roles postulaced. For our
example, consider whether the message recprent s a relanvely happy or sad state, Floy
should this affece persuasion?

First off, one's emotional state can afect the amount of thinking one does abour 2 message
when chinking is unconseramed, Typically, sadness tends to inerease elaborative Processing over
happiness because iv indicates that something i wrong and needs to be addressed {Schwarz,
Bless, & Bohner, 1991). o conerast, happiess mdicates thar things are fine the way they are
(Worth & Mackie, 1987). Howoever, if thiking is already low (e, because of distraction),
being happy can increase perstasion compared to sadness through the peripheral route by
serving us i simple assocative woe or mput o a dedision rule (111 feel good, | must like w’)
(e, Bosmans & Baumgarmer, 2005). On the other hand, W thmking s high, feeling happy
can enhance persuasion by biasing the direcion of one's thoughts, mcreasmyg the number of
positive thoughes one generates towards the appeal (Petty cral, 1993) or making good con-
sequences seem more likely and bad consequences seent less likely (Wegener, Petty, & Klein,
1994). 1 relevant 10 the persuasive appeal, happiness can abo be evaluaced as an argument for
the attirude olyjece (Martio ¢t al., 1997).

I addition o these Prisnary cognitions, emotions can also aftecr the perceived validiey of
one’s thoughts when che feelngs follow (rather than precede) processing, by increasing or
decreasing the cernmey one has in one's thoughts, For example, if people feel happy followmg
the generation of positive thoughts, they will rely on theny more be more persuaded, but
if happimess follows generation of neganve thoughes, people will rely on them more and be Jess
persuaded than i sudness follows thoughe gencration (Brifiol et al., 20087).

However, if emotions are made o salient suc b that individuals perceive them o be bias-
g cheir thoughes (e.g., consumers percerve a happy TV programme i atfccting therr ensuny
evaluation ofa commercial), the individual will be motivated to correct his or her attide and
cttects opposite to the perceived bias (Berkowitz, faic, Jo, & Troccoli, 2000, Importancly,
induced emotions can result i the same degree of armde change regardless of the process
(Petey ctal., 2003), but when emotion acts uder lugh elaboration co rease persitision, the
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setitnede change will Lase longer, be miore ressent to perssion, and be more likely guide a-
;udc consistent belaviowr (see Petty & Brinol, 2005, for u revicw). "

Other prominent vacables i conmmumication, that is, features of the source such i oredi ,.l ity
el atractiveness, have also been shown o demomsirate these varied mlrun’uuu. .\:Zl‘nh as :ﬂ)u;—
ing the amotnt of thinking one does when i s unconstrimed {Pucke, IL‘(I:,}'. Tu::] r:.;tt
Fj;hcr_ 1983) and serying as a simple peniphenil cue when tunkmg s low {1 rlL"olt\r & v Y‘.
1995). Hlowever, when thinking s lugh, these same varables e and serve .'I'sl,l suln.t,uullv-.‘
argument (Peay & Cacroppo, 1984b), bras thouglies (Chaken & Maheswaran, 1994), affect the

eeived validity of one's thoughes (Braiol et al., 2004) as well as mfluence someone to cor-
Ir:-ﬂ for a pereerved bias i their atneade (Petty, Wegener & White, 1998). To date, » l.lmlulwr
of other variables have been shown 1o operate i these multiple roles m the pn.-d"mud uru.n::-
saances. These mclude recipient power (Brfol eral., 2005), ense of retrreval (Uriiol, T1)r|11.| EN
& Perey, 2013) and bodhly responses (Briiol, Petty, & Wagnier, 20112), to name just a few (for a
review, see Peuty & Brfol, 2015b).

Matching

Up to this poine, we have focused on the multiple processes by which 1.0|:||n|.||1|cal:u?1|. fictors
wsolition can impactactitudes and pesuasion i ditferent situations. However, these individual van
ables canalso mterace wath each other i affecting persuasion processes and uteoins. To nghhighe
this interplay, we nest focus on the outcomes of when a varmable within the recipient, |m.-sq~;f|!,,vu,
and/or source wuttches another fictor of the peruasion sitwation (for more exrensive rL‘\.'It:’\\r.'. on
ntching, see Briol & Pewy, 2000; Petty, Wheeler, & Ihizer, 2000; Salovey & Wegener, 21 fll}).
We begin with the well-vahdated nonon that people tend o hke things €hat are associated
with themselves more than things that are assocated with others {e..g. Kahneman, Knetsch,
& Thaler, 1990). For example, people overvalue ther n-group compared w out-groups
(Taifel, 1981) and find their own arguiments more convinang dan those generated by 0[]1:_:r5
{C sreenwald & Alberr, 1968). People also value and are more meerested m things associated wich
themselves, as shown with selferelevance increasing information processing (Perry & Cacioppo,
19749b). Furthenmore, most peaple tend to find things associated with themselves easier to pro-
cess (lllriﬁUI eral., 2013). Thus, based on these features (fanlaney, liking and interest), match-
mg 2 message to the self has the potential to impact atttudes and persuasion through the same
multiple processes documented previously, .
Currently, many ditferent types of matching have been demonseraced thmug!mut the
liwwrature, For examiple, research has shown thae by matching a quality of the message’s source,
such as the gender, to that of the recipient (e woman delivering an appeal to 2 wnm.nf) can
increase the persuasiveness of the message (see Fleming & Pery, 2000). Other examples of van-
ables thae have shown this main effect for matching nclude need for cogmtion (l!.lkk?‘r. 1999},
semsation seeking (Pabingreen, Stephenson, Evertt, Baseheare, & Francies, 2002, the funcuonal
bhasis of attieudes (Prackans & Gilner, 2005) and affect versus cogmuuon (Fabrigar & Perey,
1939). Even one’s culture can aceount for this efiece. For example, advertsements .lppl.'dhllg.u?
one’s independence and personal suceess are more perssuasive to people I'rf)m Wostern cuumnc.'f
(ie, individualistic cultures which promote traies like these) than people from Easten countres
(e, collectivist culeures), However, the opposite 15 true ihr:ulvcrtimf wnts appealing o co!lcca
tivise values, ke m-group benefies and family mtegeiey (Flan & Shavie, I‘)_‘Jl: Zhang & Gelb,
1996). However, without understanding the process through which matehing can ncrease {or
decrease) persuasion, we cannot account for when 1t will or will not occur. By applying che
LLM, though, we can begin to berter understand these efecs.
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Understanding matching with the ELM

According to the ELM, matching can mfoence attitudes by the sume fandimental progesye

deseribed so fir for variables ke cimonon a
Wheller, 2005, For exanple, oye of the vari

o naeching is g i-mendtonng, or the depree to

1l source eredibihity (e, see Petty, Barden, g
ibles that has been studied the most witly Tespect
which one orients i or herelf towards Mo

approval (Snyder, 197.4), High self-momtors are very attenttve to modifying their behavigyr o

thewr current socul cireunstances, whereas low self-
ene with cheir internal behers and values. In i study by Petty and Wegener (1998D), rese:

muatched or mismarched advertsements with

differed i levels of self. homitonng, That is, high and low self monitors eicher re
(e.5. how good 2 produce makes you luok) or qualiy {e.z, how efficient a4 product is) appe

that contained cither strong or weak argunien
thar matched their selfmonitoring staeus (.
quality messages for Jow sl imnonitors), the

IOIIEGES re 1nore imotivated to be LONSINE.

archiry,
cagent or flinsy arguments w individuals who

id social g

als
ts. For the partcipants who read advertisements

s social image mesages for high self-moniors and

strenggeh of the arguments had o larger efivet on ar.
tudes compared to those who received msmatched advertise

enhaneed infornacion processing thereby increasing the

nents, an indication that matching
pact of message quality on atttugde

(swe also DelBono & Harnish, 1988, Fupita et al., 2008; Peracchio & Meyers-Levy, 1997, Wan

& Rucker, 2013; Whecler, Perty, & Bizer, 24

When the likehihood of eliboration 15 comstrained to be low, howeve
message and the consumier is more hkely o inAue

DeBono, 1987}, For example, iF a souree
loww sel-monitor's values, if thinking is not high,

5).
v, nmteh between the
nee atotuces by serving as a sple coe {eg

sinply asserts thae the arguiments are consistent with 4

this simple match to the self can produce persig-

sion with the reasoning, “If it links 1o my values, it must be good!™ In contrst, when thinking i

settaahigh level (e, a wpic of high personal

taterest; high accountibility for 4 decision}, then

matching could enhange perstasion by basing the direcoon off chinking. Indeed, some rescardly

suggrests that high self-nonstors are more monvated t generate fivourible

thoughe ro e s

that nake s appeal wo tage father than an appeal t values (e, Lavine & Snyder, 1996),

Yet another role for matching is provided

of the source matched (vs, imsiached) the ¢l
showed that high (vs. low) self moniton reli

stol for negative thoughts (for an additional ex

see Huntsinger, 2003). Tl meticognitive role
high elboration conditions and when the

Future avenues in matching research

b dhis chapter, we have shown matching is relative

ever, there are stll arcas and applications of mat
fal section of this chapter, we discuss
deserve further consideration,

Correcting for matching

Sumnlar to che commuonication vartbles discusse

potental bias induced by matching, chey may
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by the selvalidagion hypothesis. For example,
Evans and Clark (2012) showed that thought-confidence inere

wed when the chanctensti
nrictenstic of the recipient. These researchers

ed more on their thoughes when the source was
Attractive (vs. credible), which iereased persuasion for positive thoughes bue decre,

sed persua-
nple of naeching mereasing thoughe validacon,
would be more hkely o oceur under rehatively

match follows message processing,

ly prolific throughout the literature; how-

“hing thae have yet to be fully examined. In the
areas that matching research has begun to explore but

Ipreviously, if people are nade aware of the
be prone t correct for it. For example, of a

The elaboration likelihcod model

comummer recognizes that an ad s bemg specitically matched o him or her I“LFJ“IP:J:I::I
gion, he or she nuy mtentionally correct i the opposite direction of the appeal’s |n. r:‘ mm;
[n one study, Cessario, Grane and Higgms (2004) lll'.ll'lipl.ﬂ.lti..\l wlictlwr‘ or 'm.): ::"[::u“ (-, :
appeal for an after-school programme matched the individual®s strategy I;rr. a__,mﬁ :idl_l.]h “ML
cither promotion-focused or prevention-focused) and whether or ot ¢ w .l.llll CpRb
pade aware of the busing eflees of matched messages. Although nave Ip.l.rl‘u.].p.utl‘ 5 e
mutched message o be more persiasive, those who were Illl.ldt.‘ aware of the ;ﬂ_ﬂ.u "'_v ;l;, i
ing the source for their feelings of “nghtness” corrected for therr bias and actually foun

j e ISMEC IO persuasive,
""’E_;‘:‘I':’:‘r‘i::":'lll: has almprc\rc.ll ed chat personalized (1.c., matched) messages may not al\\..u)rs }w
more efecave — or at least these favourable personalization eflects are subject to I'I'Il.)l.l;.'r.llill‘llll‘ "yy
external factors (a5 meta-amalyzed in Noar ec al., 2007). For -:x:uuplg. when people ( don t. sn.-. a
[c_:q_"ililll-ltl: reason for why their personal mformation was um_.'d ma highly p.c.-rsu_.m?hz:.v |I 1:Lss.|i:w..
clii.-ccivcnuse 15 decreased (White, Zahay, Thorbjornsen, &‘ 5h.n:rll.t.. 2008), hnlml.u y :.l{.. h ): ptr—
sonalized messages may not generate desimable responses from indivaduals w m.pufhlu..&\ I.Il c‘: 1!.;
pendent or colleenivist tendencies (versus those with independent tendencies; La: I(‘; .}".IIII.IT.'.II b :
& Du, 20015 Kramer, Spolter-Weisfeld, & Thakkar, 2007), Morcover, wh_cn |iJm‘p ¢ Ttlu‘li):;
fechngs of regree assoctated with personalized products, they may select stindard ones msces
Sy, Krishnamurthy, & Hess, 2008).

When matching decreases (vs. increases) thinking

The thrust of evidence so far has demonstrated how nueching often mcreases |nﬂnu.-u.c-.-l. and
ane mechanism for chis is that marching increases thinking about the argumcnts‘whcn “]"i n..nt
otherwise constraned. The quesaon renams though: Are there boundary l:m(llltm‘n’s. w.llz.:;.::
matching can somenmes decrease thinking? Petty and Wegener (1998, p.l .‘_’Hlj s.ug.izi.;r:f.“m;v
“if people form stronger expectanons aboue what a nwss'mgu \\'I|-ll -m;{ ....t ny \‘-\::ll e mone
surprised when the message vielates these uxpuctfl[mm . Thae is, if one ci'\pc]':L ‘] pe -
miessage to match the participant’s already held views, he or she may be cm‘l ely t-o. “I:m.p
mze r.i}c message due 1o the behef dhac he or she already kll()\\'f.‘i what o expect (HJTIIL.- e
Maheswaren & Chatken, 1991). In conerast, ifpeople are surpmcfi by the position u];c.-u.l|:l‘m.r-‘
mation processing will be creased (Baker & Petey, _I'J‘J-I). I'r::vpmly. we I."lf\"lt‘.‘\\l'm L:m:.n.“l
dernonserating how nuatching could mcrease claboration by making the |u.c,-m%.-,|..t.-..snlu l.'utl.i.c.lub
wore seli-relevant to the reaipiene, Whae happens, however, when matching instead leads the
recipient to simply percewve the message content as expected or already knuwnrl . -
Some mitial work on tus comes from Sinth and Perry (1996) who fim.n‘d that if a nmm.\j_.u
misnrched what people expected {e.g., if the participants I-.-xpu:ctcd a pOSI_tWL'lyl-fr.'llllcd ]llli_‘id
sage and recetved a negavvely-framed one), argunent q}l:lluty had a larger impace on .nAtmuc ::s
than if the position matched what was expected, u‘up]ymg greater m;:-m;_t,c Iscrmmy: | t:]fr
cultural study (Aaker & Willinus, 1998) also examined this expectancy violtion with ,:n t
twements for camera filin in both che Umited Staces and Chm?. In the U.S..'l:(ll'i.\ll.]lll.ﬁ are
accustomed o ads that vse Westernovaloed cmotions {e.gz., delight), whereas in China, um‘}—
sumers are accustonied to ads that use Eastern-valued emotions (e, calinness). Thus, when
researchers mismatched ad expectations {e.g., a delight-focused appeal for the Chinese), they
found greater argument quality effects than when tlu.-l ad was :Il'l.'lll'l.‘lln.‘d. . )
Additonal evidence for this mismatching mereasing processing effeet ¢ anies ﬁ;nl}li‘ “tht
(2010) who put participants in cicher a good or bad mood and dhen .Ill:llllpll:.l‘l‘i,jt IJ‘I. wluru.l
of 4 message to have high or low likability. Past research has shown ehat people come to have
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momd-congruene expectations for the valence of a source {e.g. 2 positive mood leads to expec.
tarions of a positive souree) (Mayer, Gaschike, Bravernan & Evans, 1992). Therefore, 4 nnatel;
o expectitions in this wstaee would be constituted under the zoud mood/ hikable SOl
condition and the bad mood/unlikable source condition, Onice more, Wexpectncy violatigy,
leads to more processing than confinmacion, the msnatching condicion should fe,
Argument qualicy eHoces chan matching would — which was exactly wh
aker & Petty, 1994; Zicgler, 2010, Ziegler ceal., 2002). in bref.
matching 1s to expectations, it is the mismatching condhtion that Teads to greater scrutiny (dyg
to surpnisel. On the other land, if matching is to the self, then the marching condinion produc gy,
the greater serutmy (due o the enhanced interest frons personal relevanee).

I additzom o surprise and expectaney violation paradigis, there might be
and condivons under which natching could decrease thinking, For example,
that emierges from naeching validites the belief thac one already knews enough about ¢y,
P, or 11 increases the sense of validity in one’s existuyg attiude, then nntching would |y
expected o undermine thnking. This would be mes likely when the sense
cedes the Processing of the messagre,

w 1o Breater
At wins tound (see alyg

other prog Cyieg
i the confide lce

of matching pre.

Matching and self-persuasion

All of the matching researcly reviewed so e has shown how e hing snfluences FESPOINes (g
Mmessages generated by external sources, However, one new avenue for explonng maching i
within the reali of selt-persuasion, and specifically, 1ts relation o ATEHINCNt generation (rather
than reception). Prior research has shown dhae matehing can influence the number and the
content of thoughs people gencrate in TCSPOISe 6 persuasive messiges generaced by others, A
welevane question, then, 1 to what extent imate hing can also mfluence the thoughts consumers
themselves generace in the absenee of pesuasive messages,

Iagine for a moment that A ronsumer s orying o convinee fum or herelf w purchase o
new creadonll mswead of 4 television. In che absence of any kind of persuasive appeal from a
company, what kind of arguniencs wall the consuner gererate o whuence his or ler dec slon?
I one study by Shavi, Lowery and Han ( 1992), mdividuals who were high versus low in self
monitoring were presented with comsutier produces that could he ambiguously categorized g
either utilitaran or social tdentity based (e, watches and sunglisses), Parnapane were then
asked to generate and dlesigm ads that would “explicidy appeal to themselves ™, Paralleling prior
matching effects, low self monicors comstructed ads compuosed mastly of unilitarian ArgumCns,
whereas high-self monitors made ads mostly composed of socal wdentity-based arguments.

Anather example of this effiece comes from Rucker and Galiniski {2009) who exanuned
power. The researchery proposed that powerfyl people value products for their quality or func-
tiouality (because such foatures support their own argentic goalks), whereas less powerdul people
value praducts for cheir abality to confer status (because these features promote their goals of
attaining the esteem of others). Thus, when participants were asked o generate slogans for a
BMW, the results showed that participants vagned to the gh-power condition tended
focus their slogans on performance, whereas chose iy the low-power condition tended to focus
thawr slogans on prestige. Together, these two studies Sugizest chat people tend o generate argu-
ments that match their own personmality or cognitive style, exactly those argumens dhat cend o
be the most eficctive when tenerated by others,
In eheir analysis of self: perstasion, Maio and Thons (2 n7)

described two types of st tegies:
cpistemic and eeleological, Epistenic strategios Y 0 Festrud ryre

OIS cognitions to gl i with dhe
destred ouccome artitude (e remeerprenng undesired aeerbuigs of any object o be more posiave).
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accessin “the sired attitude (e.g.
fn conerast, teleological serategios atemipe to reduce the aceessibilicy t]ri tll:l t[l-n:i-.;\u{:m ? ‘l.,,..,_“(| ut.li
:1 ppressing or distracting oneself from an undesired attribuee). ]J\L’i\l. h ‘lm ard t],_ im_"]w -

; j T s, Case I 5 I
-|:_|lf eplstenig \tr.-m;g'.cx wml]d Fequire greater caginiive processing bee II:.-!M. nm!:'l s dwY
T i L [y S
l ating new thoughts, whereas eleological e hnmwques require m.mrls; TL o l)'u,llmmd
& N - [ N TS el
¢ quire managing current thoughes. Following a macching logic, Rese ! m?l o t“ L,
: | J ‘ ] +d episternic straregios (the more cognin
n participants bigh m Need for Cogminon used epi e cogm h
ALt ¢ - : a participants lagh in selit
I|]l mnding type), it resulted in greater seli” persuasion. However, when participant . gll T
i e i 1 sk re 3 self-control to maintain active thought sup-
d teleological strategies (4 task requiring se i
g ; X} i seer self-perswasion.
presson) {Tangney, Baumeister, & Boone, 2004, 1t resulted in grru.“ “:r. l| e
i E ‘o :h in which people ma e
i phenomenon comes from researe tel
A fal dlusteation of this | . ‘ P gl
it 2y invest i T nits with the perceived demands of the task. Spec
O 10 BeNerinng argunients wi ' : ‘
t‘“‘:‘“ e o 1 Perty (2012) began with the assumption that peo-
B ted by Brifiol, McCaslin and Perey (2012 ¥ ; =
b e srsvade themselves is more difficule
sasonable belief that generating arguments w persu selves .
: hold the reasonable behief thae generating T DOr g
e ieudi her d o-attitudinal, and they further believe th
s counter-attitudinal rather chan pro-; s 1 :
wihien the twpie i e g o s
hey know their own opinions better than they know the opinions of otln,rf {i.r st ,t_
'y B . i e sl ;
t ;|‘{;) Beenuse of dis, when the topic of the persuasion sk is counter .l]tlltl.lf % .,,P,. m|" :
2012). L : 0 R L mmnoas I
invest more efort in generating 1 message designed to persuade I:l'll.l'l.'lh!.'vc\; n n; LU s [.;
g of it I 15, people can be sure tha
i : ame position. That 1s, people
: . v o person of the same posic
arguIments to convinee anothe e : "
J;i- ire apposed but are less sure of the oppasinen of the other; thus, they '.]\rurk ha 3
i : T : ssage 15 pro-attitudinal, Here, people
wlves sverse is the case when the message is pro- H
ssuade themiselves, The reverse pesk . PRE
_P'- tless effort in generatmg arguiments designed to persuade themselves than anothe p| N"'
becnuse | . ‘ rson alre rrees. When the impact on actual self
se they are lu : that the other person already agrees. .
Because they are Tess sure ¢ ! ekt ol
s = Ty m the effort expended in the persua
ston was assessed, 1t followed direetly fro : ; i o
i i ated in the domain of externally origi
olce atching has been demonserated ;
In sum, the concept of nate o
i { asi i ork, however, has addressed the relew:
TRUASLON sclf=persuasion. Litle work, | :
mied persuasion and for s e et
' “ate S v as in the domain
sople spontancously advocate to others suc _W ;
maw ling for when people sp X e e
2y are advertisernents that maech a dimens
ects (Berger, 2014). For examiple, are advertiseren :
of Mouth effects (Berger, 2 ; . i
m s shared subsequenty wi
s pu *z, exeraversion) more likely o be
someone’s personality (e, o . @l s b
w : crsonality dimension (e, other extravereed people)?
ople behieved o also have that personality dime _ :
oo hers about products and services when they
o at extent do people tell others sboue p | !
more generally, o what ex ; e e
L L1 T AN DBenenit from exg
s are ar versus dissimilar to them? Fueure research o
think the others are sumilar versus : . e A e
11 whether these and other forms of imatching afect the source’s will HIZOEsS 10 engge
of mouth influence.

Concluding remarks

ipi ari . duce;
We luve focused on how source, recipient and context variables can produce (llrrlnm pru.: “}
: : L o, Habor:; Con-
penwosion by a variery of high and low erort processes that opeeate along an |: iboration ¢
' = . "
. “relatively low thoughe processes (..,
i : el s possible as a result of relatively I
ooy, Although attitude change s p . L
erenc “hanges are as consequential as those indue
s cues srences), these changes are not as oo
relying on stmple cues and ferences), e SRR T et
: o H 4 24 AL processes and oute k
SCSS 1. many of the same psychologic
via hugh thought processes. In parallel, f Holopie S
that have been observed in research on receiving and processing external mu;ubcs .l ..]r)r
I ; 1 ] sxteroad infor-
been observed when consumers penerate their own messages i the absence o I.I\lr_ u“ e
I . i Yher important rescarch questions
are ther exploration, €
ation — an area of research worth fur ot p<. ot o o
Pursue melude: When do people spontmeously attempt to seltspersuade thc.ms;!l\.r:.f. II!t ;*.l. ):
: N7 > sinatehis
tend o do so through peripheral cues or central argumients? 120 mare h:ng ang -mh|m|1 ching
: : e ¢ examined the psy-
eects work similarly in this context? In sum, the present review not an :.I-.x lllll]l 0 tl l., Pwl
— : i i snce of single varubless 16 also addressed
<holagical processes relevant for understanding the influence of single varibles 1calso ¢
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instances where mulople varubles, such as in marching effects, interact o provide a hose ar

ot ones,
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