CJT 682: Communication and Persuasion
Fall 2016
M 5:00PM – 7:45PM
Grehan 223
Professor: Marko Dragojevic, Ph.D.

Email: marko.dragojevic@uky.edu

Office: 242 Grehan

Phone: 859.218.3349

Office Hours: Mondays 4-5PM and by appointment
COURSE DESCRIPTION
This course is designed to provide students with an overview of persuasion theory and research.
The course will introduce students to the central conceptual, theoretical, and applied issues in the
study of persuasion/social influence. As this is an introductory graduate course in an area in
which the literature is quite extensive, our readings and discussion must, by necessity, be broad
yet abbreviated. However, by course design, you will be expected to delve more deeply and gain
mastery over the sub-field(s) that most interest you.
STUDENT LEARNING OUTCOMES
After completing this course, students should be able to:
! Define persuasion and understand its relationship to social influence;
! Understand and explain different theories of persuasion;
! Describe the dominant methodological approaches underlying persuasion research;
! Summarize, critically analyze, and synthesize empirical research on persuasion;
COURSE FORMAT
This course will be conducted in seminar format. The goal of each class discussion is to highlight
the important aspects of the theories under discussion, discuss the key conceptual debates and
criticisms of the theories, analyze one or more research articles based on the theories, and/or
consider their ramifications for us as communication scholars. It is essential that you complete
assigned readings prior to each class for our conversation to be as productive as possible given
our limited time together. To encourage productive discussion, you will be asked to turn in
questions on the readings each week (see below).
COURSE READINGS AND WEBSITE
There is no required textbook for this course. Instead, all readings (see schedule below) will be
posted in PDF format on Canvas. Readings should be completed prior to class on the week
during which they are assigned. I have made reading selections to highlight certain aspects of
each literature or area of persuasion research, sometimes assigning the “classic” pieces by the
original theorists and sometimes assigning current studies or overviews.
Although not required, I highly recommend and have placed the following text on 2-hour reserve
at the library as an additional resource for you:
O’Keefe, D. L. (2016). Persuasion: Theory and research (3rd edition). Thousand Oaks, CA: Sage
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COMMUNICATION AND PERSUASION
ASSIGNMENTS
(All assignments/activities will be graded on a 0-100 scales and will be appropriately weighted to determine your final course grade)

DISCUSSION QUESTIONS (10%)
Each week you will be required to post 1-2 discussion questions to the class discussion forum on
Canvas. Questions should be focused on one or more of the week’s assigned readings. They may
be about theory, methods, or anything else in the readings, and may be used to probe links
between the readings and other ideas you’ve encountered earlier in this class or other classes.
Each question should be preceded by a brief (1-3 sentence) rationale that provides background
information and context. Although you are free to pose any (reading-relevant) questions you
want, all questions should clearly demonstrate that you have engaged in advanced, critical
thought about the readings.
Questions should be posted every week starting Week 3, except the two weeks that you are
leading discussion (see below) and one other week of your choice (i.e., you get one week off) –
in other words, you will post discussion questions for 10 out of the 15 weeks of this course. Post
your questions by creating a new thread to the appropriate week’s discussion. Questions should
be posted online by noon on Sunday, the day prior to the class meeting.
DISCUSSION LEADER (2@10% = 20%)
Starting Week 4, you will be assigned to two weeks that you will work with 1-2 other students to
lead the seminar discussion. Your group will be in charge of guiding the class discussion for
your assigned day. The discussion should touch upon all of the week’s assigned readings. For
this to be successful, you should prepare in advance several discussion questions about each of
the week’s readings. Keep in mind that your classmates will also have questions of their own that
they will want to bring into the discussion – I suggest you look over those on Canvas before the
class meeting and plan accordingly. Discussions should emphasize the strengths and weaknesses
of the theoretical model(s) in question, methodological trends, and links to other theories
discussed in this course or other courses, among other things. Your primary goal is to stimulate
and facilitate class discussion, not monopolize it – in other words, let your classmates do most of
the talking. I will provide a schedule, model, and details about how to go about this during the
first three weeks of the semester.
PARTICIPATION (20%)
An important part of your graduate education is the development of your ability to explore ideas
with others. It is therefore crucial that you contribute to the discussion during every class period.
Quality of participation is more important than quantity. New and insightful observations about
theory and research are more valuable than long summaries of the readings – but don’t hesitate to
voice your beliefs or ask questions about the readings. No observation or question is too trivial.
Don’t contribute only when you have a fully worked-out answer in polished form (which is rare
for most of us in any case); the classroom is a space where you can try out off-the-wall ideas, ask
what you think are stupid questions (but probably aren’t), and otherwise take intellectual risks.
RESEARCH PROPOSAL (50%)
For your final paper, you are expected to propose an original study (or set of studies) that applies
existing persuasion theory (ideally one that we’ve covered in this class) to a new topic or
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question. Your paper should not be a simple literature review, but instead should reach beyond
what has been covered by others (new variables, contexts, etc.) and should be clear in justifying
how you are contributing to and advancing scholarly knowledge.
Persuasion/social influence is a fundamental process of communication that can be applied to
virtually any topic and context. Thus, it is my hope that you will take this opportunity to propose
a persuasion-oriented study in the specific area of research that you are interested in (e.g.,
interpersonal, organizational, media, instructional, etc.) and eventually carry out the study and
submit it to a conference and/or for publication.
Your paper should be 12-16 double-spaced pages (excluding title page, abstract, references,
tables, and any other supporting materials). It should be journal-submission quality and should
include a rationale, justification, and basic research design for your proposed study. Clear
hypotheses (or research questions) – that logically follow from the preceding theoretically-rooted
rationale – should be advanced. All constructs of interest should be clearly operationalized. The
method section should include information about your target sample, stimuli, measures, and
procedures. The paper should adhere to 6th edition APA format.
A hard copy of your paper is due in my mailbox in Grehan by noon on Monday, December
12th.
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COMMUNICATION AND PERSUASION
GRADE BREAKDOWN
Assignment
Discussion Questions
Discussion Leader #1
Discussion Leader #1
Participation
Research Proposal
Total:

Points earned (out of 100)
____________
____________
____________
____________
____________

Weight
x .10 =
x .10 =
x .10 =
x .20 =
x .50 =

Weighted points
____________
____________
____________
____________
____________
____________

All assignments and activities will be graded on a 0-100 scale (A+ = 100, A = 95, A- = 90, and
so on). Participation grades will be assigned after each class period (note that being absent = 0
points for that day) and these will be averaged at the end of the semester to determine your
overall participation grade. Grades will also be assigned to each of the 10 discussion board posts
and these will be averaged at the end of the semester to determine your overall grade for
discussion questions.
To calculate your final course grade, multiply the points earned on each assignment/activity by
the appropriate weight and add them all together to get your total weighted points earned. Divide
this number by 100 to get a percentage.
Final grades will be assigned using the following scale:
A = 90 – 100%
B = 80 – 89.9%
C = 70 – 79.9%
E = 69.9% and below
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COMMUNICATION AND PERSUASION
POLICIES AND EXPECTATIONS
ATTENDANCE
Because this is a seminar, we will get the most out of it if everyone shows up regularly and does
all of the readings on time. Failing to attend class is not an option and will ultimately hurt your
grade – if you don’t show up to class, you can’t participate in class. If you have an emergency
and cannot make it to class, please try to let me know in advance. In such cases, I may request
that you provide me with appropriate verification as specified by University Senate Rule 5.2.4.2
(https://www.uky.edu/Faculty/Senate/files/Excused%20Absences%209-2-09.pdf).
ANALYTICAL SKILLS
I expect that you have a strong background in empirical research methods that will allow you to
analyze the literature you will be reading. If your background is minimal, please come see me for
some suggested readings.
WRITING SKILLS
I expect that you have strong writing skills and will produce logical, high-quality scientific
writing. All written assignments (e.g., research proposal) should be journal-submission quality
and adhere to APA (6th ed.) format.
ASSIGNMENT SUBMISSION
All written assignments must be typed in 12-point Times New Roman font, double-spaced, use
1-inch margins on all sides, and adhere to the style guidelines set forth in the American
Psychological Association (APA) 6th edition style manual. A hard copy (sometimes accompanied
by an electronic copy) of all assignments must be submitted, unless otherwise specified.
Electronic-only submissions will not be accepted unless otherwise indicated by me.
LATE WORK
All assignments must be turned in on time. Late work will not be accepted and will receive a
zero. The only exception to this policy is if the absence is officially excused (see Student Rights
& Responsibilities Code: http://www.uky.edu/StudentAffairs/Code) and cleared with me in
advance.
GRADE APPEALS
To appeal a grade on an assignment or activity, please email me a written explanation of your
argument as to why you feel the grade is in error. This must be done within 72 hours of receiving
the grade. Keep in mind that you must provide a well thought-out appeal. Grades may go up or
down due to an appeal decision.
OFFICE HOURS
Office hours are an optional resource for you. Please come by to discuss content from the course,
ask questions about the field, or just say hello. If you cannot make the scheduled office hours but
would like to talk with me individually, please email me and we can set up another time to meet.
Although I plan to be in my office during posted office hours, I occasionally step out to speak
with colleagues, hold group conversations in larger spaces, or to work in nearby computing
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locations. Therefore, it is important that you always email me when requesting an appointment or
inform me that you will be coming to office hours. This is particularly helpful during busy times
in the semester when many students plan to visit office hours and is a policy meant to benefit
students and myself by making the most efficient use of our time.
CLASSROOM BEHAVIOR, DECORUM, AND CIVILITY
The University of Kentucky is committed to the respect and dignity of all and values differences
among members of our academic community. In line with this commitment, it is important to
build a classroom climate that is comfortable for all. Diversity of opinions and free expression
are encouraged while at the same time courtesy and respect for difference are essential aspects of
the classroom climate. It is essential that everyone displays respect for all members of the
classroom, including the instructor and fellow classmates; avoids unnecessary disruptions during
class time (e.g., tardiness, distracting interpersonal conversations, cell phone use, web surfing,
checking social media); and avoids racist, sexist, homophobic or other negative language that
may unnecessarily exclude members of our campus and classroom. This is not an exhaustive list.
Rather, it represents the minimal standards that help make the classroom a productive place for
all. Failure to abide by these policies will result at minimum in a deduction from your
participation grade for each infraction and you may be asked to leave the classroom and return
on another day.
ACADEMIC INTEGRITY
Per university policy, students shall not plagiarize, cheat, or falsify or misuse academic records.
Students are expected to adhere to University policy on cheating and plagiarism in all courses.
The minimum penalty for a first offense is a zero on the assignment on which the offense
occurred. If the offense is considered severe or the student has other academic offenses on their
record, more serious penalties, up to suspension from the university may be imposed.
Plagiarism and cheating are serious breaches of academic conduct. Each student is advised to
become familiar with the various forms of academic dishonesty as explained in the Code of
Student Rights and Responsibilities. Complete information can be found at the following
website: http://www.uky.edu/Ombud. A plea of ignorance is not acceptable as a defense against
the charge of academic dishonesty. It is important that you review this information as all ideas
borrowed from others need to be properly credited.
Part II of Student Rights and Responsibilities (available online
http://www.uky.edu/StudentAffairs/Code/part2.html) states that all academic work, written or
otherwise, submitted by students to their instructors or other academic supervisors, is expected to
be the result of their own thought, research, or self-expression. In cases where students feel
unsure about the question of plagiarism involving their own work, they are obliged to consult
their instructors on the matter before submission.
When students submit work purporting to be their own, but which in any way borrows ideas,
organization, wording or anything else from another source without appropriate
acknowledgement of the fact, the students are guilty of plagiarism. Plagiarism includes
reproducing someone else’s work, whether it be a published article, chapter of a book, a paper
from a friend or some file, or something similar to this. Plagiarism also includes the practice of
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employing or allowing another person to alter or revise the work which a student submits as
his/her own, whoever that other person may be.
Students may discuss assignments among themselves or with an instructor or tutor, but when the
actual work is done, it must be done by the student, and the student alone. When a student’s
assignment involves research in outside sources of information, the student must carefully
acknowledge exactly what, where and how he/she employed them. If the words of someone else
are used, the student must put quotation marks around the passage in question and add an
appropriate indication of its origin. Making simple changes while leaving the organization,
content and phraseology intact is plagiaristic. However, nothing in these Rules shall apply to
those ideas which are so generally and freely circulated as to be a part of the public domain
(Section 6.3.1).
Please note: Any assignment you turn in may be submitted to an electronic database to check for
plagiarism.
WITHDRAWALS AND INCOMPLETES
In situations where a student’s total EXCUSED absences exceed 1/5 (or 20%) of the class
periods scheduled for the semester, students are strongly encouraged to withdraw (take a “W”)
from the class as per university policy. Specifically, if a student has excused absences in excess
of 20% or one-fifth of the class contact hours for that course, a student shall have the right to
petition for a “W,” and the Instructor may strongly encourage the student to petition for a “W”
or take an “I” in the course rather than fail the course outright [US: 2/9/87; RC: 11/20/87].
Specifically, if a student has excused absences in excess of 20% or one-fifth of the class contact
hours for that course, a student shall have the right to petition for a “W,” and the Instructor may
strongly encourage the student to petition for a “W.” In the case where a significant number of
excused absences (>20%) affect the course grade, the student may petition for an “I” (or
Incomplete) in the course. To do so, the student will be required to make arrangements with the
instructor to complete incomplete work, which accrued due to the number
of excused absences. An “I” grade shall not be conferred when the student’s reason for
incompleteness is due to unexcused absences or found to be unsatisfactory to the Instructor of
Record. For each “I” grade request, the student and Instructor of Record shall complete
an appropriate file record on a standard form provided by the Registrar, which shall include the
following: (a) the name of the student; (b) the course number and hours of credit; (c) semester
and year of enrollment; (d) signature of the Instructor of Record; (e) a brief statement of the
reason(s) for recording the incomplete; (f) specific instructions on how alternate grades on the
work to be completed will affect the final grade; (g) the specific time requirement (not to exceed
12 months) set by the Instructor of Record for removal of the “I” grade and consequences of not
removing the “I” grade; and (h) signature of the student, if feasible. Failure to comply will result
in the Instructor's assignment of a letter grade the course.
In practical terms, this means that for classes that meet once a week students can only have 3
excused absences or students will be encouraged withdraw from the class as per University
policy [US: 2/9/87; RC: 11/20/87].
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RELIGIOUS HOLIDAYS
Students anticipating an absence for a major religious holiday are responsible for notifying the
Instructor in writing of anticipated absences due to their observance of such holidays no later
than the last day of add/drop. Information regarding dates of major religious holidays may be
obtained through the religious liaison, Dr. David Beach (859-257-2754).
ACCOMMODATIONS DUE TO DISABILITY
If you have a documented disability that requires academic accommodations, please come see
me as soon as possible. In order to receive accommodations in this course, you must provide me
with a Letter of Accommodation from the Disability Resource Center (DRC). The DRC
coordinates campus disability services available to students with disabilities. The DRC office is
located at 725 Rose Street, Multidisciplinary Science Building, Suite 407 (phone: 859-257-2754;
email: susan.fogg@uky.edu). You can also visit the DRC website for more information at
http://www.uky.edu/StudentAffairs/DisabilityResourceCenter/.
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COMMUNCIATION AND PERSUASION
TENTATIVE COURSE SCHEDULE
Week 1 (8/29): Defining Persuasion and Social Influence
Miller, G. R. (1980). On being persuaded: Some basic distinctions. In M. Roloff & G. R. Miller
(Eds.), Persuasion: New directions in theory and research (pp. 11-28). Thousand Oaks,
CA: Sage.
O’Keefe, D. J. (2016). Persuasion, attitudes, and actions. In Persuasion: Theory and research
(3rd ed., pp. 1-18). Thousand Oaks, CA: Sage.
O’Keefe, D. J. (2004). Trends and prospects in persuasion theory and research. In J. S. Seiter &
R. H. Gass (Eds.), Perspectives on persuasion, social influence, and compliance gaining
(pp. 31-43). Boston, MA: Pearson/Allyn and Bacon.
Week 2 (9/5): Information Processing Theory (Labor Day - NO CLASS)
McGuire, W.J. (1968). Personality and attitude change: An information processing theory. In
A.G. Greenwald, T.C. Brock, & T. M. Ostrom (Eds.), Psychological foundations of
attitudes (pp. 171-196). New York: Academic Press.
Week 3 (9/12): Attitude Structure and Functions; Social Judgment Theory
Simons, J. & Carey, K. B. (1998). A structural analysis of attitudes toward alcohol and marijuana
use. Personality & Social Psychology Bulletin, 24, 727-735.
Katz, D. (1960). The functional approach to the study of attitudes. Public Opinion Quarterly, 24,
163-205.
Lavine, H., & Snyder, M. (1996). Cognitive processing and the functional matching effect in
persuasion: The mediating role of subjective perceptions of message quality. Journal of
Experimental Social Psychology, 32, 580-604.
LeBoeuf, R. A., & Simmons, J. P. (2010). Branding alters attitude functions and reduces the
advantage of function-matching persuasive appeals. Journal of Marketing Research, 47,
348-360.
Sherif, M. & Sherif, C. W. (1967). Attitude as the individual’s own categories: The social
judgment-involvement approach to attitude and attitude change. In C. Sherif & M. Sherif
(Eds.), Attitude, ego-involvement and change (pp. 105-139). New York: Wiley.
Week 4 (9/19): Cognitive Dissonance, Forced Compliance, Hypocrisy
Festinger, L. (1954). A theory of cognitive dissonance (pp 1-31). Stanford, CA: Stanford
University Press.
Stone, J., Aronson, E., Crain, A. L., Winslow, M. P., & Fried, C. B. (1994). Inducing hypocrisy
as a means of encouraging young adults to use condoms. Personality & Social
Psychology Bulletin, 20, 116-128.
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Dickerson, C. A., Thibodeau, R., Aronson, E., & Millge, D. (1992). Using cognitive dissonance
to encourage water conservation. Journal of Applied Social Psychology, 22, 841-854.
Stone, J., & Focella, E. (2011). Hypocrisy, dissonance, and the self-regulation processes that
improve health. Self and Identity, 10, 295-303.
Stice, E., Shaw, H., Becker, C. B., & Rohde, P. (2008). Dissonance-based interventions for the
prevention of eating disorders: Using persuasion principles to promote health. Prevention
Science, 9, 114-128.
Week 5 (9/26): Theory of Reasoned Action, Theory of Planned Behavior
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50, 179-211.
Glasman, L. R., & Albarracin, D. (2006). Forming attitudes that predict future behavior: A metaanalysis of the attitude-behavior relationship. Psychological Bulletin, 132, 778-822.
Roberto, A. J., Krieger, J. L., Katz, M. L., Goei, R., & Jain, P. (2011). Predicting pediatricians’
communication with parents about the Human Papillomavirus (HPV) vaccine: An
application of the theory of reasoned action. Health Communication, 26, 303-312.
Stone, T. H., Jawahar, I. M., & Kisamore, J. L. (2010). Predicting academic misconduct
intentions and behavior using the theory of planned behavior and personality. Basic and
Applied Social Psychology, 32, 35-45.
Silk, K. J., Weiner, J., & Parrott, R. L. (2005). Gene cuisine or Frankenfood? The theory of
reasoned action as an audience segmentation strategy for messages about genetically
modified foods. Journal of Health Communication, 10, 751-767.
Week 6 (10/3): Social Norms Approach
Schultz, P. W., Tabanico, J., & Rendón, T. (2008). Normative beliefs as agents of influence:
Basic processes and real-world applications. In R. Prislin & W. Crano (Eds.), Attitudes
and attitude change (pp. 385-409). New York: Psychology Press.
Hogg, M. A., & Reid, S. A. (2006). Social identity, self-categorization, and the communication
of group norms. Communication Theory, 16, 7-30.
Smith, W. S., Atkin, C. K., Martell, D., Allen, R., & Hembroff, L. (2006). A social judgment
theory approach to conducting formative research in a social norms campaign.
Communication Theory, 16, 141-152.
Park, H. S., & Smith, S. W. (2007). Distinctiveness and influence of subjective norms, personal
descriptive and injunctive norms, and societal descriptive and injunctive norms on
behavioral intent: A case of two behaviors critical to organ donation. Human
Communication Research, 33, 194-218.
Kam, J. A., Matsunaga, M., Hecht, M. L., & Ndiaye, K. (2009). Extending the theory of planned
behavior to predict alcohol, tobacco, and marijuana use among youth of Mexican
heritage. Prevention Science, 10, 41-53.
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Week 7 (10/10): Social Cognitive Theory
Bandura, A. (2002). Social cognitive theory of mass communication. In J. Bryant & D. Zillman,
(Eds.), Media Effects: Advances in Theory and Research, 2nd Ed (pp. 121-154). Hillsdale,
NJ: Erlbaum.
Pajares, F., Prestin, A., Chen, J., & Nabi, R. L. (2009). Social cognitive theory and mass media
effects. In R. L. Nabi & M. B. Oliver (Eds.), The SAGE handbook of media processes
and effects (pp. 283-297). Thousand Oaks, CA: Sage.
Martino, S. C., Collins, R. L., Kanouse, D. E., Elliott, M, & Berry, S. H. (2005). Social cognitive
processes mediating the relationship between exposure in television’s sexual content and
adolescents’ sexual behavior. Journal of Personality and Social Psychology, 89, 914-924.
Nabi, R. L., & Clark, S. (2008). Testing the limits of social cognitive theory: Why negativelyreinforced behaviors on TV may be modeled anyway. Journal of Communication, 48,
407-427.
Savage, M., Scott, A. M., Aalboe, J. A., Stein, P. S., & Mullins, R. (2015). Perceptions of oral
health in Appalachian Kentucky: Implications for message design. Health
Communication, 30, 186-195.
Week 8 (10/17): Elaboration Likelihood Model, Heuristic Systematic Model, Unimodel
Petty, R.E. & Cacioppo, J.T. (1986). The elaboration likelihood model of persuasion. In L.
Berkowitz (Ed.), Advances in experimental social psychology (Vol. 19, pp. 123-205).
Todorov, A., Chaiken, S., & Henderson, M. D. (2002). The heuristic-systematic model of social
information processing. In J. P. Dillard & M. Pfau (Eds.), The persuasion handbook:
Developments in theory and practice (pp. 195-211). Thousand Oaks, CA: Sage.
Kruglanski, A. W., & Thompson, E. P. (1999). Persuasion by a single route: A view from the
unimodel. Psychological Inquiry, 10, 83-109.
Carpenter, C. J. (2015). A meta-analysis of the ELM’s argument quality x processing type
predictions. Human Communication Research, 41, 501-534.
Week 9 (10/24): Emotion
Nabi, R. (2002). Discrete emotions and persuasion. In J. P. Dillard & M. Pfau (Eds.), The
persuasion handbook (pp. 289-308). Thousand Oaks, CA: Sage.
Witte, K. (1994). Fear control and danger control: A test of the extended parallel process model
(EPPM). Communication Monographs, 61, 113-134
Nabi, R. (2002). Anger, fear, uncertainty, and attitudes: A test of the cognitive-functional model.
Communication Monographs, 69, 204-216.
Nabi, R. L., Moyer-Guse, E., & Byrne, S. (2007). All joking aside: A serious investigation into
the persuasive effect of funny social issues messages. Communication Monographs, 74,
29-54.
Lewis, I. Watson, B., & White, E. M. (2008). An examination of message-relevant affect in road
safety messages: Should road safety advertisements aim to make us feel good or bad?
Transportation Research Part F 11, 403–417.
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Optional
Tannenbaum, M. B., Hepler, J., Zimmerman, R. S., Saul, L., & Jacobs, S. (2015). Appealing to
fear: A meta-analysis of fear appeal effectiveness and theories. Psychological Bulletin,
141, 1178-1204.
Week 10 (10/31): Source Factors
O’Keefe, D. J. (2016). Communicator factors. In Persuasion: Theory and research (3rd ed., pp.
188-213). Thousand Oaks, CA: Sage.
Kumkale, G. T. Albaracin, D., & Seignourel, P. J. (2010). The effects of source credibility in the
presence or absence of prior attitudes: Implications for the design of persuasive
communication campaigns. Journal of Applied Social Psychology, 40, 1325-1356.
Tormala, Z. L., Briñol, P., & Petty, R. E. (2005). When credibility attacks: The reverse impact of
source credibility on persuasion. Journal of Experimental Social Psychology, 42, 684691.
Cohen, G. L. (2003). Party over policy: The dominating impact of group influence on political
beliefs. Journal of Personality and Social Psychology, 85, 808-822.
Giles, H., Williams, A., Mackie, D. M., & Rosselli, F. (1995). Reactions to Anglo- and HispanicAmerican-accented speakers: Affect, identity, persuasion, and the English-only
controversy. Language & Communication, 15, 107-120.
Week 11 (11/7): Framing and Language
Kahneman, D., & Tverksy, A. (1984). Choices, values, and frames. American Psychologist, 28,
107-128.
Rothman, A., & Updegraff, J. A. (2011). Specifying when and how gain- and loss-framed
messages motivate healthy behavior: An integrated approach. In G. Keren (Ed.),
Perspectives on framing (pp. 257-277). New York: Psychology Press.
Gray, J. B., & Harrington, N. G. (2011). Narrative and framing: A test of an integrated message
strategy in the exercise context. Journal of Health Communication, 264-281.
Hosman, L. A. (2002). Language and persuasion. In J. P. Dillard & M. Pfau (Eds.), The
persuasion handbook: Developments in theory and practice (pp. 371-390). Thousand
Oaks, CA: Sage.
Bell, R. A., McGlone, M. S., & Dragojevic, M. (2014). Bacteria as bullies: Effects of linguistic
agency assignment in health messages. Journal of Health Communication, 19, 340-358.

Week 12 (11/14): Narrative and Metaphor
Singhal, A., & Rogers, E. M. (2004). The status of Entertainment-Education worldwide. In A.
Singhal, M. J. Cody, E. M. Rogers, & M. Sabido (2004). Entertainment-education and
social change: History, research, and practice (pp. 3-20). Mahwah, NJ. Erlbaum.
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Green, M. C., & Brock, T. C. (2000). The role of transportation in the persuasiveness of public
narratives. Journal of Personality and Social Psychology, 79, 702-721.
Hether, H. J., Huang, G. C., Beck, V., Murphy, S. T., & Valente, T. W. (2008). Entertainmenteducation in a media-saturated environment: Examining the impact of single and multiple
exposures to breast cancer storylines on two popular medical dramas. Journal of Health
Communication, 13, 808-823.
Moyer-Guse, E., & Nabi, R. L. (2010). Explaining the effects of narrative in an entertainment
television program: Overcoming resistance to persuasion. Human Communication
Research, 36, 26-52.
Ottati, V. C., & Renstrom, R. A. (2010). Metaphor and persuasive communication: A
multifunctional approach. Social and Personality Psychology Compass, 4, 783-794.
Week 13 (11/21): Sequential Requests; Transtheoretical Model
Freedman, J. L., & Fraser, S. C. (1966). Compliance without pressure: The foot-in-the-door
technique. Journal of Personality and Social Psychology, 4, 195-202.
Cialdini, R. B., Vincent, J. E., Lewis, S. K., Catalan, J., Wheeler, D., & Darby, B. L. (1975).
Recirprocal concessions procedure for inducing compliance: The door-in-the-face
technique. Journal of Personality and Social Psychology, 31, 206-215.
Burger, J. M. (1986). Increasing compliance by improving the deal: The that’s-not-all technique.
Journal of Personality and Social Psychology, 51, 277-283.
Davis, B. P., & Knowles, E. S. (1999). A disrupt-then-reframe technique of social influence.
Journal of Personality and Social Psychology, 76, 192-199.
Dillard, J. P. (1991). The current state of research on sequential-request compliance techniques.
Personality and Social Psychology Bulletin, 17, 283-288.
Prochaska, J. O., Johnson, S., & Lee, P. (1998). The transtheoretical model of behavior change.
In S. A. Shumaker, E. B. Schron, et al. (Eds.), The handbook of health behavior change
(2nd Ed., pp. 59-84). New York, NY: Springer.
Week 14 (11/28): Reactance
Dillard, J. P., & Shen, L. (2005). On the nature of reactance and its role in health
communication. Communication Monographs, 72, 144-168.
Miller, C., Lane, L., Deatrick, L, Young, A., & Potts, K. (2007). Psychological reactance and
promotional health messages: The effects of controlling language, lexical concreteness,
and the restoration of freedom. Human Communication Research, 33, 219-240.
Quick, B. L., Scott, A. M., & Ledbetter, A. M. (2011). A close examination of trait reactance and
issue involvement as moderators of psychological reactance theory. Journal of Health
Communication, 16, 660-679.
Quick, B. L., & Kim, D. K. (2009). Examining reactance and reactance restoration with South
Korean adolescents: A test of psychological reactance within a collectivist culture.
Communication Research, 765-782.
Jenkins, M., & Dragojevic, M. (2013). Explaining the process of resistance to persuasion: A
politeness theory based approach. Communication Research, 40, 559-590.
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Week 15 (12/5): Inoculation
McGuire, W. (1964). Inducing resistance to persuasion. In L. Berkowitz (Ed.), Advances in
experimental social psychology (Vol. 1, pp. 191-229). New York: Academic Press.
Pfau, M., Tusing, K. J., Koerner, A. F., Lee, W., Goodbold, L. C., Penaloza, L. J., Yang, V. S-H.,
& Hong, Y-H. (1997). Enriching the inoculation construct: The role of critical
components in the process of resistance. Human Communication Research, 24, 187-215.
Ivanov, B., Pfau, M., & Parker, K. A. (2009). The attitude base as a moderator of the
effectiveness of inoculation strategy. Communication Monographs, 76, 47-72.
Pfau, M., Roskos-Ewoldsen, D., Wood, M., Yin, S., Cho, J., Lu, K-H., & Shen, L. (2003).
Attitude accessibility as an alternative explanation for how inoculation confers resistance.
Communication Monographs, 70, 39-51.
Banas, J. A., & Rains, S. A. (2010). A meta-analysis of research on inoculation theory.
Communication Monographs, 77, 281-311.
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