CLASSIC PERSUASION THEORIES

RRIEES dhouk fhie Alicoms of The Theory of Reasoned Action
e.g. °If | exercise, | will improve (adapted from Ajzen and Fishbein, 1980; and Penny, 1996)

my health and lose some of .
my excess weight

Attitude to the specific
behaviour
e.g. “exercise would be a good
thing for me to do”

Evaluations of the outcome
e.g. “being healthy and
slimmer are enjoyable,

satisfying and pleasant for me’

BEHAVIOURAL
INTENTION BEHAVIOUR TH EO RY 0 F

e.g. I'm going to start * (exercise)

programme REASONED ACTION

Normative beliefs about the
behaviour
e.g. "'my family and friends
think | should exercise

Subjective norms
e.g. “exercising is an
appropriate thing to do

Motivation to comply
e.g. "l want to do what they
want”
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Beliefs Attitudes Intention Behaviour



THEORY OF REASONED ACTION

Adapted from Fishbein & Ajzen

ATTITUDES

(beliefs and values

> related to an issue) \
BEHAVIORAL

A\
INTENTION ..  BEHAVIOR
(predisposition to (action)
o behave)

” SUBJECTIVE /
NORMS

(peer pressure or
social expectations)
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CLASSIC PERSUASION THEORIES

Spiral of silence

Alleged public opinion

Willingness to speak out

~ "Deviant" opinions

Media ™

Silence
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Fear of isolation



CLASSIC PERSUASION THEORIES

SELECTIVE PERCEPTION

IT'S NOT PENIAL

I'M JUST VERY
SELECTIVE
ABOUT THE

REALITY
| ACCEPT
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CLASSIC PERSUASION THEORIES

SELECTIVE RETENTION




CLASSIC PERSUASION THEORIES

TWO-STEP
(MULTI-STEP)
FLOW
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CLASSIC PERSUASION THEORIES

AGENDA-SETTING

SELECTION, OMISSION
. & FRAMING OF STORIES




CLASSIC PERSUASION THEORIES

*‘MEDIA FRAMING
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CLASSIC PERSUASION THEORIES

MEDIA PRIMING
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FRAMING

Desighing a message to influence
how an issue or event is perceived.
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OPINION LEADER

A trusted individual to whom one turns for advice
because of his/her greater knowledge
or experience regarding the issue at hand.
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PERSUASION

Disseminating information to appeal for a
change in attitudes, opinions and/or behavior.
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PRIMING

Increasing the salience of a public issue
through strategically timed media coverage.
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PUBLIC OPINION

What most people in a particular public
express about an issue that affects them.
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SELECTIVE PERCEPTION

The subconscious function of selecting from
the millions of daily stimuli only those
messages one chooses to perceive.
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TRIGGERING EVENT

An event that transforms readiness
to act into actual behavior.
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VALUES

Core beliefs or beliefs central to an
individual’s cognitive system.
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