
 
SOCIAL INFLUENCE (PY 693) 

FALL, 2007 
 

Time: Currently TR 2-3:15 PM (I would like to reschedule so that we meet for 
2.5 hours once a week) 

Place:   Gordan Palmer 172 
Instructor:  Dr. Rosanna Guadagno 
Office:   Gordan Palmer 164-A 
Office Hours:  By appointment. Feel free to catch me after class as well. 
Phone:  348-7803 
Email:   Rosanna@ua.edu 
Website:  http://osil.psy.ua.edu/~Rosanna/Soc_Inf/ 
Texts:    
Cialdini, R. B. (2001). Influence: Science and practice (4th ed.). New York: HarperCollins.  
Pratkanis, A. R. (Ed.). (2007). The science of social influence: Advances and future progress. 

New York: Taylor & Francis. 
 
COURSE PREREQUISITE 
Completion of Advanced Social Psychology (PY 672) or permission of the instructor. 
  
COURSE DESCRIPTION: 
 The course is designed as a graduate-level, selected survey of theory and research on the 
social influence process.  As such, we will concentrate on the interpersonal factors that affect 
change--for without change we cannot lay claim to influence--in two principal domains:  
attitudes/beliefs and actions/behavior.   
 In keeping with this division, the course will cover the social psychological literatures on 
persuasion and on compliance resulting from oneÕs exposure to some form of interpersonal 
pressure for change.  Coverage is broken down further into a number of topics and connected 
readings.  In addition, a serious effort will be made to consider how the material of the class may 
be applied to the construction of effective information campaigns of various sorts.  Accordingly, 
time will be allotted toward the end of most class periods for students to collaborate in small 
groups on the development of a pair of information campaigns on topics of their choosing. 
 
COURSE REQUIREMENTS: 
 Each week students will be assigned a list of readings on a particular topic in preparation 
for the next class meeting.  At a class meeting in which a given topic is to be covered, a student 
should expect to: (a) have read and be able to discuss in class interaction all of the assigned 
readings for that topic, and (b) have prepared a paragraph of comments regarding each reading to 
be turned in to the instructor at the end of class.  Additionally, the class will be divided into small 
working groups whose task is to develop effective communication campaigns on two chosen 
issues.  One of the resultant campaigns will be presented to the class at the end of the term (Nov 
27).   

Course grades will be a combination of four factors:  the quality of (1) studentsÕ in-class 
contributions to the interactive discussion, (2) the information campaigns generated by the small 
group to which students belong, as well as the presentation of the campaign by the group in 



class, (3) a paper describing a car sales (or other sales) experience and (4) a term paper that takes 
the form of a proposal for research on a course-relevant topic. See specific point break down 
below: 

 
In class contributions  100     
Weekly comments  100     
Sales experience paper  50     
Group project  100     
Final Paper  100     
Total Possible Points  450     
       

Grade Scale: 
A = 90% - 100%  
B = 80% Ð 89% 
C = 70% - 79% 
D = 60% - 69% 
F = 59 and below 
 
Special Needs 

If you are registered with the Office of Disability Services, please make an appointment 
with me as soon as possible to discuss any course accommodations that may be necessary. If you 
have a disability, but have not contacted the Office of Disability Services, please call 348-4285, 
see http://ods.ua.edu/, or visit 133-B Martha Paraham Hall East to register for services. Students 
who may need course adaptations because of a disability are welcome to make an appointment to 
see m during office house. Students with disabilities must be registered with the Office of 
Disability Services before receiving academic adjustments. 
 
Cell Phones 

 Keep them turned off or you may find me answering them. 
 
Academic Honesty  

All acts of dishonesty in any work constitute academic misconduct. This includes, but is 
not limited to, cheating, plagiarism, and fabrication of information, misrepresentations, and 
abetting to any of the above. The Academic Misconduct Disciplinary Policy will be followed in 
the event of academic misconduct. Students should refer to the Student Affairs Handbook, which 
can be obtained in the Office of Student Life and Services in the Ferguson Center. 

 
Classroom Citizenship 
 Sometimes we will discuss controversial topics. Please respect the other people in this 
class, even if their opinions are not the same as yours. Rude, inconsiderate, or disruptive 
behavior will not be tolerated. If a student engages in such behavior may be instructed to leave 
the classroom. 



Schedule at a glance (full reading list follows): 
 

• Week 1: ATTITUDE ASSESSMENT: CLASSIC CONSIDERATIONS 
• Week 2: ATTITUDE ASSESSMENT: IMPLICIT VS. EXPLICIT FORMS 
• Week 3: SUBLIMINAL PERSUASION: A MODERN VIEW 
• Week 4: IMAGINING AND AVAILABILITY 
• Week 5: EXPLANATION AND PERSEVERANCE 
• Week 6: EXPERIENCING AND CAUSING BELIEF 
• Week 7: COGNITIVE RESPONSES:  ARGUMENTS AND COUNTERARGUMENTS 
• Week 8: COGNITIVE RESPONSES:  IMPLICATIONS/APPLICATIONS 
• Week 9: COGNITIVE CONSISTENCY 
• Week 10: HEURISTIC (CLICK-WHIRR) RESPONDING 
• Week 11: COMMITMENT AND COMPLIANCE 

o Sales Visit Report Due 
• Week 12: RESISTANCE TO INFLUENCE 
• Week 13: CROSS CULTURAL INFLUENCES ON INFLUENCE 
• Week 14: Group Presentations 
• Week 15: Watch ÒAn Inconvenient TruthÓ 

o Research Proposals Due Monday, December 10th by 5 pm. They must be printed 
out and delivered to me, or placed in my mailbox or under my door 

 
 



WEEK 1: ATTITUDE ASSESSMENT: CLASSIC CONSIDERATIONS 
 
Overview 
 Eagly, A. H., & Chaiken, S. (1993). The psychology of attitudes. Orlando, FL: Harcourt 
Brace Jovanovich. Chapter 1 ÒThe nature of attitudesÓ & chapter 2 ÒThe measurement of 
attitudesÓ (copies will be handed out in class). 
 
Attitude-Behavior Consistency 
Fazio, R. H., & Williams, C. J. (1986). Attitude accessibility as a moderator of the attitude-

perception and attitude-behavior relations. Journal of Personality and Social Psychology, 51, 
505-514. 

 
I llustrations of Unobtrusive Measurement 
Cialdini, R. B., & Baumann, D. J. (1981).  Littering:  A new unobtrusive measure of attitude.  

Social Psychology Quarterly, 44, 254-259. 
 
Stern, S. E., & Faber, J. E. (1997). The lost e-mail method: Milgram's lost letter technique in the 

age of the Internet.  Behavior Research Methods, Instruments, & Computers, 29, 260-263. 
  
Fazio, R. H., Jackson, J. R., Dunton, B. C., & Williams, C. J. (1995). Variablility in automatic 

activation as an unobtrusive measure of racial attitudes: A bone fide pipeline? Journal of 
Personality and Social Psychology, 69, 1013-1027. 

 
 
 In reading these papers, consider  the following questions and be ready to discuss 
them in class: 
 
1.  Of the self-report measures described by Eagly & Chaiken, which do you think is most 
useful?  Why? 
 
2.  Are there circumstances under which you would shift your choice from one self-report 
measure to another?  What are they? 
 
3.  Which do you consider the most serious threats to validity posed by self-report measures? 
 
4.  Which do you consider the most serious drawbacks of unobtrusive measurement? 
 
5.  Suppose you were asked to develop a new unobtrusive measure of attitudes on this campus to 
the legalization of marijuana; what would you suggest? 



WEEK 2: ATTITUDE ASSESSMENT: IMPLICIT VS. EXPLICIT FORMS 
 
Overview  
Greenwald, A. G., Banaji, M. R., Rudman, L. A., Farnham S. D., Nosek, B. A., & Mellott, D. S. 

(2002). A unified theory of implicit attitudes, stereotypes, self-esteem, and self-concept. 
Psychological Review, 109, 3-25. 

 
The IAT: First Evidence 
Greenwald, A. G., McGhee, D. E., & Scwartz, J. L. K. (1998). Measuring individual differences 

in implicit cognition: The implicit association test. Journal of Personality and Social 
Psychology, 74, 1464-1480. 

 
Qualifying Evidence 
Dasgupta, N., & Greenwald, A. G. (2001). On the malleability of automatic attitudes. Journal of 

Personality and Social Psychology, 81, 800-814. 
 
Rudman, L. A., Ashmore, R. D., & Gary, M. L. (2001). ÒUnlearningÓ automatic biases. Journal 

of Personality and Social Psychology, 81, 856-868.  
 
Mediational Evidence 
Karpinski, A., & Hilton, J. L. (2001). Attitudes and the Implicit Association Test. Journal of 

Personality and Social Psychology, 81, 774-788. 
 
The Relationship Between Implicit and Explicit Attitudes.  
Nosek, B. A. (2007). Implicit-explicit relations. Current Directions in Psychological Science, 16, 

65-69. 
 
In reading these papers, consider  the following questions and be ready to discuss them in 
class: 
 
1. Go to https://implicit.harvard.edu/implicit/demo/takeatest.html and take an IAT or two. What 
did you think of the experience? Do you feel it measured your attitudes? Why or why not? 
 
2. What do you think the IAT really measures? 
 
3.  Are there particular types of circumstances under which the IAT is especially likely to predict 
behavior?  What are they? 
 
4.  Are there particular types of behavior that the IAT will be especially likely to predict? What 
are they? 
 
4.  Are there particular types of people for whom the IAT is especially likely to predict behavior?  
What would they be like? 



WEEK 3: SUBLIMINAL PERSUASION: A MODERN VIEW 
 
Overview 
Dijksterhuis, A., Aarts, H., & Smith, P. K. (2005).  The power of the subliminal: On subliminal 

persuasion and other applications. In R. Hassin, J. S. Uleman, & J. A. Bargh (Eds.). The new 
unconscious. New York: Oxford University Press. 

 
Subliminal Conditioning 
Krosnick, J. A., Betz, A. L., Jussim, L. J., & Lynn, A. R. (1992). Subliminal conditioning of 

attitudes. Personality and Social Psychology Bulletin, 18, 152-162. 
 
Subliminal Pr iming 
Kawakami, K., Dovidio, J. F., & Dijksterhuis, A. (2003). Effects of social category priming on 

personal attitudes. Psychological Science, 14, 315-319. 
 
Subliminal Persuasion and a Qualification 
Strahan, E. J., Spencer, S. J., & Zanna, M. P. (2002). Subliminal priming and persuasion.  

Journal of Experimental Social Psychology, 38, 556-568. 
 
Subliminal vs. Supraliminal Effects 
Kray, L. J., Thompson, L., & Galisnky, A. (2001).   Battle of the sexes: Gender stereotype 

confirmation and reactance in negotiations.  Journal of Personality and Social Psychology, 
80, 942-958. 

 
Consider  the following questions and be ready to discuss them in class: 
 
1.  In 1994, Laura Brannon and Timothy Brock wrote a highly skeptical review of the literature 
on subliminal perception and persuasion.  They also sought to explain the Òpuzzling resiliencyÓ 
of most peopleÕs belief in these phenomena (despite the lack of good evidence for them) by 
nominating several psychological factors such as the tendency for false beliefs to persevere and 
the human desire to believe in superstitionsÑ like subliminal effects.  In Dijksterhuis et al.Õs 
recent review of the topic, they assign somewhat similar psychological interpretations to the 
Òpuzzling reluctanceÓ of many people to believe in subliminal effects (despite the existence of 
good evidence for them).  WhatÕs going on here?  WhoÕs right?  Are the two sets of authors even 
talking about the same audiences? 
 
2.  Under which circumstances would subliminal priming techniques be effective in an 
information campaign and under which would they be ineffective?  How about subliminal 
conditioning techniques? 
 
3.  In pedagogy, there is a window of opportunity for cogent, rational instruction known as the 
teachable moment.  The work weÕve reviewed on subliminal effects suggests that there may also 
be a reachable moment.  How would subliminal priming create such a moment, and what would 
you put in that moment for maximum persuasive effect?



  WEEK 4: IMAGINING AND AVAILABILITY 
 
Overview 
Garry, M., & Polaschek, D. L. L. (2000). Imagination and memory. Current Directions in 

Psychological Science, 9, 6-10. 
 
An Application and a Potential Explanation 
Gregory, W. L., Cialdini, R. B., & Carpenter, K. (1982).  Self-relevant scenarios as mediators of 

likelihood estimates and compliance.  Journal of Personality and Social Psychology, 43,  89-
99. 

 
A Central Qualification 
Sherman, S. J., Cialdini, R. B., Schwartzman, D. F., & Reynolds, K. (1985).  Imagining can 

heighten or lower the perceived likelihood of contracting a disease.  Personality and Social 
Psychology Bulletin, 11, 118-127.  

 
A Mediational Investigation 
Petrova, P. K., & Cialdini, R. B. (2005). Fluency of Consumption Imagery and the Backfire 

Effects of Imagery Appeals. Journal of Consumer Research, 32, 442-452. 
 
A De-biasing Procedure? 
Schwarz, N., Bless, H, Strack, F., Klumpp, G, Rittenauer-Schatka, & Simons, A. (1991).  Ease of 

retrieval as information:  Another look at the availability heuristic.  Journal of Personality 
and Social Psychology, 61, 195-202. 

 
 
 In reading these papers, consider  the following questions and be ready to discuss 
them in class: 
 
1. Imagining an event appears to increase the perceived likelihood of the event as well as 
congruent behaviors.  Can you think of other theoretical accounts--besides availability--that 
would explain this effect? 
 
2.  Have you seen advertisers or other influence professionals use the imagination tactic?  How?  
Do they use it widely and often? 
 
3.  Have you seen such influence professionals use other variants of the availability principle?  
How? 
 
4.  How might the medium by which a message is communicated moderate the impact of the 
availability principle? 
 
5.  Suppose you agreed to tutor a student who has math test anxiety.  How could you use the 
material we covered this week to enhance his/her performance on the next math exam?



   WEEK 5: EXPLANATION AND PERSEVERANCE 
 
Overview 
Koehler, D. J. (1991).  Explanation, imagination, and confidence in judgment.  Psychological 

Bulletin, 110, 499-519. 
 
An Early Demonstration 
Ross, L., Lepper, M. R., & Hubbard, M. (1975).  Perseverance in self-perception and social 

perception.  Journal of Personality and Social Psychology, 32, 880-892. 
 
The Role of Explanation 
Anderson, C. A., Lepper, M. R., & Ross, L. (1980).  Perseverance of social theories:  The role of 

explanation in the persistence of discredited information.  Journal of Personality and Social 
Psychology, 39, 1037-1049.  

 
Explaining Emotions and the Effect on Memory 
Halberstadt, J. B., & Niedenthal, P. M. (2001). Effects of emotion concepts on perceptual 

memory for emotional expressions. Journal of Personality and Social Psychology, 81, 587-
598. 

 
Multiple Explanation as a De-biasing Procedure 
Hirt, E. R., and Markham, K. D. (1995).  Multiple explanation:  A consider-an-alternative 

strategy for debiasing judgments.  Journal of Personality and Social Psychology, 69, 1069-
1086.  

 
 In reading these papers, consider  the following questions and be ready to discuss 
them in class: 
 
1.  How does Hirt and MarkhamÕs Òmultiple explanationÓ account of how perseverance effects 
can be removed allow us to understand the effectiveness of Ross, Lepper, and HubbardÕs process 
debriefing procedure? 
 
2.  Which situational variables might influence the likelihood that the perseverance of inaccurate 
beliefs (based on the receipt of faulty information) would occur in the first place? 
 
3.  Which dispositional variables might influence this same likelihood? 
 
4.   Can you think of influence practitioners who induce target-generated explanations to achieve 
their influence goals? 
 
5.  How might a car salesperson profitably induce such explanations?  
 
6.  Reread the first question I asked after last weekÕs readings.  Do you see its usefulness 
differently after this weekÕs readings?  Why are such questions vital for scientists to ask? 



   WEEK 6: EXPERIENCING AND CAUSING BELIEF 
 
Overview 
 
Gilbert, D. T. (1991).  How mental systems believe.  American Psychologist, 46, 107-119. 
 
The Effects of Over load 
 
Gilbert, D. T., & Osborne, R. (1989).  Thinking backward:  Some curable and incurable 

consequences of cognitive busyness.  Journal of Personality and Social Psychology, 57, 940-
949. 

 
Conceiving is Believing 
 
Gilbert, D. T., Tafarodi, R. W., & Malone, P. S. (1993).  You canÕt not believe everything you 

read.  Journal of Personality and Social Psychology, 65, 221-233. 
 
Skurnick, I, Yoon, C., Park, D. C., & Schwarz, N. (2005). How warnings about false claims 

become recommendations. Journal of Consumer Research, 31,  713-724. 
  
Causing Belief and Consequent Belief 
 
Gilbert, D. T., & Jones, E. E. (1986).  Perceiver-induced constraint:  Interpretations of self-

generated reality.  Journal of Personality and Social Psychology, 50, 269-280. 
 
 
 In reading these papers, consider  the following questions and be ready to discuss 
them in class: 
 
1.  What kinds of psychological states besides cognitive busyness would likely produce 
comparable effects? 
 
2.  Which communication media might be most facilitative of such effects? 
 
3.  How might a prosecuting attorney use the implications of this weekÕs readings to help convict 
a defendant? 
 
4.  How does the Gilbert & Jones (1986) reading fit with the others--what are the conceptual 
links?



   WEEK 7: COGNITIVE RESPONSES:  ARGUMENTS AND COUNTERARGUMENTS  
 
 
Overview of Early Evidence 
 
Petty, R. E., Ostrom, T. M., & Brock, T. C. (1981).  Historical foundations of the cognitive 

response approach to attitudes and persuasion.  In Petty, R. E., Ostrom, T. M., & Brock, T. C. 
(Eds.).  Cognitive responses in persuasion.  Hillsdale, NJ:  Erlbaum. 

 
The Crucial Role of Involvement 
 
Cialdini, et al. (1976).  Elastic shifts of opinion:  Determinants of direction and durability.  

Journal of Personality and Social Psychology, 34, 663-672.  
 
Petty, R. E., & Cacioppo, J. T. (1979).  Issue involvement can increase or decrease persuasion by 

enhancing message-relevant cognitive responses.  Journal of Personality and Social 
Psychology, 37, 1915-1926. 

 
A Dispositional Mediator 
 
Cacioppo, J. T., Petty, R. E., & Morris, K. J. (1983).  Effects of need for cognition on message 

evaluation, recall, and persuasion.  Journal of Personality and Social Psychology, 45,   805-
818.  

 
 In reading these papers, consider  the following questions and be ready to discuss 
them in class: 
 
1.  What is the crucial difference between the cognitive response approach and other, more 
traditional approaches to persuasion?  What are the implications of this crucial difference for the 
way that one ought to think about structuring a persuasive communication? 
 
2.  Involvement appears to fundamentally affect the way that individuals process a persuasive 
message.  What, precisely, do you think it is about involvement that generates the effects it 
produces? 
 
3.  Who are the people in the world with a high need for cognition?  What are their traits?  What 
are their demographics? 
 
4.  Assuming that you would rather rear a child with high vs. low NFC, what steps would you 
take to do so? 
 
5.  Suppose you had to determine the NFC level of a group of voters before sending them a 
campaign message.  How could you do it with out measuring their NFC?  Then how would you 
structure the message differently for high vs. low NFC scorers?



 WEEK 8: COGNITIVE RESPONSES:  IMPLICATIONS/APPLICATIONS 
 
A Recent Overview of the ELM 
 
Petty, R. E., Rucker, D. D., Bizer, G. Y., &  Cacioppo, J. T.  (2004). The elaboration likelihood 

model of persuasion.  In J. Seiter & R. Gass (Eds.), Perspectives on persuasion, social 
influence, and compliance-gaining (pp. 65-89).   Boston: Allyn & Bacon. 

 
Implications/Applications 
 
Petty, R. E., Cacioppo, J. T., & Heesacker (1981).  Effects of rhetorical questions on persuasion:  

A cognitive response analysis.  Journal of Personality and Social Psychology, 40, 432-440. 
 
Smith, S. M., & Shaffer, D. R. (1991).  Celerity and cajolery:  Rapid speech may promote or 

inhibit persuasion though its impact on message elaboration.  Personality and Social 
Psychology Bulletin, 17, 663-669. 

 
Bless, H., Bohner, G., Schwarz, N., & Strack, F. (1990).  Mood and persuasion:  A cognitive 

response analysis.  Personality and Social Psychology Bulletin, 16, 331-345. 
 
Ottati, V., Rhoads, S., & Graesser, A. C. (1999). The effect of metaphor on processing style in a 

persuasion task. Journal of Personality and Social Psychology, 77, 688-697. 
 
 In reading these papers, consider  the following questions and be ready to discuss 
them in class: 
 
1.  Imagine that you have been charged with the responsibility of convincing two groups to 
support a property tax increase that will raise high school teachersÕ salaries here in Tuscaloosa--a 
group of graduating seniors who will be going off to college next year and a group of their 
parents.  What would you do to convince each group based on: 
 
a) the Petty, Cacioppo, & Heesacker (1981) study; 
b) the Smith & Shaffer (1991) study; 
c) the Bless et al. (1990) study; 
d) the Ottati et al., (1999) study 
 
2.  Jarvis & Petty (1996) published a Need for Evaluation Scale that differentiates people on the 
tendency to respond evaluatively (i.e., to generate favorable and unfavorable thoughts about any 
given topic).  How does this kind of scale fit with the Cognitive Response Model?  How is it 
different from the Need for Cognition concept?



  WEEK 9: COGNITIVE CONSISTENCY 
 
A Review of Hayday Evidence on Dissonance Theory 
 
Aronson, E. (2007). The evolution of cognitive dissonance theory: A personal appraisal. In  A. 

R. Pratkanis, (Ed.). The science of social influence: Advances and future progress. New 
York: Taylor & Francis. (Chapter 4). 

  
An Early Empir ical I llustration 
 
Freedman, J. L. (1965).  Long-term behavioral effects of cognitive dissonance.   Journal of 

Experimental Social Psychology, 1, 145-155. 
 
A Current Controversy 
 
Harmon-Jones, E., Brehm, J. W., Greenberg, J., Simon, L., & Nelson, D. E. (1996).  Evidence 

that the production of aversive consequences is not necessary to create cognitive dissonance.  
Journal of Personality and Social Psychology, 70, 5-16. 

 
A Dispositional Measure of Consistency Motivation 
 
Cialdini, R. B., Trost, M. R., & Newsom, J. T. (1995).  Preference for consistency:  The 

development of a valid measure and the discovery of surprising behavioral implications.  
Journal of Personality and Social Psychology, 69, 318-328. 

 
 
In reading these papers, consider  the following questions and be ready to discuss them in 
class: 
 
1.  Of the dissonance results described in this weekÕs readings, which was the most surprising to 
you?  Why? 
 
2.  Of these same dissonance results, which was the most convincing?  Why? 
 
3.  How might we be able to tell someoneÕs preference for consistency score without giving them 
the PFC scale?  That is, which naturally occurring characteristics or behaviors of a person would 
give away his/her preference for consistency. 
 
4.  How would you structure a communication so that it would be more effective for a high PFC 
individual?  A low PFC individual?



   WEEK 10: HEURISTIC (CLICK-WHIRR) RESPONDING 
 
An Overview 
 
Cialdini, R. B. (2001).  Influence:  Science and practice.  Chapters 1 (ÒWeapons of InfluenceÓ) 

and 8 (ÒInstant InfluenceÓ). 
 
Burger, J. M. (2007). Fleeting attraction and compliance with requests. In A. R. Pratkanis, (Ed.). 

The science of social influence: Advances and future progress. New York: Taylor & Francis. 
(Chapter 7) 

 
Heur istic Responding and Stress 
 
Keinan, G. (1987).  Decision making under stress:  Scanning of alternatives under controllable 

and uncontrollable threats.  Journal of Personality and Social Psychology, 52, 639-644. 
 
Preferences for Heur istic Responding 
 
Kahn, B. E., & Baron, J. (1995).  An exploratory study of choice rules favored for high-stakes 

decisions.  Journal of Consumer Psychology, 4, 305-328. 
 
The Effectiveness of Heur istic Responding 
 
Gigerenzer, G. & Goldstein, D. G. (1996).  Reasoning the fast and frugal way:  Models of 

bounded rationality.  Psychological Review, 103, 650-669. 
 
In reading these papers, consider  the following questions and be ready to discuss them in 
class: 
  

1. What are some of the advantages of heuristic responding? 
 
2. What are some of the pitfalls of heuristic responding? 

 
3. Based on the results of these articles, under what circumstances are individuals more or 

less susceptible to heuristic responding to influence attempts? 
 
 



   WEEK 11: COMMITMENT AND COMPLIANCE 
 
An Overview 
 
Cialdini, R. B. (1993).  Influence:  Science and practice.  Chapter 3 (ÒCommitment and 

Consistency:  Hobgoblins of the mindÓ). 
 
The Foot-in-the-Door:  An Early I llustration 
 
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. 
 
The Foot-in-the-Door:  Not as robust as once presumed 
 
Burger, J. M., & Guadagno, R. E.  (2003). Self-concept clarity and the foot-in-the-door 

procedure. Basic and Applied Social Psychology, 25, 79-86. 

Guadagno, R. E., Asher, T., Demaine, L., & Cialdini, R. B. (2001). When saying yes leads to 
saying no: Preference for consistency and the reverse foot-in-the-door effect. Personality 
and Social Psychology Bulletin, 27, 859-867. 

 
Taxonomy of compliance tactics 
 
Pratkanis, A. R. (2007). Social influence analysis: An index of tactics. In A. R. Pratkanis (Ed.). 

The science of social influence: Advances and future progress. New York: Taylor & Francis. 
(Chapter 2) 

 
In reading these papers, consider  the following questions and be ready to discuss them in 
class: 
 
1.  Consider the ÒCritical ThinkingÓ questions listed on page 97 of the ÒHobgoblinsÓ chapter by 
Cialdini (2001) 
 
2.  It was reported in a segment of the TV show Ò20-20Ó  that a social scientist who advised the 
defense in the William Kennedy Smith rape trial (and is reputed to be the best in the business) 
asked all potential jurors, ÒIf you were the only person who believed in my clientÕs innocence, 
could you withstand the pressure of the rest of the jury to change your mind?Ó   Why (by which 
principles of influence we have studied) would it be likely that this question worked in favor of 
the defense? 
 
3. What does the saga of the Foot-in-the-Door tell you about research on compliance? Are there 
implications for your own research? If yes, what? 
 
Visit to the car sales lot due today 



WEEK 12: RESISTANCE TO INFLUENCE 
 
Installing Resistance through Inoculation 
 
Pfau, M., & Szabo, E. A. (2004).  Inoculation and resistance to persuasion.  .  In J. Seiter & R. 

Gass (Eds.), Perspectives on persuasion, social influence, and compliance-gaining (pp. 265-
286).   Boston: Allyn & Bacon. 

 
Installing Resistance through Instruction 
  
Sagarin, B. J., & Wood, S. E. (2007). Resistance to Influence. In A. R. Pratkanis, (Ed.). The 

science of social influence: Advances and future progress. New York: Taylor & Francis. 
(Chapter 12). 

  
Installing Resistance through Association 
  
Cialdini, R. B., Petrova, P. K., Demaine, L. J., Barrett, D. W., Sagarin, B. J., Maner, J. & 

Rhoads, K. v. L.  (2007). The poison parasite defense: A strategy for sapping a stronger 
opponentÕs persuasive strength.  Unpublished manuscript. Department of Psychology. 
Arizona State University.   

 
Reducing Resistance to Enhance Compliance 
 
Knowles, E. S., & Riner, D. D. (2007). Omega approaches to persuasion: Overcoming 

Resistance. In A. R. Pratkanis, (Ed.). The science of social influence: Advances and future 
progress. New York: Taylor & Francis. (Chapter 3). 

 
 
In reading these papers, consider  the following questions and be ready to discuss them in 
class: 
 

1. Compared to factors that increase influence, factors that increase resistance to influence 
have been grossly understudied by social psychologists.  Why do you think that is the 
case? 

 
2. How are the Inoculation and the Poison Parasite approaches to installing resistance 

similar?  How are they different? 
 

3. Which types of people do you think would be most likely to resist influence?  Under 
which conditions? 

 
4. Suppose you were charged with the responsibility of creating a school-based curriculum 

module that would teach middle school students how to resist persuasion.  What would 
you include? 

 
 



WEEK 13: CROSS CULTURAL INFLUENCES ON INFLUENCE 
 
Overview 
Iyengar S. S., & Brockner, J. (2001). Cultural differences in self and the impact of personal and 

social influences. In W. Wosinska, R. B. Cialdini, D. W. Barrett, & J. Reykowski (Eds.). The 
practice of social influence in multiple cultures (pp. 13-32). Mahwah, NJ: Erlbaum. 

 
Effects of Serving the Individualized versus Collective Self  
Han, S-P, & Shavitt, S. (1994).  Persuasion and culture:  Advertising appeals in individualistic 

and collectivistic societies.  Journal of Experimental Social Psychology, 30, 326-350. 
 
Effects of L istening to the Individualized versus Collective Self  
Cialdini, R. B., Wosinska, W., Barrett, D. W., Butner, J., & Gornik-Durose, M. (2001). The 

differential impact of two social influence principles on individualists and collectivists in 
Poland and the United States. In W. Wosinska, R. B. Cialdini, D. W. Barrett, & J. Reykowski 
(Eds.). The practice of social influence in multiple cultures (pp. 33-50). Mahwah, NJ: 
Erlbaum. 

 
Effects of Construing the Individualized versus Collective Self 
Wang, C. L., Bristol, T., Mowen, J. C., & Chakraborty, G. (2000). Alternative models of self-

construal: Dimensions of connectedness-separateness and advertising appeals to the cultural 
and gender-specific self. Journal of Consumer Psychology, 9, 107-115. 

 
Effects of Access to Cultural Associations 
Aaker, J. L. (2000). Accessibility or diagnosticity? Disentangling the influence of culture on 

persuasion processes and attitudes.  Journal of Consumer Research, 26, 340-357. 
 
In reading these papers, consider  the following questions and be ready to discuss them in 
class: 
 
1.  Earlier this year, officials from the U. S. Census Bureau came to campus to consult on the 
problem of getting the highest possible compliance rate for participation in the upcoming (2010) 
Census.  They were especially concerned about obtaining high participation rates from recent 
immigrant groups such as Latinos and Asians.  On the basis of this weekÕs readings, what you 
would tell them to do to persuade members of those communities: in advertising appeals, in 
advance letters, in the materials accompanying the mailed census forms, and in what census-
takers might say at the residentsÕ doors? 
 
2.  Also this year, officials from the FBI came to campus to consult on the problem of persuading 
hostage-takers to surrender.  How would you advise the FBI to respond, and what would you 
recommend that they say if the hostage-takerÑ letÕs say in a domestic disputeÑ came from an 
individualistic versus a collectivistic background? 
 


