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ó Media strategies to improve adolescents’ health 
behaviors should be enlightened by modern 
application of contemporary persuasion theory.
ó Extensive research demonstrates that appropriately 

targeted interventions can produce substantial and 
long-term health behavior change.
ó A paucity of available research:
ó directly applies persuasion theory to adolescents.
ó integrates individual-level variables with 

structural-level variables.
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1. Information Processing Model (McGuire, 1968)

2. Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986)

3. Heuristic Systematic Model (HSM) (Chaiken, 1980)

4. Unimodel (Kruglanski & Thompson, 1999)

5. Cognition in Persuasion Model (CPM) (Albarracín, 2002)
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to process?
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to process?

Nature of cognitive processing?

Favorable
thoughts
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thoughts

predominate

Neither or
neutral thoughts

predominate

Central positive
attitude change

Central negative
attitude change

yes yes

no no

Peripheral
attitude shift

Peripheral
cue present?

yes
yes

yes yes

Source: Adapted from Petty & Cacioppo (1986)
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1. Information Processing Model (McGuire, 1968)

2. Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1986)

3. Heuristic Systematic Model (HSM) (Chaiken, 1980)

4. Unimodel (Kruglanski & Thompson, 1999)

5. Cognition in Persuasion Model (CPM) (Albarracín, 2002)

ó Although they make many nuanced predictions (see 

workshop paper), they converge on certain key points.
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ó The merits of the information presented move 
attitudes only when people expend considerable 
effort processing it.
ó When motivation and ability are high: Argument 

content matters a great deal.
ó Incidental aspects that envelope the message move 

attitudes only when people are thinking in a relatively 
shallow fashion.
ó When motivation and ability are low:  Peripheral 

or heuristic cues matter a great deal.
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Source: Petty, Cacioppo, & Schumann (1983, JCR)
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ó Some important anchors against discrepant 
information (Johnson, Maio, & Smith-McLallen, 2005):
ó Strong attitudes or habits 
ó Skepticism
ó Linkages in peer groups whose attitudes or 

behavior actually or apparently oppose the 
information. 

ó These effects clearly should depend on 
developmental stage.
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Yet, to date these 
predictions generally lack 

empirical verification.
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Source: Johnson, Scott-Sheldon, & Carey (in press, AJPH) 10



Medium

Small

Source: Johnson, Scott-Sheldon, & Carey (in press, AJPH)
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Source: Johnson et al., 2003, Archives of  Pediatrics 
& Adolescent Medicine, 157, 381-388. 
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Source. Voisin, DiClemente et al. (2006). Social Work.
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ó Neighborhood risk appears to moderate the link 
between willingness to engage in risk behavior and 
the behavior itself:
ó the willingness-behavior link is much stronger in 
high-risk than low-risk neighborhoods (e.g., Gibbons 
et al., 2004).

ó Desirability of the image (e.g., a smoker, substance 
user, someone who does not abstain) appears to 
drive willingness effects, especially for adolescents.
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“Tobacco companies spend $20 to market tobacco 
products for every one dollar the states spend to fight 
tobacco use.  According to the latest data from the 
Federal Trade Commission, tobacco companies spend 
$12.8 billion a year on marketing.”

tobaccofreekids.org
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ó Large 1998 Florida campaign: 29,000 fewer smokers 
ó It may prevent adolescents from smoking debut.
ó It may affect young people who do take up smoking 

by making them more conscious of how often and 
how much they smoke.
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ó Media strategies to improve adolescents’ health 
behaviors should be enlightened by modern 
application of contemporary persuasion theory.
ó Extensive research demonstrates that appropriately 

targeted interventions can produce substantial and 
long-term health behavior change.
ó A paucity of available research:
ó directly applies persuasion theory to adolescents.
ó integrates individual-level variables with 

structural-level variables.
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