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appearance of vases, flowers, and other products placed at a distance as more appealing
when they stood on a soft, comfortable carpet than on a hard tile floor (Meyers-Levy et
al, 2010).

Route Selection Thanks to Petty and Cacioppos (1986) two-track distinction
between the central and peripheral routes, it is easy to understand why the persuasion
process seems so logical on some occasions yet so illogical on others—why voters may
select candidates according to issues or images, why juries may base their verdicts on
evidence or a defendant’s appearance, and why consumers may base their purchases on
‘marketing reports or product images. The process that is engaged depends on whether
the recipients of a persuasive message have the ability and the motivation to take the
central route or whether they rely on peripheral cues instead.

To understand the conditions that lead people to process information on one
route or the other, it's helpful to view persuasive communication as the outcome

Based on aspects of the source, message, and audience, recipients of a communication take either a central or peripheral route to
persuasion. On the central route, people are influenced by strong arguments and evidence. On the peripheral route, persuasion is
based more on heuristics and other superficial cues. This two-process model helps explain how persuasion can seem logical on some
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"Dissonance and Attitudes” Respond to one (1) of the following discussion topics:

+ The textbook describes cognitive dissonance as the difference between our belicfs and
our actions. Provide three (3) examples of cognitive dissonance that you have
experienced. Describe at least two (2) potential behaviors or consequences that can arise
from this inconsistency.

+ Afterreviewing the diagram in Figure 6.5 on page 220 of the textbook, describe one (1)
‘example of your own where a recipient could process the source message through the
central route or the peripheral route in orderto be persuaded of your message. Explain the
‘primary manner in which the source, themessage, and the audience in your example lead
to persuasive communication.





