
peripheral route persuasion ap
psychology definition
peripheral route persuasion ap psychology definition is a key concept in
understanding how attitudes are formed and changed in the field of
psychology, particularly in the context of the Advanced Placement (AP)
curriculum. This definition encompasses a crucial aspect of the Elaboration
Likelihood Model (ELM), which explains the different ways individuals process
persuasive information. In this article, we will delve into the nuances of
peripheral route persuasion, its significance in psychology, and how it
contrasts with central route persuasion. We will explore its applications,
the factors that influence it, and its implications for understanding human
behavior. By the end of this detailed examination, you will have a
comprehensive understanding of peripheral route persuasion and its relevance
in AP psychology.
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Understanding Peripheral Route Persuasion

Peripheral route persuasion is defined as a method of influence that occurs
when an individual is persuaded by superficial cues rather than by the
content of the message itself. This approach typically involves emotional
appeals, the attractiveness of the communicator, or other external factors
that can sway an individual's attitude without requiring deep cognitive
processing. In essence, when someone opts for the peripheral route, they are
not critically analyzing the arguments presented but are instead influenced
by peripheral cues that catch their attention.

The significance of this type of persuasion lies in its ability to change
attitudes quickly and with less cognitive effort. This is particularly useful



in situations where the audience may not be motivated to engage deeply with
the information or where the stakes are not high enough to warrant careful
consideration. An example of this might be a catchy advertisement that uses
humor or a famous celebrity to draw in viewers without providing substantial
information about the product itself.

The Elaboration Likelihood Model

The Elaboration Likelihood Model (ELM) is a theoretical framework that
explains how people process persuasive messages and the factors that
influence their likelihood of being persuaded. Developed by Richard E. Petty
and John Cacioppo in the 1980s, the ELM suggests that there are two primary
routes through which persuasion can occur: the central route and the
peripheral route.

Central Route vs. Peripheral Route

The central route to persuasion involves careful and thoughtful consideration
of the arguments presented. Individuals using this route are motivated to
engage with the message, often because they find the topic personally
relevant, and they have the ability to process the information critically. As
a result, attitudes formed through central route processing tend to be more
stable and predictive of behavior.

In contrast, the peripheral route engages individuals who may be less
motivated or able to process the information deeply. Instead of focusing on
the arguments, they are swayed by other factors such as the speaker's
charisma, the aesthetics of the presentation, or emotional appeals. The
attitudes formed through this route are often more temporary and susceptible
to change.

Factors Influencing Peripheral Route Persuasion

Several factors can influence the effectiveness of peripheral route
persuasion. Understanding these factors is crucial for both marketers and
psychologists as they seek to understand how attitudes can be shaped and
changed.

Source Attractiveness

The attractiveness of the source delivering the message plays a significant



role in peripheral route persuasion. Research has shown that people are more
likely to be persuaded by individuals they find attractive, likable, or
credible. This is often exploited in advertising, where models or celebrities
are used to endorse products.

Emotional Appeals

Emotional appeals can also be powerful influencers. Advertisements that evoke
strong emotions, such as happiness, nostalgia, or even fear, can lead to
attitude changes through the peripheral route. For example, a charity
organization might use heartwarming stories of individuals in need to
encourage donations, thereby appealing to the audience's emotions rather than
providing logical arguments.

Repetition and Familiarity

Repetition can enhance the effectiveness of peripheral route persuasion. When
individuals are exposed to a message repeatedly, they may begin to feel more
favorable towards it, a phenomenon known as the mere exposure effect. This is
why catchy jingles or slogans are so prevalent in advertising; the more often
people hear them, the more likely they are to develop a positive attitude
towards the product.

Context and Environment

The context in which a message is presented also matters. For instance, an
engaging and entertaining commercial might be more persuasive when viewed in
a relaxed setting compared to a serious context. The overall atmosphere can
enhance or detract from the effectiveness of peripheral cues.

Examples of Peripheral Route Persuasion

To grasp the concept of peripheral route persuasion fully, it can be helpful
to look at specific examples across various domains, including advertising,
politics, and social media.

Advertising

In the realm of advertising, peripheral route persuasion is ubiquitous. For



instance, a commercial for a beverage might feature a popular athlete
enjoying the drink while surrounded by friends at a party. Viewers may be
influenced to purchase the beverage not because of its taste or nutritional
value but because the scene is appealing and the athlete exudes charisma. The
focus here is on the visual and emotional appeal rather than the product's
specific benefits.

Political Campaigns

In political campaigns, candidates often utilize peripheral route persuasion
by surrounding themselves with influential figures or by engaging in
emotionally charged rhetoric. A candidate might not provide detailed policy
proposals but instead rely on slogans, powerful imagery, and endorsements
from beloved public figures to sway voters' opinions.

Social Media Influencers

Social media influencers exemplify peripheral route persuasion in modern
marketing. Followers may buy products recommended by influencers not because
of the product's merits but due to the influencer's perceived authenticity
and relatability. The combination of trust and emotional connection can lead
to significant changes in consumer behavior.

Applications in Real Life

The principles of peripheral route persuasion extend beyond marketing and
politics. They can be observed in numerous real-life situations, including
personal relationships and social interactions.

Personal Relationships

In personal relationships, individuals may be influenced by superficial
characteristics, such as appearance or charm, rather than deeper qualities
like values or compatibility. This can lead to initial attraction based on
peripheral cues, which could later evolve into deeper connections as
individuals get to know each other better.

Education and Learning



In educational settings, teachers may use peripheral cues to enhance
engagement and motivation among students. For example, a teacher might
incorporate humor, storytelling, or visually appealing materials to capture
students' attention, even if the core content is complex. These cues can
create a more inviting learning environment and make students more receptive
to the information presented.

Conclusion

Peripheral route persuasion is a vital concept in psychology that reveals how
attitudes can be shaped through superficial cues rather than through deep
cognitive processing. Understanding this type of persuasion is essential for
various fields, including marketing, political science, and education. By
recognizing the factors that influence peripheral route persuasion,
individuals can better navigate persuasive messages in their daily lives.
Whether it’s an advertisement, a political message, or a social interaction,
being aware of how peripheral cues operate can empower individuals to make
more informed decisions and cultivate critical thinking skills.

Q: What is the difference between peripheral route
persuasion and central route persuasion?
A: Peripheral route persuasion involves being influenced by superficial cues
rather than the content of the message, while central route persuasion
requires careful consideration and critical thinking about the arguments
presented. Central route attitudes tend to be more stable than those formed
through the peripheral route.

Q: Can peripheral route persuasion be effective in
changing long-term attitudes?
A: While peripheral route persuasion can lead to quick attitude changes,
these changes are often less stable over time. Attitudes formed through
central route processing are generally more enduring and resistant to change.

Q: How does source attractiveness affect peripheral
route persuasion?
A: Source attractiveness plays a significant role in peripheral route
persuasion as individuals are more likely to be influenced by messages from
sources they find attractive or charismatic. This is commonly utilized in
advertising and marketing strategies.



Q: What role do emotional appeals play in peripheral
route persuasion?
A: Emotional appeals are powerful tools in peripheral route persuasion, as
they can evoke strong feelings that lead to attitude changes without
requiring logical reasoning. Advertisers often use emotional storytelling to
connect with audiences on a deeper level.

Q: What are some real-world examples of peripheral
route persuasion?
A: Real-world examples include advertisements featuring celebrities,
political campaigns that rely on slogans and imagery, and social media
influencers promoting products based on their personal charisma rather than
the product's benefits.

Q: How can I protect myself from being influenced by
peripheral route persuasion?
A: To protect yourself from peripheral route persuasion, cultivate critical
thinking skills. Analyze messages carefully, focus on the content and
arguments rather than superficial cues, and seek out information from
credible sources.

Q: Is peripheral route persuasion always negative?
A: Not necessarily. While peripheral route persuasion can lead to impulsive
decisions, it can also be effective in promoting positive behaviors, such as
charitable giving or public health campaigns. It depends on the context and
the nature of the message.

Q: How does repetition influence peripheral route
persuasion?
A: Repetition can enhance the effectiveness of peripheral route persuasion
through the mere exposure effect, where individuals develop a more favorable
attitude towards a message simply because they have encountered it multiple
times.

Q: Can peripheral route persuasion be used in



education?
A: Yes, educators can utilize peripheral route persuasion by incorporating
engaging and relatable materials, emotional storytelling, and appealing
visuals to capture students' interest and increase receptiveness to the
content being taught.

Q: What should marketers consider when using
peripheral route persuasion?
A: Marketers should consider the target audience's preferences, the context
of the message, and the types of peripheral cues that will resonate most,
such as humor, aesthetics, or emotional appeals, to effectively influence
attitudes and behaviors.
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