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Introduction 

 

An important challenge for policy makers is designing effective methods to communicate 

health risks and developing the best methods to promote consumer awareness of the 

potential dangers of various products (e.g., cigarettes). Indeed, a great deal of time, effort, 

and money is invested each year in the creation of public service announcements (PSAs). 

For example, in 1998, the U.S. Congress allocated $1 billion to the Office of National Drug 

Control Policy for mass-media prevention campaigns and evaluations (Rucker and Petty 

2006). These PSAs were designed to inform consumers about the potential dangers of 

various substances, such as tobacco and alcohol, and maladaptive behaviors, such as 

engaging is unprotected sex and not wearing a seatbelt. The goal of these efforts is to help 

consumers help themselves by providing them with a reasonable understanding of the 

associated risks of these products and behaviors. 

 

Perhaps one of the most important goals lying at the intersection of public policy and 

marketing is the development of effective methods of communicating risk information to 

consumers that will produce more healthful behaviors. This is not a simple task, and efforts 

to communicate risk information to consumers have given way to mixed results. Some 

streams of research have shown that health communications in advertising have significantly 

influenced consumers’ awareness of health risks and health-relevant attitudes and behaviors. 

For example, Ippolito and Mathios (1991) discuss how advertising the link between fiber 

intake and the reduced risk of colon cancer increases consumers’ knowledge of the health 

benefits of fiber intake. Unfortunately, scholars have also noted that the effectiveness of 

other campaigns has been more modest. For example, Hankin, Sloan and Sokol (1998) 

conclude that the utility of warning labels in reducing alcohol consumption during 
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pregnancy was only slightly effective, and a review of the effectiveness of several 

antismoking advertising campaigns found that several campaigns had mixed or even 

ineffective results (Pechmann and Reibling 2000). In recognition of the challenges in 

communicating risk information and in changing consumers’ attitudes and behaviors (e.g., 

Stewart and Martin 1994) researchers have made efforts to prescribe methods for designing 

optimal communication strategies (e.g., Bettman, Payne and Staelin 1986). 

 

Health risks associated messages in the media usually take the form of PSAs. Essentially, 

PSAs are persuasive communications that are designed to alert consumers to risks associated 

with using a particular product or substance or engaging in a particular behavior. These are 

messages designed to change people’s specific beliefs (e.g., safe or unsafe) or more global 

attitudes (e.g., good or bad) about a particular product (e.g., cigarettes) or action (wearing 

seatbelts) and, ultimately, their behaviors. As such, it is believed that such messages can 

draw on the extensive and well-developed literature on persuasion and attitude change to 

enhance their effectiveness. In particular, this paper is to focus on how to create effective 

PSAs for health risks associated communications by applying the elaboration likelihood 

model of persuasion (Petty and Cacioppo 1986) and cognitive dissonance theory about 

attitude changes (Festinger 1957). 

 

Health Risks Associated Communications 
 

Many health risks are the result of deliberate decisions by individuals consciously trying to 

get the best deal possible for themselves and for those important to them (Fischhoff, 

Bostrom and Quadrel 1993). Some of these choices are private ones, such as whether to wear 

bicycle helmets and seatbelts, whether to read and follow safety warnings, whether to buy 

and use condoms. Other choices involve societal issues, such as whether to protest the siting 

of hazardous waste incinerators and half-way houses, whether to vote for fluoridation and 

"green" candidates, and whether to support sex education in the schools. 

 



3 

Mass-media health communication campaigns frequently take the form of a series of 

television and radio PSAs with collateral print materials such as posters, booklets, and 

brochures. PSAs are designed to inform or induce certain behaviors in specific audiences, 

generally for noncommercial profit using mass media-approaches (Rice and Atkin 1989). 

The advantage of using PSAs to promote prosocial behavior is due in part to their ability to 

efficiently and repeatedly penetrate a large target population, with the possibility of relying 

on highly respected sources as spokespersons (Hornik 1989).  

 

In general, PSAs are received favorably by audiences. In fact, a 1980 survey of 1,500 adults 

showed that 74% said they paid "at least some" to "a lot" of attention to PSAs (O'Keefe 

1989). Viewers have been shown to be more knowledgeable and have more favorable 

attitudes after viewing PSAs. For example, recent research reported that public service 

advertising has helped reduce drunk driving to its lowest rate ever, convince 66% of 

Americans to 'Take a bite out of crime' in their communities and increase safety belt usage 

from 11% to 68% over the last two years (Wooden 1996). 

 

However, it still remains unclear whether PSAs consistently influence behavior. Although 

there is evidence that PSAs create awareness of a problem and information about how it can 

be solved (Wallack and DeJong 1995), there is not much evidence that they create 

behavioral changes (Murry et al. 1993). Knowledge and attitude change, while practice 

remains unaffected. PSA campaigns in health risks areas, e.g., those aimed at reducing 

AIDS-risk practice, have shown similar patterns of evidence for increased knowledge but not 

for behavioral changes (Fisher and Fisher 1992). 

 

There are many possible reasons for the failure of PSAs to influence behavior. The messages 

themselves may be poorly designed and executed (Goodstadt and Kronitz 1977; Maloney 

and Hersey 1984). Other reasons, as Rucker and Petty (2006) suggested, the arguments may 

have been strong enough, if fine but customers may lack the motivation or ability to process 

information contained in the PSAs. But more importantly, message targeting or 

segmentation to a local market or specific audience has been one of the critical elements of 

successful campaigns, including health-oriented ones (e.g., Grunig 1989; Maloney and 
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Hersey 1984; McGrath 1991; Mendelsohn 1973; Palmgreen, Donohew, Lorch, Rogus, Helm 

and Grant 1991; Williams and Flora 1995). 

 

Not surprisingly, research on public service and health information campaigns supports the 

theory that their effects depend on the individual needs of the audience members, which 

determine whether they would attend to the message and whether, ultimately, a behavioral 

change would occur (Calvert, Cocking and Smrcek 1991; Ledingham 1993). This paper aims 

to create effective PSAs communicating the risks associated with products and services to 

consumers, by employing elaboration likelihood model of persuasion and cognitive 

dissonance theory about attitude change to address target audience’s attitudes and behaviors. 

 

Framework for a Successful PSA 
 

Although there is a great deal of persuasion research that addresses attitude change and 

corresponding behavior change, PSAs are typically designed without taking advantage of 

this information. When developers of PSAs neglect to consider basic principles derived from 

mass media communications research, their efforts to bring about behavioral change are 

likely to be unsuccessful. A great deal of research has examined the importance of 

identifying a target audience, learning about their attitudes and behaviors related to the target 

issue. 

 

Based on previous research Mendelsohn (1973) found that public information campaigns 

have a relatively high probability of success if (1) campaign developers assume that most 

audiences are likely to be only mildly interested in the message, (2) middle-range goals are 

set (e.g., developers feel confident that simple message exposure will lead to the desired 

information gain or change in behavior), and (3) the target audience is thoroughly 

investigated in terms of demographics, lifestyles, values, and mass media habits. 

 

Atkin and Freimuth (1989) provided a step-by-step guide to formative evaluation research in 

campaign designs. They contended that evaluation research should first answer questions 
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about audience attitudes and behaviors prior to the campaign design, then evaluate the 

design's execution and effectiveness during and after a campaign (Flay and Best 1982; Flay 

and Cook 1989). This evaluation research process includes two major steps, the 

preproduction stage and the pretesting stage, each of which has numerous substeps. In the 

preproduction stage of the research, the strategist attempts to discover as much as possible 

about the target audience before specifying objectives, drafting strategies, and matching the 

message to the audience. Then the pretesting stage involves the process of methodically 

collecting reactions from the intended audience based on preliminary versions of messages 

before they are finalized (Bertrand 1978). 

 

McGuire (1989) also provided useful guidelines for creating effective public communication 

campaigns. He described how fundamental theories about a person's structure and 

motivation affect that person's response to a persuasive message. An input-output matrix was 

formulated to better understand the communication variables (input) and the response steps 

(output). Along the input axis are important aspects of the message such as the source (age, 

gender, socioeconomic status, ethnicity, credibility, and attractiveness), message factors 

(delivery style, length, repetition, speed of speech, and vividness), channel factors (television, 

radio, newspaper, or magazine, as well as specifics within these), receiver factors (age, 

education, gender, lifestyle), and finally target behaviors at which the communication is 

aimed--these are called the destination factors (immediate versus long-term change, trying to 

encourage a new behavior or stop a current habit). Most of these input options are under the 

control of the campaign developers, and thus they can be manipulated to achieve the most 

effective response. The output factors include 12 consecutive response substeps that are all 

considered necessary if the communication is to be practical. For example, the public must 

have contact with the message and, having been exposed to it, must pay attention to it, like it, 

understand and learn from its content, agree with it, store the information and be able to 

retrieve it later, and make decisions based on it. The final steps include acting from that 

decision, getting reinforced for such actions, and taking on postcompliance activities (such 

as convincing others or restructuring one's self-concept) that fortify the new attitude inspired 

by the message (McGuire 1989). 
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Although Atkin and Freimuth (1989) also focused on the importance of design evaluation, 

they emphasized only a few responses such as liking or recall. McGuire (1989) realized that 

it is important to complete a thorough evaluation of potential PSAs that goes beyond simply 

picking the one that is better liked. McGuire warned that making a decision to use a message 

with only limited feedback from a target audience may mean choosing a PSA that will not be 

responded to on the final steps, such as behaving in accord with the message. 

 

McGuire's (1989) 12 stages really provide a practical checklist for creating and evaluating 

the effectiveness of PSAs. This checklist could be incorporated along with Atkin and 

Freimuth's (1989) step-by-step plan to produce a comprehensive evaluation of potential risk 

associated communications.  

 

Elaboration Likelihood Model 
 

Researchers have consistently found that once an individual is exposed to a message, it is 

how the individual processes the information that determines if persuasion will be enduring. 

Cook and Flay (1978) found that participants who thoughtfully considered message content 

demonstrated more enduring attitude change; in contrast, when participants had little 

motivation and/or ability to think about the message presented, the effects were typically 

short lived. Petty and Cacioppo (1981) developed the elaboration likelihood model of 

persuasion and argued that the course of persuasion is based on how much mental processing 

or elaboration the target undergoes. This elaboration likelihood model includes both a 

peripheral route to persuasion and a central route to persuasion, depending on the target's 

motivation and ability to process the message. 

 

The peripheral route is used whenever the target's motivation or ability to think about an 

issue is low. In this case, persuasive influences are more tangential to the issue at hand. The 

message recipient tends to focus on source characteristics or potential rewards for abiding by 

the message rather than on the message content. For example, an individual who has not 

considered using public transportation may notice only the appearance of the actors or the 
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catchy jingle in a public transportation PSA. Any resulting persuasion would not be due to 

actively considering the issue but instead would be a result of peripheral "persuasion cues" 

(e.g., source attractiveness). The use of peripheral persuasion cues is rarely successful in 

producing change when the target audience has prior knowledge of or interest in the issue. 

This means that a target audience that has been considering the use of public transportation 

is unlikely to be persuaded in this direction simply by the use of an attractive spokesperson. 

Moreover, attitude change that does come about through the peripheral route is rarely 

permanent. 

 

The peripheral route is risky for any type of public communication campaign. The first 

problem is that most risk associated behaviors advocated by PSAs are likely to be thought-

provoking, and the peripheral route depends on heuristics (Renee and Robert 2000). It is 

more successful at getting people to choose brand A over brand B than at getting them to 

change their lifestyle. Although peripherally processed behavior change is usually short-term, 

there are means by which it could produce a more enduring result. For instance, if the target 

audience is motivated to take public transportation because they see a popular spokesperson 

advocating this behavior, the targets might begin to consider the advantages of public 

transportation, and in such a case the final result of peripheral processing could be long-term 

behavior change. This possibility is consistent with Bem's (1972) self-perception theory, in 

which people observe their behavior and then infer internal reasons for it. 

 

Central processing usually occurs when the audience for a persuasive message is motivated 

and able to take the time to consider its content. Central processing is more likely when the 

issue at hand is personally relevant to the audience. For the central route to be successful, the 

arguments must be attended to, understood, and integrated into established belief structures. 

If the communicator is concerned about the target's ability to pay attention to or understand 

the message, certain tactics can be used to increase the probability that the target will do both 

of these things, such as repeating the message or providing a written version. When the 

message's arguments are strong, this active processing can generate positive evaluations and 

result in the most enduring attitude change. This is said to occur via the following sequence 

http://findarticles.com/p/search?tb=art&qt=%22Renee+J.+Bator%22
http://findarticles.com/p/search?tb=art&qt=%22Robert+B.+Cialdini%22
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(Petty and Cacioppo 1981): attention  comprehension  elaboration  integration  

enduring attitude change. 

 

To create the risks associated communication that leads to enduring attitude/behavior change, 

the central route is probably the best option, as it strives to meet each of the output points on 

McGuire’s (1989) matrix. One of the first factors a communication designer should consider 

is the background attitudes and behaviors of the target audience. This can be done with 

surveys or focus groups, in accord with Atkin and Freimuth's (1989) preproduction stage. 

Researchers should gain insight into how meaningful the issue is to the target audience. If 

the issue is gauged to be important, then central processing is likely to occur. In this case the 

message should be effective to the degree that the audience favorably responds to it along 

McGuire's (1989) output axis. Of course, simply attending to a PSA is not enough; the target 

audience must also remember it later, and thus the issue of human memory will now be 

explored in regard to PSA designs. 

 

Like advertisements and other types of PSAs, health risks associated PSAs are not presented 

at the specific point in time when the target should respond to the message; instead, they are 

presented with the idea that the target will respond later with an appropriate behavior change. 

To determine guidelines that will enhance the effects of these PSAs, it is important to 

understand how the human memory system works. Message designers must be aware that 

PSAs will be presented in a message-dense environment, so they should consider methods to 

overcome distraction. The next section investigates how humans store information in 

memory. If campaign developers are aware of how people organize information and how 

vivid information stands out in memory, then PSAs can be designed and presented so their 

message content is easily accessible. From here retrieval becomes an important issue. 

Including an encoding cue in a message is one way to increase the likelihood that the 

message content will be recalled at the appropriate time and place in the future. Because 

PSAs are presented amid numerous other communications, the first feature of memory to be 

discussed is distraction. 
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Distraction. Petty and Cacioppo's (1986) elaboration likelihood model predicts that 

personally involving messages increase thoughtful consideration of the message and 

strengthen resulting attitude change. In fact Petty and Cacioppo (1986) found that involving 

messages resulted in more-durable attitude change. But what happens to involvement and 

persistence when the target's ability to dedicate full attention to the message is taxed? 

 

Pratkanis and Greenwald (1993) investigating how to overcome the obstacle of persuading 

people in an atmosphere that is cluttered with competing messages concluded with two 

suggestions. First, they warned that in a message-dense environment, persuasive appeals that 

represent uninvolving issues have very limited impact. To counteract this problem the 

authors recommended using a highly credible source and relying on a single, well-placed, 

very positive message. 

 

Not surprisingly, many researchers have found highly credible sources to be more persuasive 

than those with less credibility (Hovland and Weiss 1951; Kelman and Hovland 1953). For 

instance, a PSA that promotes public transportation will probably be more effective if the 

spokesperson or sponsoring foundation is considered to be either an expert on taking a train 

or bus, perhaps a regular commuter, or if the target audience finds this individual or 

organization trustworthy. In this latter case developers probably would want to avoid using 

employees of the transportation company as spokespersons, since these individuals have a 

financial interest in promoting buses or trains. Campaign designers should rely on Atkin and 

Freimuth's (1989) preproduction guidelines to determine which potential sources are 

considered to be the most credible by the target audience. 

 

Pratkanis and Greenwald's (1993) second suggestion emphasized the elaboration likelihood 

model. In an environment swamped with competing communications, it is the involvement 

of the target that enhances his or her attention to and elaboration of the persuasive appeal. 

Involvement will be based on whether the message comes across as personally useful to the 

target. Messages that help resolve specific goals will have the most persistent effects. 
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Storage. Although simply getting the audience's attention is a difficult task, an equally 

challenging process is providing the message content of a PSA in such a way that audiences 

will readily store it in memory. Keller (1987) noted that because consumers probably do not 

make decisions during exposure to an advertisement, consumer memory for advertising is 

important. As noted previously, PSAs are like advertisements in that they typically 

encourage a new behavior that will probably not be relevant until a later point in time. 

Therefore it is important that message creators understand the process of long-term memory 

storage. 

 

Rhoads (1994) investigated this issue to determine what type of vivid message is most 

persuasive. He predicted that an effective message should vividly portray its thesis but avoid 

adding vivid, irrelevant details. Rhoads found that a message that emphasized the main point 

with vivid details, without vivifying extraneous details, was rated more positively than 

messages that vivified irrelevant details in terms of liking, interest, and agreement. He 

speculated that adding extraneous details might undermine the persuasiveness of messages 

by distracting the participants from the main point of the communication. Based on this 

research, an effective PSA should demonstrate the main argument of the message with a 

vivid description while avoiding vivid surrounding details that may distract from the 

message. 

 

Retrieval Cues. Recall of a message is crucial if the target is going to respond to it at the 

appropriate time in the desired manner. Researchers have found that effective recall is 

enhanced by strong similarity between the stimulus in the message and a matching (retrieval) 

cue in the natural environment (Craik 1981; Tulving 1979). Retrieval cues in the behavioral 

setting enhance recall of brand claims and lead to more positive brand reactions (Keller 

1987). 

 

Because of the time lag between exposure to a PSA and the desired action of the target 

audience, retrieval cues can be a great aid. These findings suggest that campaign developers 

should consider what visual cues are likely to be in the natural environment at the time the 

target audience is going to act on the message. Such a cue should be emphasized in the 
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message by focusing on it while the most persuasive statements are made. When the target 

sees this cue at the time of a behavioral decision, it should spark recall of the message's main 

point. 

 

Cognitive Dissonance Theory  
 

Researchers have found that when individuals feel committed to a certain behavior, they will 

often adopt an identity that is consistent with that behavior, the result of which frequently is 

long-lasting attitude and behavior change. Festinger's cognitive dissonance theory (1957) 

explains how we will change our attitudes in an effort to reduce the discomfort associated 

with experiencing an inconsistency. According to Festinger (1957), there is a tendency for 

individuals to seek consistency among their “cognitions” (i.e. their beliefs and attitudes). 

Where there is an inconsistency between attitudes and behaviors, a change must be made to 

remove the dissonance. In the case of attitude and behavior, it is believed that attitude is 

most likely to change to accommodate a certain behavior. 

 

The theory of cognitive dissonance states that the existence of dissonance is psychologically 

uncomfortable and its presence motivates people to try to reduce it and achieve consonance. 

In addition to trying to reduce dissonance, a person experiencing such discomfort will avoid 

situations and information that contribute to the uncomfortable feelings. For example, 

smokers who believe that their behavior is detrimental to their health, but continue to smoke, 

are likely to be experiencing dissonance. When faced with feelings of dissonance, people 

seek to reduce it through several means. They may attempt to change their behavior, change 

their cognition, expose themselves to new information and opinions or simply ignore the 

dissonance. It is also important to note that as the strength of the dissonance increases, the 

pressure to reduce it rises as well (Festinger 1957). 

 

When applying this theory to persuasion, the persuader can attempt to produce feelings of 

dissonance in the message receiver and then offer recommendations, that if followed, will 

reduce or eliminate the dissonance. Incorporating elements of cognitive dissonance into anti-
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smoking messages for example, messages that make smokers aware that their beliefs about 

the health hazards of smoking and their behavior of continuing to smoke are contradictory 

may motivate them to quit. Therefore, it is suggested that anti-smoking messages be used as 

hypocrisy manipulation (Strahan et al. 2002). After people make decisions, they actively 

seek information that is consonant with the action they have taken. Following the decision, 

there is also an increased amount of confidence in the decision. This is a product of actively 

decreasing dissonance. Therefore, after successfully reducing post-decisional dissonance, 

people generally have a difficult time reversing their decision (Festinger 1957). This may 

have good implications for those who have quit smoking because the process of reducing 

post decisional dissonance may discourage them from reverting back to the behavior. 

 

Realizing that one's behavior is endangering one's health is certainly likely to arouse 

cognitive dissonance, which is why both Gibbons et al. (1991) and Gerrard et al. (1996) 

suggested that dissonance reduction may have been responsible for the changes in cognitions 

evidenced in their studies. Festinger (1957) suggested that one way smokers reduce the 

dissonance produced by the realization that they are engaging in an “unwise” behavior is to 

“change his knowledge” about that behavior. Smokers may question the validity of the 

research linking smoking with disease, for example, or perhaps minimize their personal risk. 

 

The focus of cognitive dissonance theory is attitude change. There are three different 

hypotheses that show ways to reduce dissonance between attitudes and actions. 

 

Selective Exposure Prevents Dissonance. Festinger (1957) claimed that people avoid 

information that is likely to increase dissonance. Not only do we tend to select reading 

material and television programs that are consistent with our existing beliefs, we usually 

choose to be with people who are like us. By taking care to “stick with our own kind”, we 

can maintain the relative comfort of the status quo. Like-minded people buffer us from ideas 

that could cause discomfort. Selective exposure can be counteracted by three factors: 

perceived usefulness of information, perceived norm of fairness, and curiosity/interest value 

of information. 

 

http://gateway.ut.ovid.com.dbgw.lis.curtin.edu.au/gw1/ovidweb.cgi?QS2=#146
http://gateway.ut.ovid.com.dbgw.lis.curtin.edu.au/gw1/ovidweb.cgi?QS2=#142
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Post-decision Dissonance Creates a Need for Reassurance. According to Festinger (1957), 

close-call decisions can generate huge amounts of internal tension after the decision has been 

made. Three conditions heighten post-decision dissonance: (1) the more important the issue, 

(2) the longer an individual delays in choosing between two equally attractive options, and 

(3) the greater the difficulty involved in reversing the decision once it’s been made, then the 

more the person will agonize over whether he or she has made the right choice.  

 

Minimal Justification for Action Induces a Shift in Attitude. Originally, people thought 

that inner attitude and outward behavior were the beginning and end of a cause-and-effect 

sequence. In other words, what the person thinks about the behavior is what they do. But, 

this hypothesis says the opposite. The minimum incentive should be offered to make a 

change in attitude (Festinger 1957). 

 

Hypotheses from Theoretical Perspectives  
 

Depending on the goal of the risk communication is to produce enduring or only immediate 

attitude changes, attitudes are formed through the central or peripheral route. The central 

route to persuasion is desirable if something more than an immediate change in attitudes is 

desired. The peripheral route could be valuable if an immediate change is all that is required. 

Given that using the peripheral route results in attitudes that are less persistent, resistant, and 

influential than attitude change stemming from the central route, the peripheral route may 

sometimes be a necessity. 

 

 

 

 

It is clear that a message consisting mostly of variables designed to act as peripheral cues is 

likely to be more effective under low than under high elaboration, whereas a message 

consisting mostly of information designed to act as compelling arguments is likely to be 

more effective under high than under low elaboration. 

Proposition 1: The use of peripheral cues is more effective than central one in case 

of limitations in the PSA revenue or amount of space. 
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Further, under high elaboration conditions people may engage in biased processing towards 

perceptions of risk. That is, people may direct their attention to counterarguing a message 

position with which they disagree. Under biased processing conditions, people are more 

inclined to find fault and weigh faults more heavily. 

 

 

 

 

It is obvious from the literature reviewed above that not all health campaign messages are 

likely to be equally effective with different segments of the population. There is 

experimental evidence that alcohol and cigarette advertising affects such diverse populations 

in different ways. 

 

In terms of selective perception, those who consume alcohol will be more likely to 

remember seeing anti-drunk driving PSAs and those who smoke will be more likely to 

remember seeing anti-smoking messages. 

 

 

 

 

 

From perceptual defense given that, those who consume alcohol will be less likely to 

remember seeing anti-drunk driving PSAs and those who smoke will be less likely to 

remember seeing anti-smoking messages. 

 

 

 

 

Proposition 2: A fit between the audience elaboration level and the information in 

the message has varying the effectiveness of a PSA. 
 

Proposition 4: People who exhibit the specific habit related to the behavior targeted 

by health campaign messages will be more likely to remember seeing those 

messages, and vice versa. 

Proposition 5: People who exhibit the specific habit related to the behavior targeted 

by health campaign messages will be less likely to remember seeing those messages, 

and vice versa.  

 

Proposition 3: Smokers who are addicted to nicotine and enjoy smoking may 

aggressively counterargue PSAs that emphasize the dangers of tobacco use. 
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Conclusion 
 

This paper examined the health risks communications problem and suggested framework for 

PSAs to be effective, McGuire’s (1989) input/output matrix, Atkin and Freimuth’s (1989) 

guide seem especially suitable for the purpose. Then it discussed on persuasion and attitude 

changes based on elaboration likelihood model and cognitive dissonance theory applying to 

create effective PSAs for health risks communications. The paper then generated some 

propositions addressing PSAs that would be tested in future research deriving from these 

discussions. 

 

An obvious limitation of the approach proposed in this paper is that examining the theories 

without integrating emerging research such as on attitude certainty. Similarly, it has limited 

to two theories because there are certainly a range of other theories that could be tested to 

explicate the problem. 
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