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Common communication problems

• Messages often based on intuition

• Failure to understand what factors are 
important to the target audience 
regarding the behaviour of interest

• Behaviours are context specific

• Oversaturation and habituation

• Easy to read, but dull
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What makes communication “persuasive”?

• Focuses on understanding the decision-
making processes of the audience

• Targets behaviours that are amenable 
to persuasion

• Grounded in proven theories of 
behaviour change and communication

• Involves the development of messages 
that are targeted, engaging and relevant 
to the audience
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The Theory of Planned Behaviour

Behavioural
beliefs

Normative
beliefs

Attitude
toward the
behaviour

Subjective
norm Intention Behaviour

Control
beliefs

Perceived
behavioural

control Actual
behavioural

control (Ajzen & Fishbein, 2005)
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1. Identify the problem behaviour

2. Understand visitor beliefs about the desired behaviour

3. Identify beliefs to target in a persuasive communication 
intervention

4. Design and develop persuasive messages

5. Implement and evaluate the interventions

How to develop persuasive communication?
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Using persuasive communication to influence problem visitor 
behaviour at Port Campbell National Park

Project Coordinators
Sam Ham, Betty Weiler & Sue Beeton
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Primary target belief 

• I will not miss out on better views and 

photos

Secondary belief appeals

• I will reduce my impact on the environment

• I will be safer

Target beliefs
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• Interventions were successful in 
strengthening the target belief 
compared to when no intervention 
was present

• 70% of visitors who admitted to 
intending to walk off the track 
changed their intention and stayed 
on the track

Key findings
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Influencing visitor use of alternative transportation systems in 
Australian national parks

Project Coordinators
Jim Curtis, Betty Weiler & Sam Ham
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Target beliefs

Primary target beliefs
• I will have greater flexibility for doing walks

• I will not be able to stop or leave when I want

• I will learn more about the park

Secondary belief appeals
• I will reduce my impact on the environment

• I will not have to worry about finding a car park

• National park staff think I should take the bus (normative belief)
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• “6reater flexibility” intervention was successful in 
strengthening the target belief compared to when no 
intervention was present

• 54% of visitors who previously intended to drive their car 
decided to take the shuttle bus instead

• 72% of visitors who were previously unsure of their prior 
travel mode intention decided to take the shuttle bus

Key findings
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Optimising the use of strategic communication to influence 
user behaviour in the Swan Canning River System

Project Coordinators
Michael Hughes, Betty Weiler & Jim Curtis
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Target beliefs

Primary target beliefs
• Environmentally sensitive fertiliser is hard to find in this store 

(control belief)

• There is not enough information on environmentally sensitive 
fertiliser in this store (control belief)

Secondary belief appeals
• It will have fewer impacts on the rivers and groundwater

• It is safer for humans and animals





1. Main Title
Poses a question intended to capture 
attention & initiate elaboration

2. Subtitle
Descriptive norm peripheral cue

3. Main Message
Personal anecdote connecting the target 
belief to the desired behaviour

4. Parking Disclaimer
Behavioural belief appeal

5. Behavioural Prompt
Conveys the target belief & a behavioural 
belief appeal

6. Thank You + Logo
Normative belief appeal & peripheral cue 
that identifies the communication source



Motivated to Process?
Personal relevance, need for cognition, personal 

responsibility, etc.

Ability to Process?
Distraction, repetition, prior knowledge, message 

comprehensibility, etc.

Nature of Cognitive Processing:
(Initial attitude, argument quality, etc.)

Favourable 
thoughts 

predominate

Unfavourable 
thoughts 

predominate

Neither or neutral  
thoughts

predominate

Cognitive Structure Change:
Are new cognitions adopted and stored in memory? Are 

dif ferent responses made  salient than previously?

Central Positive 
Attitude Change

Central Negative 
Attitude Change

Attitude is relatively enduring, resistant & predictive of  
behaviour

Persuasive Communication
Peripheral Attitude Shift

Attitude is relatively temporary, susceptible and 
unpredictive of  behaviour.

Peripheral Cue Present?
Positive/negative af fect, attractive/expert sources, 

number of  arguments, etc.

Retain or 
Regain Initial 

Attitude

Yes

Yes

Yes

No

No

No

No

Yes Yes (unfavourable)

Elaboration Likelihood Model of Persuasion
(Petty & Cacioppo 1986)



The TORETM model
(Ham 2007)

Presented so that
the audience is 

interested & 
motivated to pay 
attention, process

& think

Strongly
relevant
theme

Provocation 
(theme-focused 

thinking, 
wondering, 

marvelling etc.)

Increased 
likelihood of  

theme-relevant 
behavioural 
outcomes

Theme-relevant
beliefs altered, 
reinforced or 

created

Theme-relevant
attitudes 

impacted (feeling, 
liking, caring, 
mattering etc.)

What the audience doesWhat the communicator does

Stronger path
(elaboration)

Weaker path
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Implications

• Joins an emerging field of research involving the application of the 
social sciences to develop communication interventions aimed at 
influencing behaviour

• Contributes to a greater understanding of the cause-and-effect 
relationships between persuasive communication and human 
behaviour in a real-world setting

• Delivery of research methods and practical tools to build on the 
capacity of management agencies, businesses and researchers to 
undertake other behaviour modification projects



www.crctourism.com.au/BookShop/
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Thank you

Jim Curtis
James.Curtis@buseco.monash.edu.au

Telephone: 03 9904 7067
Mobile: 0414 677 093

www.buseco.monash.edu.au/units/tru
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