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ADV 6006 | Theories of Advertising 

Syllabus 
[T 9:35 – 10:25; Th 9:35 – 11:30] | 1078 Weimer Hall 

 

 
Instructor: Troy Elias, Ph.D. Office: 2084 Weimer Hall, 352.392.5059 
 telias@jou.ufl.edu  Office Hours:  M&W: 11AM – 12PM 
 

Texts: 

 Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance 
gaining (5th ed.). Boston: Allyn & Bacon. 

 

 Additional readings for the course are compiled in e-Learning 
 

Please read the assigned materials before each class meeting. The course lectures 
will interpret, demonstrate, and extend the information and ideas in the readings, so 
be sure to take careful notes during each class.  

 
Course Requirements: 

1. Weekly Response Papers & In-class Participation. Consists of 20% of overall grade. Short 1-2 
page papers will critically discuss, and analyze ideas and concepts from the readings. 

 
2. Class Discussant. Consists of 25% of overall grade. Each student will serve as discussion leader 

once during the semester. 
 

3. Annotated bibliography.  Consists of 20% of overall grade.  
 

4. Final Paper.  Consists of 35% of overall grade. This manuscript (approx. 15-20 pages) represents 
an original research study that either constructs a new theory of advertising, synthesizes at 
most two existing theories, or extends an existing theory.  

 
Class Format: 
The first day of class per week will be faculty led instruction on week’s theoretical framework.  From 
that point on our time will be used as follows: 
 
 Thursday: 

9:35—10:25  Team presentations on assigned readings and topics 
 10:25—10:55  Team application of theoretical concept to current social phenomena 
 10:55—11:30  Class discussion of assigned readings and theoretical framework 
 
Course Overview: 
The goal of this course is to develop and enhance students’ understanding and interpretation of 
advertising theory. In doing so, it hopes to strengthen the student’s ability to conduct research inquiry 
that can be assessed within a theoretically sound framework. Specific course learning objectives 
include: 

 Exposing students to fundamental theories employed routinely in advertising research. 

 Helping students become critical analysts of advertising perspectives and research. 

 Honing students’ skills in the synthesis of theoretical frameworks for the purpose of 
formulating strategically sound research inquiries. 
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Prerequisite Skills: 
To optimally benefit from this course, students must be able to 1) read and comprehend written and verbal 
communication; 2) articulate ideas in verbal and written communication, 3) employ analytical and evaluative 
skills needed to develop a research framework that will guide scientific inquiry. 
 
Students With Challenges: 
In order to address special academic needs, I need to be informed of the student’s circumstance at the 
beginning of the semester before it becomes an adverse factor in a student’s performance. This is not to 
imply that standards of fairness will not be generally applied when evaluating student work; only that 
reasonable and appropriate measures will be taken to ensure that officially recognized challenges do not 
become a hindrance to a student’s ability to succeed in this course. Students affected by such challenges 
should provide me with an official statement from the Office of Student Services explaining his/her situation. 
 
Evaluation & Descriptions of Assignments: 
Weekly Response Papers & Class attendance and participation (20%) 
Beginning the second week of the semester, you are required to write one 1-2 page response paper 
per week based on your reactions to the readings. The ability to write a critique is a necessary 
academic skill and promotes critical thinking. Students are encouraged to provide a well-reasoned 
analysis of the body of work reviewed in an effort to demonstrate their understanding of the theme of 
the week’s readings. The point is not to summarize the readings in the reaction paper, but rather to 
use the perspectives offered in the reading materials as a foundation for comparing, contrasting, and 
discussing the strengths and weaknesses of the perspectives advanced in the readings. At the end of 
each paper, include five discussion questions for the class. Submit your paper via Sakai no later than 
5pm the day before the corresponding class. In addition, a significant portion of your grade is based on 
your attendance, engagement, and participation in class. Therefore, along with reading and 
synthesizing the materials, each student should be prepared to actively participate in class discussion. 
 
Class discussants (25%) 
Each student will serve as discussion leader during the semester. Being a discussant means leading 
discussion on that day’s topic during class.  
 
On e-Learning – No later than 5pm the night before class, discussants must post (email these to me) at 
least five questions or observations from the readings to help stimulate discussion. 
 

In class – A successful discussant may: 
 Review relevant material from the readings 
 Pose intriguing questions 
 Make provocative points 
 Bring related ideas and material beyond the readings into the discussion 

 
Annotated bibliography (20%) 
The annotated bibliography assignment should directly relate to the topic of your theory paper. Its purpose is 
to provide a foundation on which you can build your research interest and represents a synopsis of the key 
research literature (academic and applied) related to the theory you choose to explore in greater detail. The 
annotated bibliography is an individual assignment. It should include citations from no less than 20 relevant 
sources, a short summation of the points raised by each source author, and a few ‘key quotes’ that aides you 
in remembering the significance of the work. The annotated bibliography should be single spaced by source 
citation. 
  
Final Paper (35%)  
For the final paper, you will write a 15-20 page manuscript in which you design an original research 
study where you either 1) create a new theory of advertising/persuasive communication, 2) synthesize 
at most two existing theories into a coherent whole, or 3) extend an existing theory to a new set of 
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applications. This proposal should be inspired, but need not be constrained, by the course material. 
You may also utilize any methodology (e.g., experiment, survey, content analysis, qualitative) to test 
your theory. Although you will be encouraged to collect some pilot data for this proposal, you are not 
required to do so. At a minimum, the paper must include an introduction, theoretic framework, 
methods (i.e., general outline of the way your theory will be tested), and references. Please prepare 
your paper according to the American Psychological Association (APA) guidelines. 
Note: You can work in groups of up to 3 for your research project. Each group member will get the 
same grade for the paper. 
 
Class Attendance: 
Roll won’t be taken in class every day; however, habitual and routine unexcused absences will directly 
affect your grade. 
 
Make-ups. If you miss an assignment due to illness, death in family, court date, or auto accident AND 
you notified the professor BEFORE class time, you will be given an opportunity to make-up the 
grade. If your absence was unexcused, you will receive a zero on the assignment. Late assignments 
will be given a zero without an excused absence. I do this because it simulates the “real world.” In the 
ad biz if you miss a deadline for a client, you are likely to be fired.  
 
Grading scale and other factors 
Final grade scale 
95-100     A 
90-99.49 A 
88-89.99 B+ 
85-87.99 B 
80-84.99 B- 
78-79.99 C+ 
75-77.99 C 
70-74.99 C- 
68-69.99 D+ 
65-67.99 D 
60-64.99 D- 
Below a 60 E 

 
• Argumentative, unprofessional, disrespectful and negative attitudes can lower your grade. 
 
Honor code: 
Preamble: In adopting this Honor Code, the students of the University of Florida recognize that 
academic honesty and integrity are fundamental values of the University community. Students who 
enroll at the University commit to holding themselves and their peers to the high standard of honor 
required by the Honor Code. Any individual who becomes aware of a violation of the Honor Code is 
bound by honor to take corrective action. The Honor Code: We, the members of the University of 
Florida community, pledge to hold ourselves and our peers to the highest standards of honesty and 
integrity. On all work submitted for credit by students at the University of Florida, the following 
pledge is either required or implied: 
 
"On my honor, I have neither given nor received unauthorized aid in doing this assignment." 
For more information about academic honesty, contact, Student Judicial Affairs, P202 Peabody Hall, 
392-1261. 
 
You can review UF’s academic honesty guidelines in detail at: 
http://www.dso.ufl.edu/judicial/procedures/honestybrochure.php 

http://www.dso.ufl.edu/judicial/procedures/honestybrochure.php
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ADV 6006 | Course Schedule 

 

 

Thursday, August 22  Introduction to the Course 

 

 

Tuesday, August 27  II. Introduction to Persuasion  

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapters 1-2. 

 

Thursday, August 29  Attitudes, Defining Theory & Analyzing the Research Manuscript  

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapter 3. 

Dillard, P. (1993). Persuasion past and present: Attitudes aren’t what they used to be. Communication 

monographs, 60(1), 90-97. 

Reed, A., Wooten, D.B., & Bolten, L.E. (2002). The temporary construction of consumer attitudes. 

Journal of Consumer Psychology 12 (4), 375-388. 

 

Tuesday, September 3 III. Social Identity Theory  

Tajfel, H., & Turner, J. C. (1986). The social identity theory of intergroup behavior. In S. Worchel & 

W. G. Austin (Eds.), Psychology of intergroup relations (pp. 7-24). Chicago, IL: Nelson-Hall. 

 

Thursday, September 5 Social Identity Theory and the Distinctiveness Principle 

Appiah, O., & Elias, T. (2009). Effects of ethnically-targeted and ethnically-ambiguous computer 

generated agents on browsers’ evaluations of a commercial web site. Virtual Social Identity 

and Consumer Behavior. Advertising and Consumer Psychology Book Series. M.E. Sharp. 

Elias, T., Appiah, O., & Gong, L. (2011). Effects of Black’s strength of ethnic identity on consumer 

attitudes: A multiple-group model approach. Journal of Interactive Advertising, 11 (2). 

Vignoles, V., Chryssochoou, X., & Breakwell, G. M. (2000). The distinctiveness principle: Identity, 

meaning, and bounds of cultural relativity. Personality and Social Psychology Review, 4(4), 

337-354.  

**Recommendation sites and the impact of social identity on consumer decision-making. 
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Tuesday, September 10 IV. Elaboration Likelihood Model  

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapter 2, pp. 35-40. 

 

Thursday, September 12 Elaboration Likelihood Model  

Chaiken, S. (1980). Heuristic versus systematic information processing and the use of source versus 

message cues in persuasion. Journal of Personality and Social Psychology, 39, 752–756. 

Matthes, J., Wonneberger, A., & Schmuck, D. (2013). Taking a closer look at green ads. Consumers’ 

green involvement and the persuasive effects of emotional versus functional advertising 

appeals. Paper presented at the Advertising Division of the Annual Convention of the 

Association for Education and Journalism and Mass Communication, Washington, DC, August 

2013. 

Haugtvedt, C.P., and Petty, R.E. (1992). Personality and persuasion: Need for cognition moderates the 

persistence and resistance of attitude changes. Journal of Personality and Social Psychology, 

63(2), 308-319. 

 

Tuesday, September 17 IV. Conformity and Influence in Groups  

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapter 6. 

 

Thursday, September 19 Conformity and Influence in Groups Explicated  

Asch, S.E. (1955). Opinions and social pressure. Readings about the social animal. E. Aronson 

(ed.). New York, NY: Worth Publishers. (Reprinted from Scientific American, 1955, 193, 5).  

Sherif, M. (1956). Experiments in group conflict. Readings about the social animal. E. Aronson 

(ed.). New York, NY: Worth Publishers. (Reprinted from Scientific American, 1956, 195, 5).  

Milgram, S.E. (1963). Behavioral study of obedience. Readings about the social animal. E. Aronson 

(ed.). New York, NY: Worth Publishers. (Reprinted from The Journal of Abnormal and 

Social Psychology, 1963, 67, 4).  

 

Tuesday, September 24  V. Social Judgment Theory  

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapter 5, pp.104-107. 
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Thursday, September 26 Social Judgment Theory Explicated 

 

Siero, F.W., & Jan Doosje, B. (1993). Attitude change following persuasive communications: 

Integrating social judgment theory and the elaboration likelihood model. European Journal of 

Social Psychology, 23, 541-554. 

Sherif, C.W., Kelly, M., Rodgers, Jr., H, Sarup, G., & Tittler, B.I. (1973). Personal involvement, social 

judgment, and action. Journal of Personality and Social Psychology,  27(3), 311-328. 

 

Tuesday, October 1  VI. Cognitive Dissonance Theory 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapter 3, pp. 62-64. 

 

Thursday, October 3  Cognitive Dissonance Theory 

Aronson, E., and Mills, J. (1959). The effect of severity of initiation on liking for a group. Journal of 

Abnormal and Social Psychology, 59, 177-181. 

Festinger, L., & Carlsmith, J.M. (1959). Cognitive consequences of forced compliance. Journal of 

Abnormal and Social Psychology, 58, 203-210. 

Whittaker, J.O. (1964). Cognitive dissonance and the effectiveness of persuasive communication. The 

Public Opinion Quarterly, 28(4), 547-555. 

Tuesday, October 8  VII. Theory of Reasoned Action and Theory of Planned behavior 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapter 3, pp. 50-53. 

 

Thursday, October 10  Theory of Reasoned Action and Theory of Planned behavior 

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision 

Processes, 50(2),179-211.  

Slater, M.D. (1999). Integrating application of media effects, persuasion, and behavior change theories 

to communication campaigns: A stages-of-change framework. Health Communication, 11(4), 

335-354. 

 

Tuesday, October 15 VIII. Source Factors 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapters 4-5. 
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Thursday, October 17 Source Factors 

Harmon, R.R., & Coney, K.A. (1982). The persuasive effects of source credibility in buy and lease 

situations. Journal of Marketing Research, 19, 255-260. 

Burgoon, J.K., Birk, T., & Pfau, M. (1990). Nonverbal behaviors, persuasion, and credibility.  Human 

Communication Research, 17, 140-169. 

 

Tuesday, October 22  X. Message Factors 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon,Chapters 7 & 14. 

 

Thursday, October 24  Message Factors 

Mulac, A., Bradac, J.J., & Gibbons, P. (2001). Empirical support for the gender-as-culture hypothesis - 

An intercultural analysis of male/female language differences. Human Communication 

Research, 27(1), 121-152.    

Miller, G., Boster, F., Roloff, M., and Siebold, D. (1977). Compliance-gaining message strategies: A 

typology and some findings concerning effects of situational differences. Communication 

monographs,44, 37-51. 

 

Tuesday, October 29  XI. Receiver and Channel Factors 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon,Chapters Chapters 11 & 15. 

 

Thursday, October 31  Receiver and Channel Factors 

Kim, J., Elias, T., & Lee, C. (2012). Why are social media users willing to share information on social 

networking sites? Applying the knowledge sharing model to social networking sites. Paper 

presented at the Annual Convention of the Advertising Association of America, Myrtle Beach, 

SC, March 2012. 

Eagly, A., & Warren, R. (1976). Intelligence, comprehension, and opinion change.  Journal of 

Personality, 44, 226-242. 

 

Tuesday, November 5  XII. The Ethics of Persuasion 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon,Chapters Chapter 16. 
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Thursday, November 7  XII. The Ethics of Persuasion 

Drumwright, M. E., & Murphy, P. E. (2004). How advertising practitioners view  

ethics: Moral muteness, moral myopia, and moral imagination. Journal of  

Advertising, 33(2), 7-24.  

Elias, T. (2013). Ethics, advertising, and racial segmentation: An integrated social identity 

perspective. In M. E. Drumwright (Ed.), Ethical issues in communication professions: New 

Agendas in Communication. 

Elias, T. & VanRysdam, M.K., & Chun, J. (2013). LinkedIn: An impediment to workplace diversity? 

Paper presented at the Advertising Division of the Annual Convention of the Association for 

Education and Journalism and Mass Communication, Washington, DC, August 2013. 

 

Tuesday, November 12  XII. Impression Formation 

Gass, R. H., & Seiter, J. S. (2003). Persuasion, social influence, and compliance gaining (5th ed.). 

Boston: Allyn & Bacon, Chapters 8 & 12. 

 

Thursday, November 14 Impression Formation  

Briscoe, M. E., Woodyard, H. and Shaw, M. (1967), "Personality Impression Change as a Function of the 

Favorableness of First Impressions," Journal of Personality, 35 (2), 343-357.  

Carlston, D. E. (1980), "The Recall and Use of Traits and Events in Social Inference Processes," Journal 

of Experimental Social Psychology, 16 (4), 303-328.  

Hamilton, D. L. and Huffman, L.J. (1971), "Generality of Impression-formation Processes for Evaluative 

and Non-evaluative Judgments," Journal of Personality and Social Psychology, 20 (2), 200-207. 

Tuesday, November 12  XII. Individual Workshops 

 

Thursday, November 14  XII. Individual Workshops 

 

Tuesday, November 19  XII. Individual Workshops 

 

Thursday, November 14  XII. Individual Workshops 

Annotated Bibliography due 

 

Thursday, November 28  No Class – Thanksgiving     

 

Tuesday, December 3  >>FINAL PAPER DUE<< 

**************************************************************************************************************************** 


