2
MISINFORMATION AND PERSUASION
Similar Findings from the Misinformation and Attitudes Literatures
The misinformation and attitudes literatures have a good number of parallel findings. I first briefly summarize some of these findings from misinformation literature and then the similar findings from the attitudes literature.
Misinformation Findings
Misinformation that uses emotion can have greater impact than rational messages (Martel et al., 2020).  Misinformation is more likely to be accepted and/or corrected when the sources of the information or correction are perceived as credible (e.g., Guillory & Geraci, 2013), especially if the source is also trustworthy in addition to being expert (Pennycook & Rand, 2019a). Conversely, it can be more difficult to correct misinformation if the original source was high rather than low in credibility (Zeng et al., 2023) or if the person’s belief to be corrected is relatively high in personal importance (Vidigal & Jerit, 2022).  Corrections are more difficult if the original misinformation was embedded in a narrative (Hamby et al., 2020) but are easier if the correction is embedded in a well-developed narrative (Lillie et al., 2024). Corrections are more effective when they provide a coherent or detailed explanation (e.g., Seifert; 2002) rather than a simple retraction (Ecker et al., 2020).  Furthermore, misinformation is more likely to be accepted and corrections are more effective when they are consistent with the recipient’s social identity (Taber & Lodge, 2006), or with prevailing social norms (Vlasceanu & Coman, 2022) or the recipients’ own attitudes (Schwalbe et al., 2024; Sussman & Wegener, 2023). Finally, acceptance of attitudinally conflicting corrections can be enhanced by affirming a person’s values beforehand (Carnahan et al., 2018).  
Similar Attitudes Findings
Using emotion in messages can sometimes enhance their impact (Edwards, 1990).  Attitude change tends to be enhanced when the source has greater credibility (Hovland & Weiss, 1951) or the messages are coherent (Eagly, 1974) or compelling (Petty & Cacioppo, 1986) or people are transported into a narrative (Green & Brock, 2020) or the attitude to be changed is low in personal importance (Zuwerink & Devine, 1996). Using sources or messages tied to a person’s identity (Mackie et al., 1990) or prevailing social norms (Paicheler, 1976) also increase the likelihood of attitude change as can affirming a person’s values prior to an influence attempt (Sherman, 2013). 
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