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(7) Leippe, M.R. & Roger ‘A. Elkin, “When Motive Clash: Issue Involvement and Response
Involvement as Determinants of Persuasion”, Journal of Personality and Social Psychology,
1987, Vol. 52, No. 2, pp. 269-278.
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(28) Petty, R.E. & J.T. Cacioppo, “Personal Involvement as a Determinant of Argument-Baged
Persuasion.” Journal of Personality and Social Psycholegy, 1981, Vol. 41, No. 5, pp. 847-855.
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(32) Young, P.K. & Saegert, J. 1982, “Further Experiments with Levels of Processing and
Advertising Memory,” Working Paper No. 18, San Antonio, TX: College of Business, Uni-
versity of Texas.
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(36) Ray, M.L., “Marketing Communication and the Hierachy of Effects”, in New Models for
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