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The authors introduce @ social judgment framework they term
deviance-regulation theory. This theory proposes that people
self-regulate more on the basis of the perceived social conse-
quences of deviating from behavioral norms than on the basis of
the perceived social consequences of conforming to behavioral
norms. The implications of this model were explored in the con-
text of persuasive health communication. Four studies demon-
strated that health communication had its greatest effects on
behavioral intention and behavioral willingness when it associ-
ated images with deviant behavioral alternatives. Thus, when
participants belicved their peers made healthy decisions, they
were most influenced by negatively framed communication that
emphasized the undesirable attributes of people who made
unhealthy decisions. In contrast, when they believed their peers
made unhealthy decisions, they were most influenced by post-
tively framed communication that emphasized the desirable
attributes of people who made healthy decisions.

A form of social influence commonly used in mass
communication is the image appeal. In this technique,
people engaging in a target behavior are associated with
a social image with the purpose of changing that behav-
jor’s prevalence. Consistent with prior research on mes-
sage framing and health communication (see Rothman &
Salovey, 1997, for review), we identify two ways in which
image appeals can influence behavior. First, an image
appeal can adopt a negative frame by linking a target
behavior with a socially undesirable image. As an exam-
ple, consider 2 university initiative to reduce binge
drinking that links bingeing with irresponsibility and
immaturity. Alternatively, an image appeal can adopt a
positive frame by linking a target behavior with a socially

desirable image. As an example, consider a campaign
that links the decision not to binge drink with responsi-
bility and maturity. The purpose of the current research
is toinvestigate the relative effectiveness of positively and
negatively framed image appeals. We argu€ that the rela-
tive merits of each will depend on the perceived behav-
ioral norms surrounding the target behavior.

Social Images and Behavioral Decisions

A number of researchers have studied the effects of
socialimageson behavioral decisions (e.g., Blanton, Gib-
bons, Gerrard, Conger, & Smith, 1997; Blanton et al.,
9001; Chassin, Presson, Sherman, Corty, & Olshavsky,
1981; Gibbons & Gerrard, 1995, 1997; Leventhal &
Cleary, 1980; Niedenthal, Cantor, & Kihlstrom, 1985;
Niedenthal & Mordkoff, 1991). Although there are
important distinctions in the various perspectives, most
share the following assumptions: that people hold trait-
based images or prototypes of the type of person who
engages in different behaviors, that people assume that
they themselves will become associated with these traits
(either in their own e€yes of in others’) if they engage in
similar actions, and finally that people base their behav-
joral decisions, in part, on the perceived social desirabil-
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