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Certain results from opinion-change research seem relevant to counseling
since both areas emphasize communication and behavior change. These
two areas are examined within a cognitive dissonance framework, and opin-
ion-change research results are reviewed to show that opinion change is
controlled by (a) communication discrepancy, (b) perception of communi-
cator expertness, (c) perception of communicator trustworthiness, (d)
perception of communicator attractiveness, and (e) involvement. A 2-
phase model of counseling is entailed by these considerations in which the
counselor manipulates these perceptual and involvement factors in the 1st
phase and, in the 2nd phase, makes full use of his resulting power by ac-
tively pursuing client change so as to achieve client goals.

Goldstein and his associates have argued
that extrapolation of certain principles and
research findings in social psychology to
counseling psychology can increase our
understanding of counseling and our ef-
fectiveness as counselor (Goldstein, 1966;
Goldstein & Dean, 1966; Goldstein, Heller,
& Sechrest, 1966). Research on opinion
change seems particularly promising for
this purpose because of the focus on com-
munication. In opinion-change rfissarchr
a communicator attempts to influence his
audience in a predetermined direction;
in counseling, the counselor attempts to
influence his client to attain the goals of
counseling. Verbal communication is the
main technique used by an opinion changer
in influencing his audience; verbal com-
munication is also the counselor's main
means of influencing his client. For both.
these communications present opinions jpr
conceptions different than or discrepant,
from the opinions or conceptions nf the
audience or client. Finally, characteristics
of the communicator as perceived by the
audience, characteristics of the audience,
and characteristics of the communication
affect the success of influence attempts.
These characteristics have been given much
attention in both fields.

The purposes of this paper are to (a)
review the opinion-change research on
communicator and audience variables which

affect the success of influence attempts,
(b) suggest aspects of counseling which
have similar effects, and (c) present a two-
phase model of counseling based on these
considerations.

OPINION-CHANGE VARIABLES:
THEORIES AND RESEARCH

Festinger's (1957) cognitive dissonance
theory has been the basis of much of the
opinion-change research and is used to
organize this review. Zimbardo (1960) has
summarized the theory as follows:

Dissonance theory assumes a basic tendency
toward consistency of cognitions about oneself
and about the environment. When two or more
cognitive elements are psychologically incon-
sistent, dissonance is created. Dissonance is de-
fined as a psychological tension having drive char-
acteristics. Thus, the existence of dissonance is
accompanied by psychological discomfort and
when dissonance arises, attempts are made to re-
duce it [p. 86].

Applied to opinion-change research, the
theory suggests that an individual will ex-
perience dissonance when he knows another
person—a communicator—holds an opin-
ion contrary to his own (Festinger, 1957,
p. 178). The magnitude of dissonance
created by the contrary opinion is a func-
tion of the degree of perceived discrepancy
between the two opinions—the greater the
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perceived discrepancy, the greater the dis-
sonance.

Five means of reducing dissonance can
be drawn from the theory: (a) The individ-
ual can change his opinion to that of the'
communicator; (6) he can discredit the"
communicator and thus reduce the impor-
tance or cognitive weight of the communi-
cator's assertions; (c) he can devaluate the
importance of the issue which reduces the
cognitive weights of both positions, and thus
the absolute amount of dissonance created
by their incompatibility; (d) he can at-
tempt to change the communicator's opin-
ion and, if successful, eliminate the dis-
crepancy; and (e) he can seek to add cog-
nitions consonant with his opinion and thus
reduce the relative cognitive weight of the
communication.

The avenue of dissonance reduction used
by the recipient of a discrepant communi-
cation depends on the circumstances of the
influence attempt. If the communicator
cannot be discredited, if issue importance
cannot be devaluated, if counterpersuasion
cannot be exerted, and if social support
cannot be found, the recipient's cognitive
change is a direct function of the cognitive
change advocated by the communicator.
However, cognitive change is unlikely when
alternative means of dissonance reduction
are available. An individual's cognitions
are interrelated so that a change of one
cognition necessitates changes of other
cognitions. The resulting psychological ef-
fort increases resistance to changing any
singular cognitive element (Festinger, 1957,
P. 27).

The avenues of dissonance reduction are
reciprocal; an easily discredited communi-
cator will achieve little opinion change and
much derogation, while a highly credible
communicator may achieve much opinion
change with little derogation. Clients un-
involved in the topic of an interpretation
will disclaim the importance of the issue
with little cognitive change, while those
highly involved may show much change
with little devaluation of the topic.

The thrust of the theory is that arousal
pt client cognitive dissonance is a function
of the psychological^ iscrepancv
his cogmSve^onstruc and thfl nnnteTit.

of counselor communications. The client
will change his cognitive constructs in the
direction advocated bv the counselor

"only it other means of dissonance reduc-
tion are controlled. The studies reviewed
belOW deal with communicator and audi-
ence variables that control or moderate
the use of one or another avenue of dis-
sonance reduction.

Communicator characteristics which con-
trol communicator derogation are the com-
municator's perceived credibility and his
perceived attractiveness. According to Hov-
land, Janis, and Kelley (1953, p. 21), com-
municator credibility has two components:
"... (1) The extent to which a communica-
tor is perceived to be a source of valid as-
sertions (his 'expertness') and (2) the de-
gree of confidence in the communicator's
interest to communicate the assertions
he considers most valid (his 'trustworthi-
ness')." A communicator's attractiveness is
based on his perceived similarity to, com-
patibility with, and liking for the influence
recipient.

The communication recipient's involve-
ment in the influence situation is a result
of the intrinsic value of the issue, the effort
required of him, or the personal importance
of his response. Involvement controls re-
cipient devaluation of issue importance.
None of the opinion-change studies deal
with dissonance reduction by securing social
support or by counterpersuasion. These
avenues are usually blocked by not allow-
ing communication recipients to talk to
the communicator or to each other.

Expertness

Perception of a communicator as a source
of valid assertions is influenced by (a)
objective evidence of specialized training
such as diplomas, certificates, and tiiles.
'(&) behavioral evidence of expertness such
as rational and knowledgeable arguments
ajid confidence in presentation, and (c)
reputation as an expert.

Aronson, Turner, and Carlsmith (1963)
studied the effects of reputation as an ex-

. pert on opinion change. They asked coeds
to rank nine stanzas from modern poems
by the way the poet used form to aid in
expressing his meaning. The coeds then
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read a passage describing uses and abuses
of form in which the nine stanzas were
examples. For each coed, stanza evaluation
in the passage was set at small, moderate,
or large discrepancy from her rankings.
For half of the coeds, the passage was at-
tributed to T. S. Eliot; for the other half,
the passage was attributed to a student
from a small teachers college. After reading
the passage, the coeds reevaluated (re-
ranked) the stanzas and, to measure
derogation, indicated their strength of
agreement with statements about the au-
thor. Results indicated the operation of
communicator credibility in controlling
the means of dissonance reduction in that
opinion change was a linear function of
discrepancy for the expert source—the
greater the discrepancy, the greater the
change—while it was a curvilinear function
of discrepancy for the mildly credible
source—opinion change increased from
small to moderate discrepancy and de-
creased from moderate to large discrepancy.
Derogation of the mildly credible source
was high, while derogation of the highly
credible source was low. However, deroga-
tion did not increase with discrepancy, but
was constant across the discrepancy con-
tinuum.

Bockner and Insko (1966), Bergin
(1962), and Browning (1966) reported
similar results using objective evidence of
expertness. Bockner and Insko asked un-
dergraduates to read an article on the num-
ber of hours of sleep required by students.
For half of the students, the article was
attributed to "Sir John Eccles, Nobel prize
winning physiologist." For the other half,
it was attributed to "Mr. Harry J. Olsen,
director of the Fort Worth Y.M.C.A."
Amount of sleep advocated in the com-
munications was varied from 8 to 0 hours.
As before, opinion change was a linear
function of discrepancy for the highly
credible source, while it was a curvilinear
function of discrepancy for the mildly
credible source. In addition, disparage-
ment of the mildly credible source was a
linear function of discrepancy, but was
not for the highly credible source.

Bergin (1962) studied source-expertness
effects on an issue more relevant to coun-

seling—self-ratings of masculinity-feminin-
ity. Sixty introductory psychology students
rated themselves on a masculinity-feminin-
ity scale before and after treatment. They
were randomly assigned to high- or low-
credibility conditions and to low-, moder-
ate-, or high-communication-discrepancy
conditions. In the high-credibility condi-
tion, each student reported to a reception-
ist who directed him to an office decorated
with diplomas, certificates, and a picture
of Freud. The communicator, dressed in a
white coat, tested him with complex instru-
ments allegedly yielding an extremely ac-
curate picture of his personality. After the
tests, the communicator showed the stu-
dent his ratings on masculinity-femininity
and other scales. In the low-credibility
condition, each undergraduate was rateti
by a high school student who obviously
knew little about personality evaluation.
Changes between pre and post self-ratings
were a linear function of discrepancy in
the high-credibility condition, but not in
the low-credibility condition. Intensity of
communicator disparagement was a func-
tion of discrepancy in the low-credibility
condition, but not in the high-credibility
condition.

Browning (1966) studied the effects of
therapist perceived expertness (prestige)
on client acceptance of interpretations .in
therapy. Twenty-four college-student vol-
unteers, judged nonpsychiatric, were ran-
domly assigned to either "high or low pres-
tige therapists." The same therapist served
in both conditions. After an initial inter-
view devoted to orientation to therapy,
each client received 24 interpretations
spaced over from two to four interviews. A
significantly greater number of large dis-
crepancy interpretations were accepted by
clients in the high-prestige-therapist con-
dition than in the low-prestige condition.

Few investigators have developed per-
ceived expertness behaviorally, that is, with
communicator rational and knowledgeable
arguments and confidence. Bergin's "ex-
pert" made some use of this source by his
confidence and his impressive instruments.
Brehm and Lipsher (1959) studied the ef-
fects of supporting reasons for discrepant
opinions with high school students. One
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hundred and fourteen students gave their
opinions on a number of current social and
political issues. Three weeks later they were
asked to evaluate and react to the opinions
of "students from another class." Half of
the communications included supporting
reasons for discrepant opinions, half did
not. Degree of opinion discrepancy was
varied. Students receiving supporting rea-
sons for discrepant opinions rated the com-
municators more "trustworthy" than those
not receiving supporting reasons. This
may mean that, when supporting reasons
were given, students perceived the opinions
to be more valid, and thus viewed the
communicator as more expert. Opinion-
change data were inconsistent, but com-
munications with supporting arguments
tended to result in greater opinion change
than those without such support.

These studies show that a communicator's
perceived expertness controls the extent to
which his dianrenant. nnTTmniinip.ationa will
lead to opinion change rather than to his
own disparagement. They also show that
the greater the communicator's perceived
expertness, the more discrepant his com-
munications can be without generating
derogation.

Trustworthiness
A communicator's perceived trustworthi-

,ness is a function of (a) his reputation tor
nonesty, (b) nis social role, such as physi-

,'cian, (c) his sincerity and openness, and
(tf) his perceived lack of motivation for
personal gain. All ot these attributes nave

T been used to manipulate perceived trust-
w o r t h i n e s s , , . , "

i Hovland and Weiss (1951) asked under-
graduates to read an article on one of four
issues: antihistamine drugs, atomic sub-
marines, the steel shortage, or the future of
movie theaters. One-half of the communica-
tions on each issue were attributed to a
highly trustworthy source such as the New
England Journal of Biology and Medicine,
Robert J. Oppenheimer, etc. The other half
were attributed to a less trustworthy source,
such as a "pulp" pictorial magazine,
Pravda, etc. Students rated presentations
and conclusions more fair and justified and
more of them changed their opinions in the

advocated direction when articles were at-
tributed to high-trustworthy sources than
when they were attributed to low-trust-
worthy sources. Although opinion-change
differences due to source trustworthiness
were not significant on retest 4 Weeks later,
further research showed that when the
source was reinstated at retest significant
differences were retained (Kelman & Hov-
land, 1953).

Hovland and Mandell (1952) studied
source-trustworthiness effects on opinions
of the need to devaluate United States
currency. The high-trustworthy communi-
cator was an economist from a leading
university; the low-trustworthy communi-
cator was an import executive. College-
undergraduate subjects were informed that
importers would gain from currency de-
valuation. The high-trustworthy communi-
cator was judged to do a better job and to
be more fair and honest in his presentation
than the low-trustworthy communicator,
but opinion-change differences were not
significant.

Zagona and Harter (1966) studied
source-trustworthiness effects on attitudes
about smoking. Three communication
sources were the Surgeon General's Report
on Smoking and Health, Life, and an ad-
vertisement by the American Tobacco
Company. They summarized their results
as follows: "... as credibility of the source
increased, the percentage of subjects who
agreed with the information and perceived
it as trustworthy also increased [p. 155]."

Two studies suggest that trustworthiness
is more important than expertness in fa-
cilitating opinion change. Kelman and
Hovland (1953) played a recording of an
"educational radio program" on juvenile
delinquency to senior high school students.
The students were asked to "judge its edu-
cational value." In the course of the pro-
gram, a guest speaker was introduced who
urged extreme leniency in the treatment of
juvenile delinquents. In the high-trust-
worthy condition, the speaker was intro-
duced as an experienced, well-informed,
highly trained, sincere, and honest judge in
a juvenile court. In the neutral trustworthy
condition, the guest speaker was intro-
duced as a, "member of the studio audience
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chosen at random." In the third condition,
the guest speaker was also a "member of
the studio audience chosen at random."
However, the introductory interview re-
vealed that he had been a delinquent as a
youth and was currently out of jail on
bail for a charge of dope peddling. Each
speaker presented identical content. A sig-
nificantly greater proportion of the positive
communicator's audience judged the pres-
entation to be fair and changed their opin-
ions in the advocated direction than did the
negative communicator's audience. Propor-
tions of the audience judging the neutral
communicator to be fair and changing
their opinions in the direction he advocated
were only slightly less than for the positive
communicator. This suggests that although
the neutral communicator had no "expert"
credentials he was perceived as sincere and
honest and thus was as influential as the
expert.

Walster, Aronson, and Abrahams (1966)
presented seventh graders with "news stor-
ies" in which a public prosecutor or a con-
vict urged stronger or weaker court power.
The students were told that prosecutors
would obtain more convictions with stronger
court power which would enhance their
personal prestige and income. Obviously,
criminals would benefit personally from
weaker court power. The prosecutor ob-
tained greater opinion change than the
convict when they both argued for weaker
court powers. However, the opposite was
true in the arguments for stronger court
powers. Apparently the convict's appeal,
clearly against his best interest, resulted
in greater trust and perceived sincerity and
thus greater opinion change. The prosecu-
tor, arguing for a change from which he
would personally benefit, was perceived to
be less trustworthy and sincere and ob-
tained less opinion change in spite of his
greater prestige.

These studies show that a communica-
tor's perceived trustworthiness affects the
extent to which he is able to effect opinion
change. Results from Kelman and Hovland,
and Walster et al. suggest that trust-
worthiness ia more important than per-
ceived expertness. Perceived untrustworthi-
ness can obviate the influence of expertness:

perceived trustworthiness can compensate
for ambiguous expertness.

Attractiveness
Communicator attractiveness is usually

^manipulated bv assuring subjects that they
will like the communicator, that they are

i, compatible with him, or that the com-
.municator is similar to them in background,
opinions, efo. Assurances of liking, com-
patibility, or similarity are usually "based"
on personality or opinion questionnaire
".results."

A series of studies by Byrne and his
associates (Byrne, 1961; Byrne & Blay-
lock, 1963; Byrne, Griffltt, & Golightly,
1966) has shown that opinion similarity
increases perceived liking as well as per-
ceived intelligence, adjustment, morality,
and knowledgeableness of the similar party.
They have also shown that liking is asso-

„ "elated with greater perceived similarity
than is actually the case (Byrne & Blay-
lock, 1963), and that perceived similarity
pf opinions on important issues produces
jpore liking than perceived similarity on
^unimportant issues (Byrne, 1961).

An early study of the effects of liking
on interpersonal influence was done by
Back (1951). He randomly paired intro-
ductory psychology students, but informed
them that they were matched extraor-
dinarily well (high attraction) or not
exactly, but reasonably well (low attract-
ion), according to the results of previous
self- and "preferred other" descriptions.
Each pair was brought together to discuss
stories they had written in private, based
on what they thought were the same photo-
graphs. Actually, the photographs were
slightly different to insure different inter-
pretational details. After their discussion,
they returned to their separate rooms to
"write what you now think to be the best
story." Back found that students in the
high-attraction pairs attempted to influence
each other more often and revised their
stories more than did students in the low-
attraction pairs. Sapolsky (1960) reported
the same effects in verbal conditioning.
Subjects told that they were well matched
with the experimenter according to ques-
tionnaire results responded more to rein-
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forcement than those led to believe they
were less well matched.

Brock (1965) studied the effects of per-
ceived similarity on interpersonal influence
in the paint department of a large depart-
ment store. After a customer selected the
paint he wanted, the clerk urged him to
purchase a different brand and grade of
paint. The clerk began his influence attempt
with a description of his recent experience
with the paints on a similar size job (sim-
ilar condition) or on a much larger job
(dissimilar "expert" condition). The clerks
were significantly more successful in in-
fluencing customers' buying decisions when
they were perceived as similar than as dis-
similar but expert. Burnstein, Stotland,
and Zander (1961) have demonstrated that
perceived similarity in background facili-
tates interpersonal influence. Berscheid
(1966) has shown that perceived similarity
based on opinions relevant to the topic of
influence facilitates interpersonal influence
more than perceived similarity based on
opinions irrelevant to the influence topic.

These studies show that the influence re-
cipient's liking for the communicator, his
perceived compatibility with the communi-

rcator, and his perceived similarity signifi-
cantly increase the communicator's ability
to influence him. Kesult's from Byrne
J(1961) and Berscheid (1966) suggest that
perceived similarity on relevant, important

v issues facilitates influence more than sim-
ilarity on irrelevant or less important is-
sues.

Involvement
The influence recipient's involvement in

the influence process can be manipulated
by using issues of different intrinsic im-
portance to the recipient, by varying the
consequences or personal significance of the
recipient's opinion, and by varying the
amount of physical or psychological effort
required by the process. Unfortunately, the
effects of involvement on interpersonal in-
fluence have been investigated in very few
studies. Involvement is usually held at a
moderately high level across conditions by
the intrinsic importance of current social
and political issues. However, some evi-

dence suggests the effects of these three
sources of involvement on opinion change.

Zimbardo (1960) mentioned an unpub-
lished study by Brehm and Lipsher in
which they

... manipulated involvement using issues which
varied in the degree to which subjects were con-
cerned with them. They found that the amount
of opinion change in the direction of the com-
municator was greater for issues of high concern
than for the issue of low concern [pp. 91-92].

Bergin's (1962) results indicate that the
theoretical model of opinion change pre-
sented here applies to issues of considera-
ble personal importance, that is, self-con-
ceptions of masculinity-femininity.

Zimbardo (1960) studied the effects of
involvement by varying the consequences
of subjects' opinions. He asked coeds to
read a short case history of a juvenile
delinquent and to give their opinion of the
locus of blame for the youth's crimes. Then
they were exposed to an opinion discrepant
from their own, obstensibly that of their
friend with whom they had signed up for
the experiment. After the exposure, they
were asked to make a "fresh" evaluation
of the problem. Derogation was controlled
by the friendship pairs and by a precom-
munication task in which the friend was
established as an expert in judging juvenile
delinquents from photographs. Communi-
cation discrepancy was set at high and
low values. High involvement was in-
duced by telling the coeds that their opin-
ions revealed their personalities and social
values. In the low-involvement condition
coeds were told that "although they should
read the case study carefully, they should
not expect too much from it [p. 88]." It was
too short and unrepresentative, and pre-
vious results had shown that their reac-
tions would reveal nothing about their per-
sonalities or social values. Results were
significantly influenced by both discrep-
ancy and involvement. Opinion change
was greater with large discrepancy than
with small discrepancy and with high in-
volvement than with low involvement. In-
teraction between the two main effects was
not statistically significant.

Cohen (1959) manipulated involvement
by varying the subjects' perceptions of ef-
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fort necessary to understand a persuasive
communication. Thirty-six undergraduates
read a statement arguing that placing
juvenile delinquents in foster homes would
decrease delinquency. Three weeks earlier,
and immediately after reading the state-
ment, the students filled out an opinion
questionnaire containing the target ques-
tion. High involvement was induced for
one-half of the students by telling them
that the communication was difficult and
required much effort to understand. The
other students were told that the passage
was relatively simple and easy to under-
stand. Students were also classified into
high and low groups according to the dis-
crepancy of their initial opinion from the
advocated opinion. Cohen found a signifi-
cant interaction between effort and dis-
crepancy : in the high-effort condition, stu-
dents with high initial discrepancy changed
their opinions more than students with low
initial discrepancy; in the low-effort con-
dition, students with low initial discrep-
ancy changed their opinions more than
those with high initial discrepancy. Over-
all, high-discrepancy students changed
more than low-discrepancy students.

These studies indicate that opinion
change is facilitated when influence re-

^cipients are highly involved in the influ-
'en(i6 pfOflflfla. All thlVte wnHea nt invnlva-
ment are effective in enhancing opinion
change. In addition, there is evidence from

, studies not directly dealing with interper-
sonal influence that effort, tmjnstifififl hy
reward, greatly enhances cognitive change
(Aronson, 1961; Aronson & Mills, 1959).

Conclusion

The research reviewed here shows the
-^importance of perceived expertness. trust-
worthiness, attractiveness, and involve-
ment in interpersonal persuasion. These
variables control the means of reducing
dissonance raised by a discrepant com-
munication. At high values they deter dis-
sonance reduction by discrediting the com-
municator and devaluating the issue and
thus enhance opinion and attitude change.
These results suggest that interpersonal
persuasion can be conceptualized as a two-
phase process. First, communicator credi-

bility and attractiveness and audience in-
Yolvement are enhanced to increase the
probability of success of later influence at-
tempts; second, statements intended to

^bring about the desired opinion and ajti-
lude changes are communicated. Let us
now identify those processes and tech-
niques in counseling which implement the
first phase of the influence process.

OPINION-CHANGE VABIABLES
IN COUNSELING

Expertness

Counseling has expended considerable ef-
fort to provide the practitioner with ob-
jective indexes of his specialized training,
knowledge, and expertise. Diplomas, state
certifications, and certificates of member-
ship in professional organizations adorn
the walls of the counselor's office. Shelves
filled with professional books and periodi-
cals and stacks of confidential letters, an-
nouncements, and folders on desks attest
to the counselor's expertise. Raven (1965),
Schofield (1964, p. 107), and Frank (1963,
p, 129) have pointed out the importance of
these evidences of "expert power" in in-
terpersonal persuasion.

Less obvious, but perhaps more im-
portant, are the evidences of expertise in
the counselor's behavior. Most counselors
pay considerable attention to structuring
the interview. They point out the roles and
requirements of the client and the coun-
selor in the interview, the sequences of the
process, and events likely to occur as they
work toward problem solution. Such struc-
turing, whether explicit or implicit, gives
evidence of the counselor's expertness.
Since the client must perceive that the
counselor knows what he is doing, explicit
structuring may be more effective than im-
plicit structuring. There is some evidence
thai explicit structuring does enhance
counseling effectiveness (Traux, 1966).
Structuring also enhances the counselor's
"informational influence" (Raven, 1965).
The client is provided a "rational" frame-
work to view his problem, the means of
problem solution, and the importance of his
efforts and further information. He is thus
more able to guide his own efforts toward
problem solution. Frank (1963, p. 146) has
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suggested that the counselor's confidence in
his therapeutic theory and procedure en-
hances his counseling effectiveness. Such
confidence enhances the client's perception
of the counselor's expertise.
Trustworthiness

A major contribution to the counselor's
perceived trustworthiness is his socially
sanctioned role as an extender of help, a
source of assistance in problems of living,
or what Raven (1965) has termed "legiti-
mate influence." The client, in coming to
the counselor, accepts this role. Profes-
sional organizations for counselors have
established codes of ethics to insure that
counselors keep the client's welfare upper-
most in their day-to-day transactions
(American Personnel & Guidance Associa-
tion, 1961; American Psychological Asso-
ciation, 1959). Behaviorally, counselors
communicate a sincere, deep interest in the
client's welfare. Frank (1963) has sug-
gested that, "The attitudes of the therapist
that seem to contribute most to the pa-
tient's trust in him are a steady, deep in-
terest, an optimistic outlook, and a dedi-
cation to the patient's welfare [p. 115]." As
further evidence that he is trustworthy,
that he has no selfish or devious motives,
the counselor assures the client that any in-
formation the client may divulge or that
the counselor may obtain is completely
confidential. Thus, the counselor estab-
lishes the client's perception of his personal
trustworthiness by paying close attention
to the client's statements and other be-
havior, by communicating his concern for
the client's welfare, by avoiding statements
indicating exhibitionism or perverted curi-
osity, and by assuring confidentiality of all
transactions.
Attractiveness

The counselor's attractiveness to the
client depends heavily on the counselor's
behavior in the interview. A counselor may
have a reputation as likable and compati-
ble among potential clients which is gen-
erated by satisfied clients. This reputation,
however, is ultimately a function of in-
terview performance.

In the interview, liking is directly en-
gendered by the counselor's unconditional

positive regard or nonpossessive warmth
for the client. Truax and Carkhuff (1967,
pp. 58-68) have defined unconditional pos-
itive regard as valuing and caring for the
client as a separate person regardless of
the "goodness" or "badness" of his be-
havior. While this counselor characteristic
may be regarded as an attitude, Truax
and Carkhuff have shown that it is a
measurable attribute of counselor behav-
ior. Such nonpossessive caring, valuing, or
liking for the client can be expected to
generate reciprocal liking for the therapist
as has been shown by Byrne (1961) and
Mills (1966). Attractiveness derived from
similarity and compatibility is engendered
by counselor accurate empathy or thera-
peutic understanding. Truax and Carkhuff
(1967) see accurate empathy as involving
"... both the therapist's sensitivity to cur-
rent feelings and his verbal facility to
communicate this understanding in a lan-
guage attuned to the client's current feel-
ings [p. 46]." They pointed out that the
counselor's own experiences and feelings are
a major source of his sensitivity and under-
standing. Thus, when the counselor com-
municates his understanding, he is com-
municating his similarity to the client.
Even when the communication is largely
derived from theoretical and pragmatic
knowledge of human nature, such under-
standing would seem to enhance the client's
perception of counselor similarity and
compatibility. Another means of enhanc-
ing perceived similarity is counselor reveal-
ment of experiences, feelings, or problems
similar to those revealed by the client.
This technique is potentially very power-
ful because of its immediate and unam-
biguous communication of real similarity.
Its use, however, requires considerable
clinical skill in judging when such self-
revealment will be perceived by the client
as real similarity and not as a "slip from
role" or exhibitionism.

Involvement

Client involvement in counseling is en-
hanced in a number of ways. Counseling
often begins with relatively high involve-
ment in that the topic of conversation is a
problem in living which is personally
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troubling to the client. Obviously, such a
topic is intrinsically important to the
client. Often, however, the client's involve-
ment in counseling needs to be carefully
enhanced to increase the probability of
"appropriate" client change rather than a
"flight into health" or premature termina-
tion of counseling. Two counseling tech-
niques which enhance client involvement
are reconnaissance (Sullivan, 1954, pp. 59-
93), or scanning and focusing (Sundberg &
Tyler, 1962, p. 115), and problem elabora-
tion (Kelly, 1955, pp. 937-975). Clients
expend considerable effort in these coun-
seling processes. These exploratory pro-
cedures also enhance the client's percep-
tion of the importance of his problems and
the many aspects of his life affected by
the problem behavior. In addition to en-
hancing involvement and interpersonal in-
timacy, these processes provide the coun-
selor with diagnostic understanding of the
problem necessary for directing later in-
fluence attempts.

One of the most important techniques
for enhancing client involvement is reflec-
tion of feeling or accurate empathy. Truax
and Carkhuff (1967) have compiled im-
pressive evidence that high levels of thera-
pist accurate empathy (as well as nonpos-
sessive warmth and genuineness) are
causally related to client depth of self-
exploration. They have conceptualized self-
exploration in terms of client statements
concerning self-worth, emotionally tinged
experience, perceptions of relationships
with others, emotional turmoil, or "expres-
sions of more specific feelings of anger,
affection, etc. [p. 195]." Such self-revealment
obviously requires much effort and en-
hances problem-area saliency and im-
portance to the client. Reconnaissance,
problem elaboration, exploration of feel-
ings (accurate empathy), all enhance the
client's involvement by requiring much ef-
fort on his part and by increasing the per-
ceived importance of the problem. There is
a strong interaction between the processes
enhancing client involvement and those
enhancing perceived counselor character-
istics. The counselor's communication of
therapeutic understanding, nonpossessive
warmth, and genuineness and his smooth-

ness and self-assurance in guiding the
various processes enhance his perceived
expertness, trustworthiness, and attractive-
ness, as well as client involvement.

TWO-PHASE MODEL OP COUNSELING

The thrust of this paper is that counsel-
ing for attitude and behavior change is
best conceptualized as a two-phase inter-
personal influence process. The counseling
processes and techniques discussed increase
(a) the counselor's influence power over
the client by enhancing his perceived
credibility (expertness and trustworthi-

. ness) and attractiveness (liking, similarity,
and compatibility), and (b) the persuasi-
Ibility of the client by enhancing hia in-

f volvement in counseling. As a result _of
these processes and techniques, the proba-
bility of client change in reaction to coun-
slelor influence attempts is maximized: the
probability of the client's use of other
^avenues of reducing aroused dissonance is
niinimized. In the second phase, the coun-
selor makes maximum use of the influence
power he has built to implement the de-
sired changes in client cognitive framework.
and behavior. The exact techniques he
uses will depend on his diagnosis of the
problem, the facilities available, his own
expertise, and his guiding theoretical
model. He may use interpretation, sug-
gestion, advice, urging, information, home-
work assignments, reinforcement, role
playing, modeling, behavioral enactment
and practice, and other techniques. This
agrees with Carkhuff (1966) who has sug-
gested a similar two-phase model of coun-
seling in which, during the second phase,
the counselor does ". . . whatever is neces-
sary to enable the client to achieve his
goals [p. 468]."

REFERENCES

AMERICAN PERSONNEL AND GUIDANCE ASSOCIATION
COMMITTEE ON ETHICS. Code of ethics. Per-
sonnel and Guidance Journal, 1961, 40, 206-
209.

AMERICAN PSYCHOLOGICAL ASSOCIATION, COMMITTEE
ON ETHICAL STANDARDS OF PSYCHOLOGISTS.
Ethical standards of psychologists. American
Psychologist, 1959, 14, 279-282.

AHONSON, E. The effect of effort on the attractive-
ness of rewarded and unrewarded stimuli.
Journal oj Abnormal and Social Psychology,
1961, 63, 37a-380.

/»
1



224 Stanley R. Strong

ARONSON, E., & MILLS, J. The effect of severity of
initiation on liking for a group. Journal of
Abnormal and Social Psychology, 1959, 59,
177-181.

ARONSON, E., TURNER, J., & CARLSMITH, J. M.
Communicator credibility and communication
discrepancy as determinants of opinion change.
Journal of Abnormal and Social Psychology,
1963, 67,31-36.

BACK, K. W. Influence through social communi-
cation. Journal of Abnormal and Social Psy-
chology, 1961,46, 9-23.

BEBGIN, A. E. The effect of dissonant persuasive
communications upon changes in a self-re-
ferring attitude. Journal of Personality, 1962,
30, 423-438.

BERSCHBID, E. Opinion change and communicator-
communicatee similarity and dissimilarity.
Journal of Personality and Social Psychology,
1966, 4, 670-680.

BOCKNEH, S., & INSKO, C. A. Communicator dis-
crepancy, source credibility, and opinion
change. Journal of Personality and Social
Psychology, 1966,4, 614-621.

BBEHM, J. W., & LIPSHER, D. Communicator-com-
municatee discrepancy and perceived com-
municator trustworthiness. Journal of Per-
sonality, 1959, 27, 350-361

BROCK, T. C. Communicator-recipient similarity
and decision change. Journal of Personality
and Social Psychology, 1965, 1, 650-657.

BROWNING, G. J. An analysis of the effects of ther-
apist prestige and levels of interpretation on
client response in the initial phase of psy-
chotherapy. Dissertation Abstracts, 1966, 26,
4803.

BURNSTEIN, E., STOTLAND, E., & ZANDER, A. Simi-
larity to a model and self-evaluation. Journal
of Abnormal and Social Psychology, 1961, 62,
257-264.

BYBNE, D. Interpersonal attraction and attitude
similarity. Journal of Abnormal and Social
Psychology, 1961, 62, 713-715.

BTBNB, D., & BLAYLOCK, B. Some similarity of at-
titudes between husbands and wives. Journal
of Abnormal and Social Psychology, 1963, 67,
636-640.

BYRNE, D., GROTTTT, W., & GOLIGHTLY, C. Prestige
as a function in determining the effect of at-
titude similarity-dissimilarity on attraction.
Journal of Personality, 1966, 34, 434-444.

CAHKHUFF, R. R. Counseling research, theory, and
practice—1965. Journal of Counseling Psychol-
ogy, 1966, 13, 467-480.

COHEN, A. Communication discrepancy and atti-
tude change: A dissonance theory approach.
Journal of Personality, 1959, 27, 386-396.

FESTINQER, L. A theory of cognitive dissonance.
Evanston, 111.: Row, Peterson, 1957.

FRANK, J. D. Persuasion and healing. New York:
Schocken Books, 1963.

GOLDSTEIN, A. P. Psychotherapy research by ex-
trapolation from social psychology. Journal of
Counseling Psychology, 1966, 13, 38-45.

GOLDSTEIN, A. P., & DEAN, S. J. The investigation

of psychotherapy: Commentaries and read-
ings. New York: Wiley, 1966.

GOLDSTEIN, A. P., HELLER, K., & SECHREST, L. B.
Psychotherapy and the psychology of be-
havior change. New York: Wiley, 1966.

HOVLAND, C. I., JANIS, I. L., & KELLBY, H. H.
Communication and persuasion: Psychological
studies of opinion change. New Haven: Yale
University Press, 1953.

HOVLAND, C. L, & MANDELL, W. An experimental
comparison of conclusion-drawing by the
communicator and by the audience. Journal
of Abnormal and Social Psychology, 1952, 47,
581-588.

HOVLAND, C. I., & WEISS, W. The influence of
source credibility on communication effective-
ness. Public Opinion Quarterly, 1951, 15, 635-
650.

KELLY, G. A. The psychology of personal con-
structs. Vol. 2. Clinical diagnosis and psycho-
therapy. New York: Norton, 1955.

KELMAN, H. C., & HOVLAND, C. I. "Reinstatement"
of the communicator in delayed measure-
ment of opinion change. Journal of Abnormal
and Social Psychology, 1953, 48, 327-335.

MILLS, J. Opinion change as a function of the
communicator's desire to influence and liking
for the audience. Journal of Experimental
Social Psychology, 1966, 2, 152-159.

RAVEN, B. H. Social influence and power. In I. D.
Steiner & M. Fishbein (Eds.), Current stud-
ies in social psychology. New York: Holt,
Rinehart & Winston, 1965.

SAPOLSKY, A. Effect of interpersonal relationships
upon verbal conditioning. Journal of Abnor-
mal and Social Psychology, 1960, 60, 241-246.

SCHOPIELD, W. Psychotherapy, the purchase of
friendship. Englewood Cliffs, N. J.: Prentice-
Hall, 1964.

STJLLIVAN, H. S.: The psychiatric interview. New
York: Norton, 1954.

SUNDBERG, N. D., & TYLER, L. E. Clinical psychol-
ogy, an introduction to research and practice.
New York: Appleton-Century-Crofts, 1962.

TRAUX, C. B. Therapist empathy, genuineness, and
warmth and patient therapeutic outcome.
Journal of Consulting Psychology, 1966, 30,
395-401.

TRATJX, C. B., & CARKHUFF, R. R. Toward effec-
tive counseling and psychotherapy: Training
and practice. Chicago: Aldine, 1967.

WALSTER, E., ARONSON, E., & ABRAHAMS, D. On in-
creasing the persuasiveness of a low prestige
communicator. Journal of Experimental Social
Psychology, 1966, 2,325-342.

ZAQONA, S. V., & HARTER, R. Credibility of source
and recipient's attitude: Factors in the per-
ception and retention of information on
smoking behavior. Perceptual and Motor
Skills, 1966, 23, 155-168.

ZIMBARDO, P. G. Involvement and communication
discrepancy as determinants of opinion con-
formity. Journal of Abnormal and Social Psy-
chology, 1960, 60, 86-94.

(Received September 14,1967)


	Counseling - An Interpersonal Influence Process [Strong, 1968].asp.pdf

