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The Heart Trumps the Head: Desirability Bias in Political Belief Revision

Ben M. Tappin Leslie van der Leer
Royal Holloway, University of London Regent’s University London

Ryan T. McKay

Royal Holloway, University of London

Understaading how individuals revise their political beliefs has important implications for society. In a
preregistered study (N = 900), we experimentally separated the predictions of 2 leading theories of
human belief revision— desirability bias and confirmution bias—in the context of the 2016 U.S.
presidential election. Participunts indicated who they desired 1o win, und who they believed would win,
the election. Following confrontaticn with evidence that was cither consistent or inconsistent with their
desires or beliefs, they again indicated who they believed would win. We observed a robust desirability
bus-—individuals updated their beliefs more if the evidence was consistent (vs. inconsistent) with their
desired outcome. This bias was independent of whether the evidence was consistent or inconsistent with
their prior beliefs. In contrast, we found limited evidence of an independent confirmation bias in belief
updating. These results have implications for the relevant psychological thearies and for political belief
revision in praclice
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Correcting Statistical Misinformation About Scientific Findings in the Media:
Causation Versus Correlation
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Although retractions significuntly reduce the number of k retracted

persists i memory, to influcnce reasoning. Onc hundred and twenty-
nine lay p i a- d an ad: the 1l ¢ paradigm, which set oot
10 identify whether it is pumhh. 1o debunk 3 plece of common satsticil misinformation: inppropriste
cunsal inference based on Tation, We b that i n the comection condition woukl
ke fewer cansal inferences iand mon: ferens At those in
the no-comrection umslumn Additional seconcary hypotheses were that the number of eferences made w
the would be the level of trust in science and scieatists. and the

smount of television that participants witch. Alibough the secondary hypotheses were not supporied. the
data strongly supported the primany hypotheses. This study provides evidence for the efficacy of comections
shout misinformativn where conekitional evidence has been inappropriately roporked as causal,

Public Significance Statement

A high exposure to statistical masinformation coupled with low kevels of statistical literacy leaves the
public yvulnerable to mideading claines about scientific findings in the moedia. This study showed that it is
possible to fully debunk where evidence has been inappeopriately
reparted as causal using comoctive messaging. These findings eacourage the use of comrective messaging
in the medin 10 limit the spread of scientific misinformation and its consegoences,
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Can you believe it? An investigation into the impact of retraction
source credibility on the continued influence effect
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Abstract

The continued influence effect refers to the finding that people often inue to rely on misi ion in thewr ing even if
the information has been retracted. The present study simed to investigate the extent to which the effectiveness of'a mmumn is
determined by its credibility. In particular, we aimed to serutinize previous findings suggesting that perceived trus but
not perceived expertise of the ion source d ines o ction’s effectd . and that nued infl arises only if

a retruction is not believed. In two experiments, we found that source trustworthiness but not source expertise indeed influences
retraction effectiveness, with retractions from low-trustworthiness sources entirely ineffective. We also found that retraction
belief is indeed a predictor of continued reliance on misinformation, but that substantial continued influence effects can still oceur
with retractions designed to be and rated as highly credible,
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Abstract

Young adults received information regarding the platforms of two candidates for mayor of a troubled city. Half
constructed a dialogue between advocates of the candidates, and the other half wrote ay evaluating the
candidates’ merits. Both groups then wrote a script for a TV spot favonng their preferred candidate. Results supported
our hypothesis that the dialogic task would lead to deeper, more comprehensive processing of the two positions,
and hence a richer representation of them. The TV scripts of the dialogue group included more references 1o cty
problems. candidates” proposed actions, and links between them, as well as maore criticisms of proposed actions and
integrative judgments extending across multiple problems or proposed actions. Assessment of levels of epistemological
understanding administered 1o the two groups after the writing tasks revealed that the dialogic group exhibired a
lesser frequency of the absolutist position that knowledge consists of facts knowable with certainty. The potential of
imagined interaction as a substitute for actual social exchange is considered.

Keywords

cognitive complexity, discourse analysis, reasoning, role taking, citizenship

Wl Journal of Experimental Psychology: Applied

02021 Amencan Psychobgial Asocition
ISSN: 168X g bt e 05 a0

Information Delivered by a Chatbot Has a Positive Impact
on COVID-19 Vaccines Attitudes and Intentions
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The Coronavirus discase; COVID-19 vaccines will not end the pandemic if they stay in treezers,
In many countsies, such as Faance. COVID-19 vaccines hesitancy is high ICis crucial that govern-
ments make it S casy as possible for people who want o be vaccinated to do so, but also that they
devise straicgies to add it 0 of vaccine hesitant individuals. We introduce
und test on 701 French pasticipants o nuwl messaging strategy: A chathot that snswers people’s
questions about COVID-19 vaccines. We find that interacting with this chatbot for a few minules
significantly increases people’s intentions 1 get vaccinated (18 = 0.12) and has a positive impact on
their attitudes toward COVID-19 vaccination (8 = 0.23), Our results suggest that 3 properly seripled
und regularly updated chatbot could offer a powerful resource to help fight besitancy toward COVID-
19 vaccines.

Public Significance Statement

Interacting a few minutes with & chatbot answering the most common questions about COVID-19
vacemnes increased people’s intention 1o get vaccinated and had a positive impact on their
attitudes toward the vaccines. Chatbots could be a powerful resource to fight COVID- 19 vaccines
hesitancy.
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