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“Akshay R. Rao is Professor of Marketing and holds the General Mills Chair in Marketing, Carlson
School of Management, University of Minnesota, 321 19th Avenue South, Minneapolis MN 5455. Email:
arao@umn.edu. The author is indebted to Lauren Block, David Faro, Gita Johar, Amna Kirmani, Sankar
Sen, and Sharon Shavitt for illuminating conversations about political persuasion that inform many of the
ideas presented in this article.
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