ON

the

Propaganda and
Persuasion Examined

An 80-year history of soclal science research has yielded much
valuable insight into propaganda and persuasion. Researchers
began to investigate propaganda after World War |, and by World
war 1l, major studies were being conducted In attitude research.
Recent research has included new insights into attitude forma-
tion, attitude accessibility, and the study of behavior. It Is believed
that effects are highly conditional, depending on individual differ-
ences, the context in which propaganda and persuasion take
place, and a varicty of contingent third variables.

THE MODERN STUDY OF
PROPAGANDA AND PERSUASION

Studies of propaganda in the early part of the 20th century were antece-
dents to the social scientific study of persuasion. After World War II,
researchers stopped referring to their subject of study as “propaganda” and
started investigating various constructs of “persuasion,” which has become
a highly developed subject in communication and social psychology. Today,
the research tradition that started in the 1920s continues with various
analyses of mass-mediated information about politics, international issues,
and trends in news coverage, as well as studies of media content that were
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related to public concerns. Although many books date the modern study
of vnonmmwsav and persuasion in the 1930s and 1940s with the beginnings
of the scientific study of persuasion, interest in the use of Eov»munaw in

World War 1 anvn& earlier investigation.

propaganda in world war |

The period during World War 1 was the first time that populations of
were actively involved in 2 global struggle. The citizens of
Europe and America were asked to forego their own pleasures for the sake
of the war effort. Money had to be collected; material comforts had to be
milies lost their loved ones. All-out public cooperation was
essential. To accomplish these ends, attempts wWere made to arouse hatred
and fear of the enemy and to bolster the morale of the people. Mass media
ways they had never been used before to vnonmmmn&um entire
w heights of patriotism, commitment t0 the war effort,
and hatred of the enemy. Carefully designed vnovmmwsam messages Were
ed through news stories, films, vroﬁomnmvrwn records,
posters, rumors, billboard advertisements, and
handbills to the general public. «\Wireless” radio transmission was consid-
ered to be the new medium for shaping public attitudes. 1t was believed
nda could weld the masses into an amalgamation of

entire nations
sacrificed; fa

were used in
populations to ne

communicat
speeches, books, sermons,

that radio propagd
«hate and will and hope” (Lasswell, 1927, p. 221).
de industrial efforts were mounted with great haste, and the

s who worked in industry was enlisted. Propaganda was
ing about cooperation between the industrialized

Nationwi
support of civilian

developed and used to br
d the fighting armed forces. Posters depicting workers and

society an
tories throughout

soldiers arm-in-arm were v_uwﬁn& over walls in fac

America. The Committee on Public Information (CPD), under the direction
of George Creel, was commissioned to “sell the war to America.” Creel
established a Division of Labor Publications, with former labor organizer
Robert Maisel as its head. Maisel’s task was to produce and distribute
literature tO American workers. Another organization, the American Alh-
nd Democracy, was formed under the leadership of Samucel
ican Federation of Labor (AFL) to maintain peace
the war effort.

ance for Labor a
Gompers of the Amer
and harmony in the unions in connection with
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The CPI sponsored a Nati
ational Speakers Bureau on b
: Nat ehalf i
mM“.m rm_u_nm m:ﬁ.wm and distributed more than 100 million vwmmn e
anvm r.ﬂ_ﬁm. _gmn%”:w %Hovmmm:mw in America and abroad turned owﬂmﬁ mﬂm
illful and highly coordinated i i oces
o e powerti and was considered by its audiences
Alth
o an“_mw Bcnw of the propaganda was factual and accurate, some of it
was dec p ._ﬁ<n and exaggerated. Both the Allies and the Germans circulated
ocity stories. The Allies told the stor
: . y of Germans boiling d
MM“._vmnm.& their soldiers to be used for fats. The story’s E<m:8_._m= M&Wén
mﬁo_.w Mgm_mhn.w:m_mn&m»a&a:& as corpse instead of animal and circulated nnr“
corpse factory” worldwide in an effo
; rt to destro -
; y pro-G
HM_»_EM:Q. They knew that the German word kadaver, iﬁnr :H.“z _m_n
: 9 . ’
mes s “a corpse,” is used in German to refer only to the body of an uzmm M
one Mmﬁ% nm.ﬁrmﬁ of a human, but the non-German-speaking m:&nsgﬂ.ﬂ
QNm:%i." is. The story, invented in 1917, was not exposed as false u _._
uring a debate in the British House of Commons (Qualter. SMM

ﬁv. mmv. >HHOOmﬂw mHOHmﬂm N—C—— s.—n—— Avﬂ_—ﬂ~ more waaﬂ‘ —v Av_ vmmm:n—m O:A'H_m
b m ’ b

. C— T

were ﬁAv:m—mﬂﬂﬂﬁm to Wvﬂ @:mnﬂ Ommﬁﬁﬁmcﬂ.

The Aftermath of World War | and the
Growling Concern About Propaganda

Afte I
ﬁ_aiw”_, the ,:B_m:n.n, in the carly 1920s, the experts involved in the
o n%mqswsﬁ_cm.imn:maﬂ propaganda began to have second thoughts about
. nipulation of the public. Some of them i i
lies and deceptions they had helped spread experienced gl over e
George Creel recounted hi ience
. his experiences with the CPI i
» e . . he CPI in How W
c:ewwww.&umxm:g. The First Telling of the Amazing Story of the Ooiﬁ_.&mm
ublic Information, 1917-1919 i i
, , published in 1920. In his book
. . C
tells of the congressional attempt to suppress his report of %M Onvn_Mw~
) s
m%n.\”mﬂ:mw activities. Creel, who was proud of his activities discussed i m
M_ the history of the CPI’s domestic and foreign mn:iznm. ;
SEMEQ:M_ about the power of the developing forms of mass media was
spread, for some people believed that the mass media had extensive

direct, and powerful effects on attitude and behavior change. The belief

that the medi ic opini
ia could sway public opinion and the masses toward almost
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any point of view was stated by Harold Lasswell (1927) in grandiose

language:

But when all allowances have been made, and all extravagant estimates pared
the fact remains that propaganda is onc of the most powerful
ities in the modern world. It has arisen to its present eminence

complex of changed circumstances which have altered the

to the bone,
instrumental
in response to a

nature of society.
A newer and subtler instr
of human beings into on¢ amalgamated mass of hate and will and hope. A

new flame must burn out the canker of dissent and temper the steel of bellicose
enthusiasm. The name of this new hammer and anvil of social solidarity is

vaovmmusmm. (pp- 220-221)

ument must weld thousands and even millions

Lasswell's awe of propaganda was expressed in his pioneer work Propa-
ganda Technique in the World War (1927). He noted that the people had
been duped and degraded by propaganda during the war. Works such as
Lasswell’s and Creel’s expressed a fear of propaganda, whereas others saw
the need to analyze propaganda and its effects. Lasswell based his work on
a stimulus-response model rooted in learning theory. Focusing on mass
effects, this approach viewed human responses to the media as uniform
and immediate. E. D Martin expressed this approach thusly: «propaganda
offers ready-made opinions for the unthinking herd” (cited in Choukas,
1965, p. 15). Known as the “magic bullet” or “hypodermic needle theory”
of direct influence effects, it was not as widely accepted by scholars as many
books on mass communication indicate (Hardt, 1989, p. 571; Lang, 1989,
1991, pp- 227-230). The magic bullet theory was not

ations from research, but rather on assump-
d to be “uni-

p. 374; Sproule,
based on empirical generaliz
tions of the time about human nature. People were assume
formly controlled by their biologically based ‘instincts’ and that they react

more or less uniformly to whatever ‘stimuli’ came along” (Lowery &

DeFleur, 1995, p- 400).

Research concerning import
ample, demographic background of the audience, selective perception, and

other social and mental states of 88.22?\&%:8& the idea of direct
influence. Such research led to «fimited effects” models that explained the

ant intervening audience variables—for ex-

).
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impact of medi i
onwnmnn m:nm_m as a function of the social environment in which th
. ects came to be unde i Q
; rstood as activatin i
perae. E . . g and reinforci
p ng conditions in the audience. Not until the end of the wa_%m
m-

however, did human indivi .
s idual modifiabili RIEY .
demonstrable through research. odifiability and variability begin to be

The Social Sciences and the Study of Propaganda

After Wi i
Ak mnh“w: M\Mn I, .mo_.n_m_ psychology began to flourish as a research field
iscipline. In 1918, Thomas and Znaniecki defi
o ! s and Znaniecki defined soci
Mww M M,Nw _mm the study of attitudes. Other social sciences, such as moﬁmo_MﬁN
rEdv ychology, were also stimulated by the need to pursue questions ab o
N: . . . m
noma m:nmsﬁ_ in an .mmn in which social strain grew heavy with nozn%—:
o war »wn, genocide, economic depression, and human relationshi iy
e questions were about influence, | i o
: e al , leadership, decision maki
Mw_mﬂmmm Srnnov_m, institutions, and nations. m:mr nsnmaosmmﬂ“mo, w_nn_
ated t .
ot n.vrmsoaozm of propaganda, public opinion, attitud .
and communication. s change
M ing
no:m“qro::r research also began to be developed in the 1920s. Surveys of
B . - . )
o iamma HM m_Mm_WNn their buying habits and the effectiveness of m&ﬁWQm
refined by sampling techni i :
e ques in the 1930s and
® s and were used
Mnmmﬂoﬁ_:nﬁw_ mm_in: as consumer preferences. Public opinion research w_“M
o .
began 10 ¢ evelop. /x\m_::. Lippmann’s Public Opinion (1922) voiced a
that people were influenced by modern media, especially by th
’ Y the

newspapers. In 1937, Public Opinion Q
WPz s uarterly begant i
Editorial Foreword in the first issue qun_mmBWa gantobepublished. The

—u w ‘ n! €re by mass
of n——ﬂ m:mﬂ time In _——Wﬁcn , WE are ﬁo::O——ﬁOQ —_ON—— eve ET r T
—u 1 v Q economic action. . .. ﬁ——o -
opinion as ﬂ——ﬂ ::N— Qﬂﬂﬁn—::—ﬁ:ﬂ OA Q—:—GN— an i i m _
. . A gl . ore
Dnm—:n 1S ann—ﬂv—u:-m new ﬂOmM—T—_—ﬂ_Gw Om mﬁ—ﬁ:ﬂ—:h bv“u—.ONOr as a me m
ans o

Qﬂ_mw —:W —JwﬁCﬂTﬂmnm m-—,:— :% i ucin reate T
v —=ﬂ—.°& wv
W m r ecision Om ﬂTOEWTH N—d&

T : .
m_B_._n 1@%0 Fund studies, discussed in Chapter 3, assessed the effects of
s on children and adolescents in the 1930s with respect to E&smcw_
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differences such as economic background, education, home life, neighbor-

hood, gender, and age.
In 1933, the President’s Research Committee on Recent Social Trends

called the fields of research in propaganda analysis, public opinion analysis,
social psychology, and marketing research “agencies of mass impression”
(Czitrom, 1982, p. 126). The mass media, then, were considered to be a
common denominator from which questions of behavior and attitude
change were t0 be studied. The media industries provided funding for
research, along with easily quantifiable data to be analyzed. Applied
research also became the by-product of industrial and government institu-
tions and centers, institutes, and universities. Rogers (1994) pointed out
that “private foundations and the federal government were more eager to
support research that was useful to policymakers but did not raise troubling
questions about the interests and motives of the persuaders” (pp- 211-212).
Simpson (1994) had a somewhat harsher conclusion: “Sponsorship can,
however, underwrite the articulation, elaboration, and development of a
favored set of preconceptions, and in that way improve its competitive
position in ongoing rivalries with alternative constructions of academic

he sponsors’ MOtives, they enabled a substantial

reality” (p- 3). Whatever t
body of behavioral and social scientists to turn their attention to commu-

nication studies.

RESEARCH IN PERSUASION

The Study of Attitudes
h following the end of World War I was

related to evaluating propaganda messages, much of the subsequent re-
search had to do with ﬁnnmcm&os\%nnwmnm:& the study of attitudes.
During the 1920s and 1930s, research in persuasion was attitude research.

Although the flurry of researc

Emphasis was placed on ¢
measuring t
of the most important:
organized through experience,

“An attitude is a mental

onceptually defining attitudes and operationally

hem. Gordon Allport’s (1935) definition of attitude was onc
and neural state of readiness

and exerting a directive influence upon the
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e

_A_H_w_wﬂw.umﬁmr”nmnwwﬂwa "8 M: o.Eon and situations with which it is related”
oo & Eovv »M_wawnwxhﬂm W.M_.m so nw:ﬁm_ 8. research that Allport
in mosnamio_.maw American social mehmﬂﬂhm_mw Aﬂnnw_wnwn“_mvonm»zn o

ogardu : .
Bnmmmnmm Ommmﬁw%“w@,“xr%wﬂoﬁ (1929), and Likert (1932) developed three
mea »38&?308:3. e r_rnn.n scale has been one of the most widely
used attitude-measur n.“owﬁ.ﬂnnr:_n_zmm and is still used for voting and other
e et with %:M_o: wo__m. It consists of categories indicating
o e s strongly %?.nea answer graduating down to a
stronly disapprove i ”ozmw onal$ -_.uo:: linear scale. The Bogardus and
Fhurstone sca :w " ic weight a series of attitudinal statements of equal
- nr%" vere mSE_% some om. the Payne Fund studies. A representative
AN _n-ﬂ_wmm:::m scales to determine propaganda effects
T ot al ( ué. Sr.o found that Russian silent propaganda
ms changed so economic wﬁa_ncmnm of American students. He also
nd thar steree wvmmmia:.w easier to create than to eradicate.

o, AOmM Mommam m.:::mn-anmmsnnan:ﬁ instrument was developed
o) Osgood (Osgoo :“._nwnv & ‘_,m::n:vmca.“ 1957). The semantic differen-
et sl e _:_:m that vnov_w give to a word or concept. This
A M ; ple wo reveal an attitude by rating a concept on a scale
of verbal oppost uﬂh:n .mm moo& and bad, with several blank spaces
e ﬁ.ﬂrm .m ¢ E.:_U.c_zﬁ in .nrn blank spaces can be an indicator
A F._mn 5 n::u_m.ﬂ:nra&nng:w_ reveals the particular dimensions
e m::m_mnn_om A_&me:un—_“H experience, the types of concepts that are
E%M e, in meaning, and the intensity of meaning
. OM _”M_MQHM _HM M”_MMMW_»““M“M”_% change received more attention than

! 1 5C ogy or communication, yet sch
Mw_“_mmwwn”wo”cw_nr“ﬁ:w, nn:n_cm?n :EG between mEE%M and %MNHHM
(1934), who SHEQ hnmm““”n“:“h“ﬁ“ﬁﬂm iy .n_onn RO
wﬂ_‘_icﬁo_m and ate at restaurants, keeping _qﬂnnM_MW ““oﬂmﬂo“._“w.‘“ww MMMW M&

. . . aec
im“rﬂhﬂnﬂwwnﬂ“ﬂwﬁ” wrote to m:. the places they had visited and asked
whether they ac pted or mﬂ.ﬁm Chinese persons as guests. A great majority

and said they did not. From this, Lapiere concluded that the
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social attitudes of the hotel and restaurant managements had little corre-
spondence with their behavior.

world war il and Research in Communication

After World War 1l broke out in Europsé researchers turned their
es of propaganda, counterpropaganda, attitudes, and
persuasion. Studies conducted during and after the war were primarily
undertaken by social psychologists and psychologists who carefully used
re effects. The war caused intense concern about the

controls to measu
persuasive pOWers of the mass media and their potential for directly altering
ucted by the US.

attitudes and behavior. Wartime research was cond
government, which was greatly concerned with the naturé of German
the British communication system in wartime, the means by
d States Office of War Information bolstered civilian
ercial media fare more relevant to

attention to studi

nnov»mmnmm,
which the Unite
morale, as well as how to make comm
the military struggle Fuxmnmmn_a & Stanton, 1944).
Paul Lazarsfeld, professor of sociology at Columbia University and head
of the Bureau of Applied Social Research, along with other behavioral
scientists, produced “Research in Communication” in 1940. This memo-
randum was a review of the “state of the art” of research at that time. A
methodologist, Lazarsfeld was concerned with effects research. Lazars-
feld’s approach represented European positivism, the scientific approach
of the Vienna Circle influenced by Albert Einstein and Ernst Mach. The
Frankfurt school of critical theory was an?nmn:mn& by Theodor Adorno
and Max Horkheimer, who were also in exile in America. These scholars
were concerned with the values and ideological images reflected in media
content. Less concerned with immediate effects, they addressed the more
subtle and long-term implications of the underlying structure and the
implicit themes in the media. Adorno was based in the Princeton Office of
Radio Research. Lazarsfeld recalled in his memoirs (Fleming & Bailyn,
1969) the hope 10 «develop a convergence of European theory and
American empiricism” (p- 324). Lazarsfeld vannn?nm critical research in
to his practice of administrative research; however, as Hardt

opposition
he failed to consider the role of culture

(1989, pp- 571-572) pointed out,
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and media in society. Lazarsfeld’ i
wowm:u_w predictive; thus, his BMnMMnMM_MMH H_MMHM”_““MHW elects tharwere
m_un””.” MM&O:“MM%SRMJ however, could not measure effects. A study by
ope xamoﬁ,ﬁw‘ qumn&_: Wmnmnmmn_n_ and Stanton’s (1944, pp. 208-247)
) 1942-43, representative of the content a
M_MMMMWmMM h”vn thnzﬂ_:naﬁrn functions of such newscasts. mvnmnw M_MMoMuMM
(194 eoneent Mﬂ vﬁm German radio propaganda to France during the
patdle of Fran ...ﬁ : Q_.o::m nrw: the function of propaganda to the enemy
e oo realize :.S aim of war—which is victory—without acts
of physical vior vnﬁ or E_ﬁrz_nmw expenditure of physical violence than
also found that iﬂoﬂnmmwwﬂﬁmﬁﬂmﬂw?% . mnu:”vosv D
. g had not yet begun, the pr i
MMM WNWOMMMNSAM” as a substitute for physical violence, irﬂdm% %%oﬂm MM”_:_M
fighting mow nxw :“V:_. Emvmmmsmw nr.msmnm into a supplement to physical
e s oo .vm. .nmo_.o fighting began in France, the Germans
quempted to tere rize “\:r Eo&.m, threatening physical violence to get
France i nrmw : € Hwﬁ er .ﬁrm: fight. Once fighting actually began, the
: ged their tactics and chronicled their acts and victor: .
Germans s and victories over
M
:mEM“MM: Mam“ meNmMmW_E summarized the nature of effect studies in
udesin fa M: ilm ?ovmmw:amz (in Merton, 1968, pp. 563-582).
e s l&wm content analysis and response analysis of pamphlets
,,?Q“mca ::.nﬂin ,w_“.cmth:m. Response analysis was derived through nrm
Hocused aerv and a program analyzer, a device that enabled the
ener &m.:ram MMMMM_“““ _annnwmwm button to indicate what she or he
ked. orded on tape synchronized with i
M“‘Mumm—aﬁ 3.@.&2& approval, disapproval, or neutrality and innwrw_“w“
mmmannmnmm“\mcnm_vn:n<m of nnmno:mn. Through response analysis, the re-
earchers ﬂrnnan»“_m”n to A_MS:E:a (a) the effect aspects of the Eo.nmmm:mm
sponses, (c) irnﬂrnm”nﬁﬂn MMMM\MMM:“&. o n_._“n M:m:v.-minm T
pe sponses had occurred, and (d) unan-
ﬂﬂ;:“”m:nwwo:_mnm.rmon example, a radio program designed HAo VUMMHMH
American ZconMM:M. ortly after the Japanese bombing of Pearl Harbor
contained twe inant ﬁr.ﬂznm“ The first stressed the power and poten-
y of the United States in order to combat defeatism, and the second
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emphasized the strength of the enemy in order to combat complacency and
overconfidence. Response analysis revealed that the emphasis on the
strength of the United States reinforced the complacency of those who were
placent, and correlatively, references to enemy strength sup-

already com
f those who were already defeatist (Merton, 1968,

ported defeatism 0

pp- §73-574).
The benchmark for the initiation of moﬂovnruﬁ_onm_.nxnnn.:.:n:nm in the

area of attitude change, communication, and the acquisition of factual
knowledge from instructional media came from studies conducted by 2
group of distinguished social and behavioral scientists who had been
enlisted into service by the U.S. Army. Working within the Information and
Educational Division of the War Department, the Research Branch assisted
the army with a variety of problems involving v&ﬁro_om._nm_ measurement

rograms. Some of their experiments were among the

and evaluation of p
first to determine how specific content affected particular audiences: The
ed the cffects of

best known of these experiments was the rescarch that test
y orientation films, a series called Why We Fight.

Frank Capra, the well-known Hollywood director, had been commis-
sioned by the army to make a series of training films for recruits. He
produced seven films that traced the history of World War II from 1931to
Pearl Harbor and America’s mobilization for war. As they trained to fight
undreds of thousands of Americans saw these films. The army
wanted to find out whether the films did an effective job of teaching the
recruits factual knowledge about the war and whether the factual knowl-
edge shaped interpretations and opinions in ways necessary to developing
ptance of military roles and related sacrifices.

The main team that conducted the studies consisted of Frances J. Ander-
son, John L. Finan, Carl 1. Hovland, Irving L. Janis, Arthur A. Lumsdaine,
Nathan Macob, Fred D. Sheffield, and M. Brewster Smith. The results
Hovland, Lumsdaine, and Sheffield in 1949 in a work
which also included other

the arm

in the war, h

an acce

were ?_T:wrmm by
entitled Experiments oft Mass Communication,
experiments on communication issues- This work touched off considerable

interest in the nxvnaan:s_ study of persuasion during the postwar ycars:
Four of the seven Wiy We Fight films were included in the study. Several
research procedures Were used, including sampling, control groups, match-

N
~ _Oﬁh &:k& ﬂ:& ~ﬁ_h=nh~°: munﬂ:u:nﬂm ﬂ“ H
’ n—.u
mn Hrn—n_—_—_r :_m ,F—Tumnﬁm ‘Lu—yr—n—— —“:D _mnmm.vw M_ﬂ out ﬂ_—m ar. ~: mm—nwu H—JW
majo ! ect ans Swne reteste
b
mation to m:rN:nm —mm—n==~m.
—:E«:ﬂ— ﬂ——ﬂ :—:_m H——P:—wn\_cﬁ)r. _ﬂn-b:—ﬁw 9—-Cc€0& H__n; n—-@ recruits __—AOQ H—.—ﬁ
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_ _ cept T t 3 1 not mvn ceive
\ eral charac eristics a m
YCV — _— t t A; :—n :A__n:nuﬂ were -ﬂw_ﬂa—u 11N¢ ——:—:— nte —NA:—N—
n —
.-—:——H! N:Q ros 1t nﬂ—wﬂng to —0NH:=~W m—..o=— ﬁrﬂ mm—n:w.
\ aon 1 a m
it wae ‘Pfﬂ vC :_-:_ a ~c<3\,r_ﬁ_n\ﬁ— ar ument Atter 1 erman
met 18 More P*. 1 mv . m.ﬂ H— ¢ O r
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__n——nm—ﬁnnm H:mw ﬂ——ﬂ two mun—wh— :—mmmm—mm ﬁn O n—:n wh— m— eater M:”n—nzmﬂ ﬂ——N:mﬂ ﬂrm—:
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m 3 m
— v_ sm—nm r - m
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m
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broadcasts were clearly limited. Now, the effects of mass communication

were understood to be strongly influenced by individual differences in the

audience.
Lasswell developed a 5-question model in 1940 to study effects. It grew

out of a 10-month-long Rockefeller moc:a»n._o?mvo:monna seminar that
included Lazarsfeld and other social scientists. The model—Who says what

om in what channel with what effects—became the dominant

to wh
nmg&ma of American communication research (Rogers, 1994). The model

did not include the question why and thus focused on effects. Because the
model did not concern itself with why those in control of communication
made the choices they did touse it for certain functions, it may have steered

rs away from other important topics. Nonetheless, the Rockefel-

researche
ment of commu-

ler Communication Seminar was seminal in the develop
nication research, for it established networks among communication schol-
ars, and the proceedings volume that came out of it was one of the first
books to argue for communication as 2 field of study (Rogers, 1994).
Participants in the seminar moved to Washington, D.C.,in 1941 to engage
in war-related research. Lasswell’s War-Time Communications Project,
which used quantitative methods of content analysis of Allied and Axis

propaganda, had a neutral observen thus changing the nature of propa-

ganda research from prewar reformist to objective scientific. «Eventually

the value-laden term t:éah&ia analysis gave Way to communicalion
research” (Rogers, 1994, p. 228).

Another research breakthrough occurred during the same era, along with
the development of new survey techniques for studying the inter-
relationship between the media and persuasion in natural settings over
time. Lazarsfeld and his associates conducted 2 panel study during the
?nmaa::& election of 1940 to determine whether mass media influenced
They found instead, as the interviews Eom_‘mmm& from

political attitudes.
eople were receiving information and influence

month to month, that p
ple. Face-to-face discussions Were a more important source

from other pco
an the media. The finding was 2 serendipitous on¢

of political influence th
that had not been anticipated.

After they discovered what was happening, the researchers revised their
gathered as much data as they could about interpersonal com-

plans and
g the campaign. They discovered that people were act:

munication durin
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ally being i ini
" o<B " nm “M_hwnwmm.”ﬁﬂwi_ﬂ: leaders who had received their information
noBB—Emnuaos. From HM. t aﬂ mm<n_om& the “two-step flow” model of
N O»:mnﬂ GA%:M. r.n__un:mm_on with their peers (Lazarsfeld,
e fou Bo.m ! ﬂrmﬁ. rmma Bow& im.m _.mno_” revised to become a
e o ki people obtaining ideas and information
o e s ﬁm.o—“ opinion leaders for confirmation of their
deas 2 o s titudes. Later research indicated that a highly
e monamzoswn an: exist among the media, the message receivers
! ogers & Shoemaker, 1971). .
?WMMMMME .&_g_m ._.:m associates also found that when the political campaign
persuadec H Mr.m ” Mnn»«mﬂn.a Honn to activate and reinforce voter vnn&mnow-
o e mn_mn °: _wc. es. Lazarsfeld et al. (1948) concluded, “Expo-
s m“.o. in other words, a positive relationship exists
e pinions and what they choose to listen to or read”
p ).
Kurt Lewi i
e “M”Mnﬂmwﬂr””w“mn and German n.xv»:mmﬂa, was instrumental in
e hubis o o wnnmcm.mn >an_.nmsm to change their food-buy-
e s o :wnnnnvm eating :E.E:ozm organ meats such as liver
v when mo__»ﬁ s M_.Smnm. His studies showed that discussion
o e ' owed by a group decision was a more effective
n::nc_::J:Wimc“nﬂw ,_m:mw Mrms lectures by experts. This led to Lewin’s
. aliz: a gatekeeper, someone wh
_—””:..:::._::. .,:F. coneept of gatekeeping could ”um mn%m“a_mm_mﬂcﬁwmrmw M< "
mOn_M“M_M_MHNMMMMM“M, M_ynnﬁm_d_:m to rn@:“ “This situation holds not M”__w
for food channe nrmzsw_mw or the :wéf:m .om a news item through certain
o eepins anet sin agroup .An:na in Rogers, 1994, pp. 335-336).
ping function of the media has since become a significant factor

that determines what gets into print or on the air (Lang, 1989, p 371)

The Yale Studies

Afte )
y ch ﬂ___zu war, Carl Hovland returned to Yale University, gatheredagrou
ér ncrmmm:mm, and developed what has since become known as %or:%m_m
approach” to persuasion. The Yale i
. ; . group examined attitude change i
variety of experimental contexts. Working from a learning theory “Mwmm_vsnm
Q -

tive based ¢ i i
»n stimulus-response, they investigated the effects of many
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variables in persuasion. They were among the first researchers to examine

the effects of source credibility on information processing. They found that

source credibility had no effect on immediate comprehension but that it

had a substantial, albeit short-lived, effect on attitude change. Kelman and

Hovland (1953) found that because people tend to dissociate source and
content over time, the effects of source credibility were not as pervasive as
they thought. Kelman and Hovland called this a “sleeper effect.” After
people have forgotten the name and qualifications of a persuader, the
¢ of source credibility in changing their attitude disappears, leaving
the people with the message content that provided the basis for their
attitudes. Contemporary researchers call this 2 «dissociation hypothesis,”
rather than a true sleeper effect, which would be the case whena persuasive
message results in little initial change followed by a delayed increase in
attitude or behavior change (Pratkanis & Greenwald, 1985,

influenc

impact on

pp. 158-160).
Other variables that the Yale group investigated were personality traits
and susceptibility to persuasion, the ordering of arguments (primacy-
plicit conclusions, and fear appeals. The results

recency), explicit versus im
on fear appeals were surprising to the researchers and of great interest to

anyone studying propaganda because weak fear appeals turned out to have
more influence on subjects than moderate and strong fear appeals did
(Hovland, Janis, & Kelly, 1953, p. 80). Over the next 30 years, researchers

ed to study the impact of fear appeals on audiences, with paradoxi-

continu
g fear appeals were found to be

cal results. In some instances, stron
persuasive; in others, they were not. Boster and Mongeau (1984) con-
ducted a review of fear-arousing messages since 1952, including a meta-
analysis of 25 studies on fear appeals and attitude change. They concluded
that a positive correlation between fear-arousing messages and attitude

change might exist when certain potentially intervening variables are taken
whether the individual

into account: age, certain personality traits, and
voluntarily exposed her- or himself to the message.

More recent research has indicated that when efficacy, the capacity t0
a desired effect, is high, threatening information contained in a
ely to produce message acceptance (Witte, 1992). In
tion that threatens

produce

fear appeal is more lik

other words, effective fear appeals must include informa
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the audience b i
fhe audienc ut also provides useful action for reducing or eliminating th
e . woex»:_:_“_e. a health-related message that indicates pe _mﬁ .
g as 30 are likely to get g
colon cancer will b i
poung 2 30. . lon e more effective if it gi
the means f reducing that likelihood {(colon cancer screening) @ﬁwm
ed a new model, the " which
! extended llel
infroducee ) parallel process model, whi
ot Sm.vagnns the control of fear and danger to &nﬂnt. -
n’s reac -
personsrea tion ﬁﬂm?»n appeal. Her model indicates that when a messa .
rong threat and percei i ..
: ved efficacy, dan
dominant, whereas when perceived efficacy vwna s _no::mo_ o
e whe . ains low, fear contro
A n danger control dominates, people will respond to ﬂr_
n ;
e ane o@m ﬁrnmmnmn and are likely to accept the recommendation M
€. en fear control is iy
stronger, peopl i
the mes . ! , people are more likel
%r <~_o their fear and to reject the message recommendation T
e Yale grou i .
Thelale nm v.rwm wanted to discover the governing laws of persuasio
y settings. Many of the “laws” did not hold up over time, b .
e, but

their work led
theie to a .@.omnﬂ. understanding of persuasion and stimulated
quent research in persuasion for years to come e

Consistency Theories

o: major —ccv—: A; resear ﬁ—_ Qw::m __—m.— came o up's
mﬂmONnOA: 1S —A:Oc(: as ﬁoxhnhﬂﬂgnﬁ( N‘QNQ‘ (. Oo=m—MHO=ﬁ! H——@Onmmﬁm VIEW H—uﬂ
&A\ﬁ, ire or &—_cﬂ ‘Av_ consis ﬂnw:ﬂ% as a centr m— motivator in N::—:—ﬂ ation

%OH—.:
.d—_ﬁ_ —:\——n—c_c_. oAvhxwhuQQ ﬁc:M~MNQ=ﬁ< 1S -—0 :—G:HN— mm—.ﬂﬂannﬁ Vﬂﬂsnﬂ_— a
ﬁ@— sOon’'s nottons NTCCn some Avmv_ﬂﬁﬂ or event, ———ﬂ ::&0.——‘ ng a —vﬂ:v:
1 W ssum
1S H_—NH E——ﬂ: new —ZMCH:—NH—O_— 1S ﬁo—.—ﬁnﬁﬂ—nﬂcnt or mconsistent cc—HT a
—u S . tension
y 1
erson Nﬁ:ﬂ:n—@m 1t CC—: —ONQ to some ﬁav:_sm—c: N:A_ tension — _— S n
motivates a ﬂvﬂﬂmn: to &~ Cr or NA:CMH —uﬂﬂ or :—m Uﬂrﬁc—OHm. HO—- ﬂXNBﬁ—On
___”vmn Hwﬂaumv—ﬂu —:n—c&—:m H_Jomﬂ ({——o mBO—hﬁu ——Ncﬂ a muow_H—cQ Nﬁﬁ—ﬂcgﬂ to ENHQ
.f—:C—AO as o] . 8
a cause OA Qnmﬂmmﬂ N:& Qﬁmﬁ—— can create tension 1n sm _Aﬂﬂm —.—ﬂ:
ension as a consist ‘ \{ 1S noO
:_n‘ t n nﬂmﬂ—ﬁ OA imn enc Tﬂniﬂﬂ: NHH-HCQQ m:& va—‘—m- 101
T-ﬂﬂ 0 ﬂ—.mr—ﬂ- m:_C—hﬂnm —:m—t NQ ust ﬂ——ﬁ: ~uﬂ~—m< ) w m_c_:m —;u ﬁ—mm|
_
_C: t — 1018 U
rettes., ———ﬂ same —:no:m—MHG:ﬁw rmmm ﬁnoacﬂﬂ& new —Nim N:& Oﬂ&:‘um:ﬁﬂm

‘ v r y ) b _
——'::ﬂ CI:_C—A:__ mn ﬁ:?:ﬁ ﬁ_Nﬁn\m at c(A_—h N:& on a—:—u anes to ﬁ—Cﬂn‘ﬁH
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All consistency theories are based on the belief that people need to be
consistent, or at least to perceive themselves as consistent. The human
tendency is toward balance, often called «homeostasis.” When there is
¢ human cognitive system, attitude and behavior change

imbalance in th
tend to result. Most consistency theories (Heider’s balance theory [1946];

Osgood & Tannenbaum’s congruity principle (1955]) attempt tO predict
degree of change that occurs under conditions of inconsis-

the nature and
f the consistency theories is Festinger’s theory of

tency. The best known 0

cognitive dissonance.
In 1957, Leon Festinger published his Theory of Cognitive Dissonance,

which generated a great deal of research, speculation, and argument OVer
the long term. Festinger said that once a person has made an important
decision, she or he is in a committed state. If alternatives are vnomnnan—. the
person is susceptible to cognitive dissonance or vmwnr&om._nw_ discomfort.
This is based on the need to have consistency among one’s cognitive

ample, if a person was committed to working for a large

elements. For €x
corporation and was forced to make a negative speech about t, that person

would be put into a staté of cognitive dissonance because of the inconsis-
ce can be alleviated in several ways, including ration-
alization, avoidance, and seeking new support. The person could say that
«i¢’s only a job,” or not think about the speech after it is given, or look for
s to support the commitment to the company: if the dis-
ommitment and the inconsistent act is high, change
in the case of wide discrepancy, that the
n after making a

tency. Dissonan

stronger reason
crepancy between the c
will occur. Festinger would say,
d change the commitment to the corporatio
t it to bring attitude in line with behavior. This theory
forced behavior producing attitude change.

le are also driven

person woul
negative speech abou

accounts for the practice of
Recent cognitive dissonance research reveals that peop

by interpersonal concerns, such as being vnnnoza as consistent and making
a good impression; others are driven by choice and self-perceived respon-
sibility (Tesser, 1995, p- 74). Cognitive dissonance theory influenced Daryl
Bem’s (1970) theory of self-perception, which states that an individual
relies on external cues to infer internal states. Bem used the example of the
“Why do you like brown bread?” with its response “Because | eat

question
eofa self-attribution theory, discussed later in this

it.” This is an exampl

chapter.
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Theory of Exposure Learning

Soci i
Qcmmaw__cwwﬁnwwwm_mma” M_mﬁw an.amnm considerable évidence that affirms a
o w ; ﬂmlﬁ atis, ﬁ_.ﬁ more people are exposed to an idea,
the more they art ,wr. ormn.nm? .8 it. Robert Zajonc (1968) conducted a
series of stucies in_nnn m:::._: were exposed to viewers. Regardless of
words), subjects who saw HM”_M HMMM_OMaMﬂ_MOﬁ_EMnmn e (1950
ikedt j
MMWMMMSM M..m.nn is comfort in familiarity. Nmawmwﬂovwﬂwrmwwonﬂn MHWMMW
exte EM n M H “MH .M“Hr ”._HM review o.m studies of subject exposure to stimuli
e e o M iked or a_._mrrom. Frequent exposure intensified
B oo i ool Jnmwcﬁw m:_z.anm. This “buildup” of attitude inten-
polarization of attitudes with repeated exposure.

Social jJudgment Theory

Intensity 1 jal j
s ﬁﬂ o_mn M:_MM.V*H Mwﬁﬂnn%m mwnSN judgment theory, for it not only
develops the cones Mm i t .n irection of an attitude (like-dislike) but also
exanines the e 2. mo._=<o_<nan:n. Ego involvement is the degree of
involverten _v. on in, and ro«.z the person’s life is affected by, an
o own scale is :.mom to determine a subject’s latitude of mnnnvgmﬁn
reject %vm _NMMH:&MO“MEBn:r If a subject’s perception of a message mm__w
wichin the at ° nnn.@«m:nn, she .oﬂ he tends to perceive the message
closer to B n:cn ,_uw position than it actually is, which results in an
o B:n_nmﬁ. _ the message lies in the latitude of rejection, it will be

p 1 farther from the person’s position than it actually is, which
pro :nmm. contrast effects. The intensity of ego involvem , uces
H_ﬁﬂ.wn hmﬁ:&n of rejection. Social judgment theory is :MMM ﬂ“o&ﬂm% X
_Ehﬁ”an oa.—&%n basis of _m::.&n om. acceptance and ego 5<o_<oanﬂn n““w

n widely used to predict political election outcomes.

Resistance to Persuasion

Most research of the 1950s and 1960s was based on
sﬁm:mm.ﬁ. to change attitudes in an audience, but Willi M om .
.:mmﬁ investigated factors that induced nnmmm"mwnn to vnnmﬂw ._. Znon“:nn
ing work that changed the focus of persuasion research. C&:MMMH:_UM”ONM

techniques to i i i
ques to involve people in creating their own defenses against persua
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sion, McGuire developed inoculation theory, which focuses on a strategy
analogousto physical \mmunization against disease. He used what he called
«cultural truisms”—that is, beliefs one holds that are so ingrained within
the cultural milieu that they have never been attacked. First, a cultural
truism would be mildly attacked. Because the subject had never dealt with
such an attack, she or he needed help in developing a defense against it.
Pretreatment in the form of supportive statements and refutational argu-
ments was given by an instructor. If the pretreatment was assimilated, the
subject could then provide counterarguments and defenses against sub-

sequent attacks.

McGuire’'s Model of Persuasion

McGuire (1968) also developed a model of persuasion that emphasized
its processes: attention, comprehension, yielding, retention, and action.
The model was based on Hovland’s work, which took a learning theory
approach to persuasion; that is, a message is more likely to change an
attitude if by adopting the position advocated in the message the person
receives positive reinforcement. Attention and comprehension were con-
sidered to be receptivity and learning factors, and yielding equaled accep-
tance of the message purpose or attitude change. Most laboratory studies
up to this point stopped there. McGuire extended the idea that persuasion
stopped with attitude change by recognizing that, t0 achieve persuadec
action at a later time, retention of the message was necessary. Also, in testing
McGuire found that receivers with high self-esteem were

receptivity,
receptive to persuasive Messages because they had confidence in their initial

positions. Yet, they were resistant to yielding because they were satisfied
with their existing attitudes. He also found that receivers with high
intelligence were receptive to a message because they had longer attention
spans and were better able to comprehend arguments. Yet, they, 100,
resisted change because of confidence in existing attitudes. This dem-
onstrated opposite effects on receptivity and yielding in 2 curvilinear
relationship between the variables. This also led him to conclude that

receivers with moderate levels of self-esteem and intelligence are more

affected by persuasive messages.
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Philip Zi i i
m vnx mbardo and Michael Leippe (1991, p. 136) added steps to the
: 0s inni i
model: SM r—:w at %M vnmm_::_:m and, replacing action, translation of
ehavior at the end. Exposure i
. precedes attention beca
cannot at i ek
cannot 2 tend a *“snmmmmn until they are exposed to it. This is _um:mns_w_HE
) . .
mMMm ﬂ_u iate i_nr advertising on multichannels on television. Although
rtisers put their messages on televisi i .
. elevision, there is no
advertise : R guarantee that the
: an m“Bnnm will be exposed to them. Television ratings are important
use the more people who w
atch a program, the
more peopl
expose i i : MeGine’s
..mwn. A.h. to .ﬁro ndEBnnn_m_m. Zimbardo and Leippe changed McGuire’s
ion” to “translation of attitud i
e to behavior” because i i
; e it recognizes th
2 : : gnizes the
ngth of attitude-consistent behavior. In other words, if a messa
> ge

inf i i
_:S.gnnw behavior, the new attitude formed by the message must guid
behavior in a relevant situation (p. 137). T

Diffusion of innovations

>.—JO TQH QQCO Oﬁ——_Q:H mn Nrﬂ —NHO meOm was t OA& ‘ n ‘
t — r N\\ Uusion o nxxocaﬂnoxhw
b4 m
1
. . e . . . .
QCﬁﬁAvnm more nrN: mﬁ—ﬁn—ﬁmmwﬁ ﬂcmﬂcmm—ozm Uw ﬂm_—cﬂnm—ﬁ‘ :-QQ—ON— WOTOO—W N:ﬁ—
n
« « _ mu dd. mU Hv wit the vnov—ﬂ
in —A_Aw— —Nﬁ_ spre —& mm 1S a com —ﬂx rocess H:Nn Uﬂ
m:dw —T —J
mn _ A* ( . ~ m ﬂv -
voive E__C exist S—ﬂ—:: asystem =Mﬂu ﬂrﬂ—n cm—‘—Nﬁu_Qm :—n—fn&:_ erson
’
m———ﬁvv mcnr—— ﬂrm:m:uﬁn\u_wn_ﬁmu a—:ﬁ— :n\n&m- are Ounu:——:na- -ﬂunﬁg H——ﬂ MOO—N—
m‘ em 1 _m ——Nm to ﬁuﬂ moo_hﬂh* at 1n terms Om its cmﬂ—mv—nm. ~—~ Q n——ﬂ
st tse 1r Iy
ﬁ_—N— acteristics O* H——n tnnovation are N:D—tNNQ. H——ﬁ Nﬁmovn—oz Avm ﬂrﬁ nno-
ation 1Its ‘ v “u on ﬁo= Ct1v on, or
vat t ﬂ: ma var m—o:— [¢] n—ou—m_ &Oﬂ—m_ Y ective Qﬂﬂ—m~ 3
au C—._H% €C1s10 .>= m —:m occur n 0Hf€°~r Srﬂ € cha et rﬂm mv—Nﬁn.
——a—— ﬁ*ﬁ 10n oft sinn S r r
:W a
netwot —Am are ﬁﬂ:ﬂnﬁ— to ﬂrﬂ vnonﬂmm. ———:ﬁvcﬂﬂmo: occurs as ﬂrﬂ Hﬂwc—ﬁ O»
interaction N_o:m ﬂrﬂ _—S—Am o‘ a :QﬂEO—‘—A. —:&—c—ﬁﬂm—m can aﬁvﬁ*—m‘ innova-
S da . ‘ mu
ttons as —Uu_n C‘ H——G A—Qavﬁgc: CM H__ﬂ:— —:—w n——ﬂon 15 OM ﬁ&—.ﬂ—ﬁ:—mn tmpor
tanc
e to n—JGMQ ———ﬁﬂﬂﬂ@ﬁﬂ& mn NHH—HCQG N:ﬁm Uﬂrmc—on ﬂrmsmﬂ in a :NQ-:N_
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of attitudinal responses a
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Recent Research on Attitudes

Recent research on attitudes has focused on the content and formation
part from their correlation to behavior change.
McGuire (1985, p. 304) predicted that the 1990s would bring renewed
interest in attitudes and attitude systems in general and in the structure of
attitudes in particular. This new research recognizes that people have
different and even contradictory needs that determine their attitudinal
responses. Petty (1995), in a contemporary fook at the nature of attitude
change, said that beliefs, emotions, and behaviors can separately contribute

to people’s attitudes but that not all components influence attitude change.

Not all three have to be consistent. Petty said,

phasize the implications of inconsistency and
We can feel wonderful when we
ntent in ice cream can produce

Recent research has begun to em
ambivalence among these bases of attitudes.
but we realize that the fat co
er this person’s attitude toward ice cream can be pre-
hether the affective or cognitive basis is more

eat ice cream,
heart disease. Wheth
dicted is dependent upon W

important. (p- 198)

bood model (ELM) of persuasion (Petty & Ca-
processing of information for attitude
n to do so, as well as the

The elaboration likeli

cioppo, 1986) examines centralized
asis of a person’s motivatio
and issue-related thinking. Moti-

sisrelated to attentional factors,
and a person’s ability

formation on the b
person’s abilities to engage in message-
ge in persuasive transaction
message quality, a person’s involvement in the issue,
to process persuasive argument. This means that if a person does not care

about a topic, she or he is not likely to expend much energy to process the

information in the message. Such a person can be expected to rely on

extra-message peripheral cues, such as the attractiveness of the persuader
or the persuader’s credibility. Conversely, if the persuadee cares about the
topic at hand in a personal way, she or he is likely to devote great energy
ge content. In the latter case, evidence becomes
important because, if it is sound, the person will be influenced by it
(Reinard, 1988, p. 8). In other words, “confront individuals with their
demonstrate the relevancy of an issue for thosc

vation to enga

to ﬁnOnnwm the messa

concrete social situations,
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concerned, and reflection, criti inki
r , critical thinking, and i
occur” (Pratkanis & Turner, 1996, p. 199) B and subsequent setion will
oy . .
Smmmw ”ES has generated much attention as a central focus in persuasi
c ..
researe , a great mnm_. of empirical research, and considerable ﬁrnoaow.—o”
<2m.v~ (see the journal Communication Theory, 1993, 1 and p
several articles criticizing and defending the ELM) . endn for

Research on Persuasion and Behavior

In i
nEerM “M_Mwm_w MM%M“Bvo“S_. research om attitudes waned, and more
emphasis was placed ¢ ehavior m_:.m media influence. Most studies that
awen mm“a X % in mSEa.n to behavior changes were not able to dem-
onstrate 2 ¢ m“nmwﬂ MM_“H_W:O“ between attitude change and some desired
ehavior cha Ez.w:mo:m M“z evelopment iw,a. to measure attitudes toward
pehavior andinsenon o:M_wﬂQ ME a vnrmSwﬁ Researchers are attempting
e e e them to predict behavior. Ajzen and Fish-
N im%n ion (1980) .memcqnm the strength of intentions
to perform behaviors roim:o:m predictive results. Two important deter-
minants of inentio vmrm<. n<.nnmvm8 R_mnnm.ﬂo attitudes. First, the attitude
AN mmno_:om is rwmna on beliefs regarding the behavior and
e mmaEanm o.q Mcm . mE.:oﬁ_ or disapproval of significant
ior will be taken into no:mEn_.math:é norms teward the desred beha-
An attit i i
when the “MM“—M&M HN_MM_WM ”wﬁmun—u””%:.nrn e o o ane e
_nE:Q. when the attitude and the Uarm“.ww_nc“m”“_”_nhwqm_q_wsﬂwc“”__“_%c: "
and : same
o mﬂm_mﬁ“nwmﬁ_uﬂaNJMQMHM_%MMVMH.oa. and when the attitude is important to
o .n___vvn, 1991, p. 192). Advertising research,
advertised product m:ﬂ Mmﬁnécw___ :H<MM mn.non. B oo
explained that this occurs because the mwm”mn_“_”mnn“% UM:M* rﬂva wa:
“““MMM,W% to M:mn_dsﬁ components of the attitude mﬁnmw:nwﬂ_waww_” HM
rre HTQ. BMMG:MHMNMw_“rvm““am—wnﬂnmz_mnamzﬁ has a cute or lovable image,
o . eriously enough to purchase it.
_gnrmw“” MM”ﬁ._o are HEF 853:2&. to an attitude, it is more likely that
sistency will occur. Citing the remarkable attitude-behavior
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consistency of the Chinese student demonstrators in Tiananmen Square in
Beijing in 1989, Zimbardo and Leippe (1991) concluded, “People act in
accord with their attitudes on matters that mattef, sometimes no matter
what” (p. 196). Another predictor of behavior is the goal of the person
who enacts the behavior. Bandura (1977, p. 161) found that explicitly
defined goals create incentive to carry them out.

Bandura’s theory of observational learning (1986) links behavior and

behavior change to modeling that people observe in their homes, among
their peers, and in the mass media. According to this theory, modeling
influences produce new behaviors because they give people new informa-
tion about how to behave. Through observation, people acquire symbolic
representation of modeled activities that serve as guidelines for their own
behavior. Observational learning results when models exhibit novel pat-
terns of thought or behavior that observers did not already possess but that,
following observation, they can produce in similar form. Modeling also
strengthens or weakens inhibitions over behaviors that have been pre-
viously learned. Modeling can also encourage people to engage in behavior
they had once perceived as threatening. Modeling influences, thus, can
serve as instructors, inhibitors, disinhibitors, facilitators, stimulus en-
hancers, and emotion arousers. When people see models express emotional
reactions, they are likely to experience emotional arousal. Of course,
heightened arousal depends on how the modeled emotional reactions arc¢
perceived by the observer. It is obvious that modeling can be an important
propaganda strategy, especially where members of an organization wear
uniforms, participate in rituals, and reap positive rewards.

Four processes in Bandura’s model are necessary to acquire new behav-
jor: (a) attentional processes, (b) retention processes, (c) motot-production
processes, and (d) motivational processes. First, a modeled behavior has to
be attended to and then subsequently related to. How people relate to
others’ behavior is determined by perception, motivation, needs, and goals.
People are inclined to pay attention t0 behaviors that have functional value
to them. Successful modes of behavior tend to gain more attention than
unsuccessful ones. Also, if the person doing the modeling is considered to
be attractive or a friend, more attention will be given to observing that
person. This is one reason why children in communities with aggressive
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models for friends may join gangs and engage in aggressive behaviors; th
have m.ninn opportunities to befriend other types or to observe ) o
behaviors than children who live in more pacifistic communiti mvaomoQ&
Second, what has been observed has to be retained in Hrnn.a
w»:mznm. said that the modeled behavior has to be stored in some s 2”0”.%
moz:.. His studies found that subjects who expressed modeled vnr“”.: . ._n
no:n_.mn terms or vivid imagery remembered them better. o
,::R.r production processes have to be activated, for they c
symbolic forms into appropriate action. This _.oazr.mm 53»&”: A“Swn
sponses, Go::oazm. and refinement on the basis of feedback. Wh s
wnrm<._o~ is performed, feedback, coaching, and reinforceme : .n:. .
P nt assist its
mo:.:r and most important, the actual performance of the modeled
wnrm,:on. requires motivation to do so. The primary motivation i oﬂ
observation of positive consequences associated with the new b r_m a :
ann.maa observation of desirable consequences associated with a vn r»S.o_..
wnoSmnm a strong motivation to perform a behavior. an:mo_.nnw: m<_o._.
_Bvon.ﬂ:: to modeling behavior when it is used as an antecedent nnM Mr_m
behavior. According to Bandura, the anticipation of positive reinfor .
can effectively influence what is observed and the degree of &8:&“32.“
to ﬁro. observation of a given behavior. In other words, learnin i
behaviors through observation can be more successful if ﬁ.romn ob. . :.oi
the behavior are told ahead of time that they will benefit from mmﬁfsm
the behavior. periorme
. ,_,.ro whole notion of consequences of behavior as a factor in persuasi
is still under consideration. Ward Edwards (1954) developed %oﬁ bj Qw:
expected utility model (SEU), based on an economic theory _SOSM: Ra.“n.cm
xsxﬂ.im.unnox theory or “riskless choice.” This model suggests %Mmﬂ::r_Q
faced .i:r behavior choices, people tend to choose the alternative %H ra:
%w r.m_w_mmﬁ expected utility, thus acting in their own interests. G mm
Z_.__nn in the afterword to Cushman and McPhee’s work on v
attitude behavior relationships (1980, p. 326), suggested that pe B_ammnmn-
c.xﬁnnﬁm:o:m related to their behaviors and that they may 3::”:0% resep.
tion of related messages. Further, Miller indicated that people ma n_u_.q”n_u-
according to perceived rewards and punishments for nmﬂi:m%o% M_MM
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behavior. People may not have supportive attitudes but will behave accord-
ing to cn_.no?& consequences.

Marwell and Schmitt (1967) developed a list of strategies for persuasion
that focus on persuadee outcome, rather than on the content of the
messages used in their study. They developed 16 ..noBv:msnn-m&a:m..
strategies with both positive and negative consequences, including reward,
punishment, debts, altruism, and conformity. Wheeless, Barraclough, and
Stewart (1983) concluded in theit review of compliance-gaining literature
that inherentina successful compliance-gaining attempt is the persuader’s
power. Their definition of power is “the perceived bases of control that a
person has over another person’s behavior that would not have otherwise
occurred” (p. 120). Perceptions of power vary with an individuals’s sense
of whether external forces are more controlling than internal strength.

A well-known compliance-gaining tactic is low-balling. This refers to
getting someone t0 agree to a very attractive transaction—a business deal
or sale—and then, on the basis of some excuse, changing the deal so that
it costs more. For example, a new car may be advertised at $400 below
blue book price. First, the salesperson lets the customer drive the car fora
day before sealing the transaction. Next, the salesperson tells the customer
that the price has t0 be higher because of the accessories on the car. By
then, the customer has become committed to the purchase and rationalizes,
«Well, what's $600 more when this is the car | like.”

Another aspect of research into behavior has been self-attribution re-
search. When subjects believe that the cause of a given behavior is derived
from an attitude, they will consequently adopt that attitude. Valins (1966)
conducted an experiment in which he showed male subjects slides of
scantily clothed women. He told them that their physical reactions to the
pictures were being measured. The men would hear a heartbeat each time
they saw a slide, and each man was told it was his own heartbeat. The
supposed heartbeat was manipulated by increasing or decreasing the
rapidity of the beats. The men were asked to rate the slides. Predictably,
they chose as the best pictures those that were accompanied by rapid
heartbeats. People often use their perceived behavior to discover their
attitudes.

Recruitment into the religious cult of the Unification Church of Korean

Reverend Sun Myung Moon, otherwise known as «“Moonies,” includes an
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invitation to a free or inexpensive dinner or weekend retreat. Once th
nrn. recruits find themselves in the company of 20 to 30 v_nm.-mm:ﬂ nOoMo.
eating a delicious meal and enjoying festive dancing and singin _uwn ; M.
mﬂn. very affectionate and attentive. Zimbardo and Leippe Gwﬁm. MMOO
vo._::.& out that once recruits find themselves acting like Zoovswn.m m:nv_
enjoying it, they may infer from their behavior that they also like and
nnmonwn Moonie ideas. This self-attribution is reinforced by 853::”-2:
wnrmicnmv such as giving a small donation or contributing some labor
Recruits may then think that because they are making a commitment, the .
have a positive attitude toward the cult and its beliefs. o

w:mwmn: Fazio (1986) developed a model of attitudes as object-evaluation
a&o&&.“oxu in memory and showed that the strength of this association
determines the likelihood that an attitude will be automatically activated
on exposure to the attitude object, as well as the extent to which the attitud

influences behavior toward the object. In other words, a person has .
storehouse of knowledge concerning behaviors that m“o expected u:M
m_unno.v:mnn in a given situation. An attitude can guide how and what we
perceive; thus, it provides a “sizing up” of objects and events in a situation

If an attitude is sufficiently accessible from memory and then is mna<mﬁnm

as N.. result of situational cues, it can influence a person’s perce tions

Qnm._:aos of the event, and ultimately behavior. Studies have mo:Mm armw

attitudes that are highly accessible from memory are more likely to predict

behavior than are attitudes that are not accessible from memory. ’
Research continues on the relationship between attitude msa.vnrmsoq

As a wnmc_ﬂ. a resurgence has occurred in the study of attitudes and ﬁrn:..

function. Attitude accessibility is an important area of research for devel-

oping a better understanding of cogniti i i
gnition, memory, and
behave (Roskos-Ewoldsen, 1996). ’ oenives ¥

THE INFLUENCE OF THE MEDIA

The rather small number of scholars who devoted their careers to the stud

of the influence of the media in the 1940s and 1950s spawned mn<n8d
gencrations of followers. Today, scveral journals and annuals are devoted
exclusively to research on the mass media, plus the thousands of articles in
other journals and shelves and shelves of books. Mass communication
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research has developed as a subdiscipline in its own right. Several works
have summarized much of this research (Bryant & Zillmann, 1986; Cantor,
1998; Lowery & DeFleur, 1995; MacBeth, 1996; McQuail, 1994; Zill-

mann & Bryant, 1985). What follows are some highlights of this massive

body of research.

violence and the Media

After the turbulent 1960s, researchers turned their attention to investi-

gations of media influence, especially in relation to violent behavior and

other public concerns. In 1968, President Lyndon B. Johnson created the
n on the Causes and Prevention of Violence. Seven

National Commissio
volumes of reports.

task forces and five investigative teams produced 15
ts, Violence and the Media, has become a landmark study

nfluence. After content analysis of television
rvey research on actual violence in

One of these repor
in the question of media i

entertainment EomBBBEm and su
America, the researchers concluded that violence not only was a predomi-

nant characteristic on television but also was way out of proportion in
comparison to actual violence in the real world. Although they acknowl-
ults who watch television and film are not

edged that the majority of ad
likely to behave violently as a result, the editors of Violence and the Media
posure to violence were

recognized that jong-term and indirect effects of ex
possible (Lowery & DeFleur, 1995).

Television and social Behavior, 1969

The Violence and the Media report was followed in 1969 by the Surgeon
General’s Advisory Committee on Television and Social Behavior, which

produced several volumes of studies conducted prior to and during the

committee’s duration. The general conclusion of the researchers was that

the viewing of violent entertainment increases the likelihood of subsequent
aggressive behavior, but it should be noted that the evidence was derived
from laboratory settings and surveys; thus, mn:ﬁ»_im&:i is uncertain.
Some of the studies cited were conducted by Albert Bandura, others by
Leonard Berkowitz, both of whom had been testing children, adolescents,
and young adults in laboratory settings for more than a decade. Their
conclusions were more tempered. Both Berkowitz and Bandura and their
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n.o__nm.msnm in._.n very careful to state that they made no claim t
“”__“_.MM no%nﬂ_*mw "_.:u _mrﬂ_:mﬂcg They did find, however, that S_nmmhww
: uld incite violent behavior in viewers. i id i
_u.omm_En for subjects to behave aggressively in _mﬁnw mWMM_M“uin_mmmum H&m: -
situation on film or television seemed justified. He also m:&nMSM:"”Q
qnvnm:w.a exposure to violence increased the probability of subse —” "
meammwﬁ acts for some members of an audience but that other mmnﬂo“ mm“
Hrnﬂ“%m H”MM ﬂ”.on»””:wlroi aggressive n.rn subject is, how hostile
’ ke r him, wi ::._nr the subject associates the story in
m w-. television with situations in which she or he learned hosti
behavior, and the intensity of the guilt or aggression anxiety or OMM_H
m:.ocm.am by n.x.nOm:R to the film. Bandura also found that children und
certain no:.a_:o:m were apt to reproduce aggressive action after observi .
mn_:._a exhibit novel and aggressive action on the screen >=nroM2<_m: :
“MMHM MN,,_W_OM:M: Mm Kable, 1982, pp. 210-211) of nrnw.n nxﬁn:mwwnnm.
) co .: ed that sometimes media violence may be i
cffective, with the attitude changes consisting mor . vnn.m—.umm_wn_w
than of conversions. With respect to cnrmSonm n:m:MnM”MHmﬂmm”o.w”“&__.onw
that mon.sn types of depicted violence will have some types of n%nna X _NM
aggression levels of some types of children, adolescents, and ol
under some types of conditions. . youns adlt
O_.dn of the most interesting aspects of the experimental evide
nc:.::m the relationship between the media and behavior chan :nw nﬂ:-
msv_an.a tend to be influenced by film and television characters imn . nr )
vnnnc_.‘\c to be similar to themselves. Berkowitz, McGuire, and o%n”:” ﬂ nM
that SaEa\.&niﬂ.ﬁa:.o: is the central concept in the msﬁmennsno:m Mmud
and television effects. The extent to which viewers rated ﬁrmamnm\nm— H

S _:.:_NH to @N—.ﬂ—ﬁz—wn ﬁ_—mnmﬂﬂﬂnm :—*—F—n:ﬂﬁm Hrﬂ—n reactions to a €eSsofrs 1n
mmﬂ

Television and Behavior, 1982

In 1982, a second Surgeon General's Advisory Committee recom
mended that other areas of television be investigated. The research nrmw
followed was extensive. Already begun in 1972 after the first surgeo
general’s report, the research consisted of more than 3,000 studies ﬁmrqn”

Y
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fourths of which appeared after 1975 (Lowery & DeFleur, 1995). Because
so much information was available, Surgeon General Julius B. Richard
recommended thata synthesis and evaluation of the research be undertaken
by the National Institute of Mental Health (NIMH). The resulting report,
entitled Television and Behavior: Ten Years of Scientific Progress and Impli-
cations for the Eighties (Pearl, Bouthilet, & Lazar, 1982), covered many
themes, but the most publicized finding concerned the link between
televised violence and later aggressive behavior in children. This link was
found in both field and laboratory studies, but much work remains to be
done in this area. One study in a related area suggested that aggression can
be stimulated by high levels of action even without high violence content.
Furthermore, the report emphasized that emotional arousal created by
television stimuli that were not necessarily violent had a relationship to
aggressive behavior. Increased levels of arousal can lead to excitement that
may be channeled into mmmnnmm._vonw thus, television content that is exciting

could also possibly induce aggressive behavior. In many respects, the report

asked more questions than it answered.

Recent Findings on Television
and Aggressive Behavior

Dubow and Miller (cited in MacBeth, 1996) reviewed the evidence on

es in laboratory settings and concluded, “Findings in the

experimental studi
an cause viewers

laboratory enable us to conclude that television viewing ¢
to behave more aggressively. But these studies do not allow us to draw
effects of television violence viewing in natural

conclusions about the
children in

settings” (p- 121). Their review of observational studies of

natural settings ended with the following:

studies suggest that the relation between

Overall, the majority of observational
t of aggressive behavior is small

TV violence viewing and the developmen
on between other salient environmental variables (e.8

gression. Nevertheless, the significant effect
s large enough to be considered socially

compared to the relati
parenting practices) and child ag

has been repeatedly replicated and i

significant. In contrast, by adulthood, relations between violence viewing and

aggressive behavior are rarely significant. (p. 122)
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. . . .
, .

Cultivation Studies

SMQmMnEMm_ ,.:o_nsnn on television seems to have caused many Americans
n. earful, insecure, and dependent on authority, ac i ivati
.Hﬂ:&nm by Mn%_.mrn Gerbner and his associates AOMEMMMQA_“M“MNMMHNMN
organ, ac .mos-wonn_f 1979). The most significant and recurri .
mM“M_MMM“_Mnmnnwm_”n__wu.mwgzmw mﬂmmv,.om heavy television viewing was z.“m
) e of ision viewing is a heightened and unequal sense of
anger and risk in a mean and selfish world” (p. 194). The research
%o:mr.n ::.m would lead people to demand protection m_.a even Mmﬂn e
HMWMM_TO: __= the :wnw_n Mm security. A study of students in junior m:&om““”
ools revealed that those who were heavy vi i
were more likely to have anti-civil libertarian wﬂﬁwﬁﬁw,ﬂ%“_ﬂwan Mwmwﬁ
These studies indicate that television influences political _SSEP d .v.
the case c.m televised violence, may produce an increasing de n:wnm: "o
the .nxn.nn_mn of authoritarian power in society. One mo:nnm_vnlmnm.mnh osm
n:_sa.ﬁ.:o: n.nmn.mnnr is that it does not demonstrate causality between he .
ﬂn_nsm_ow viewing and estimates of violence (Williams, 1992) Ooamﬁm<m
(1980) viewed television as a reinforcer of the status .pco in .mann nm.nm
}ocmr.ﬁ television portrayals, particularly violent ones, assign no_Mm m
authority, power, success, failure, dependence, and 5.::2»@?5 1 °
manner that matches the real-life social hierarchy. T

Prosocial Behaviors and Television

Other wmmnmﬁnrna have found that some television programming cre
the learning of prosocial behaviors. Liebert, Neale, and Davids X Swuwﬁwm
?::@ .nrmn children learned altruism, m.m:.nosc.o_v and n:nn%mjﬁ fr v
television viewing. Stein and Friedrich (1972) an::,u:mc‘mnmnm that _.“—M:m””
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learn prosocial behaviors such as cooperation, nurturing, and expressing
feelings after watching such television programs as Mr. Rogers. A review of
Jaboratory and field studies in Television and Behavior (Pearl et al., 1982)
showed that behaviors such as friendliness, cooperation, delay of gratifica-
tion, and generosity could be enhanced by exposure to relevant television
content. Lowery and DeFleur (1988) stated that people learn from tele-
vision and that it can no longer be regarded as mere entertainment: “It is
a major source of observational learning for millions of people. In that role
it may be one of the most important agencies of socialization in our society”

(p. 384).

Pornography

As public standards regarding film and television content related to sex
and nudity became less rigid, the public began to be concerned about
pornography, especially where women were represented as victims of
violence. Research on the effects of filmed pornography (Donnerstein &
Malamuth, 1984) has suggested a possible link between pornography and
violence against women. On the one hand, experiments in laboratory
settings demonstrated that, after exposure to aggressive pornography, some
men showed less sensitivity toward rape victims, an increase in the willing-
ness to say they would commit rape if not caught, an increase in the
acceptance of certain myths about rape, and increased aggressive behavior
against women in a laboratory experiment. On the other hand, Fenigstein
and Heyduk (cited in Zillmann & Bryant, 1985) suggested that individuals
who have tendencies toward sexual violence may be more attracted to
he overall link between media violence against

violent pornography. T
yet inconclusive, but re-

women and real violence against women is as

searchers are actively exploring it in both laboratory and field studies.

Health, Families, and Politics

Other topics reflecting public concern that have been subjects of tele-

vision research are health, families, and politics. An increasingly health-

conscious public may view physically fit men and women in entertainment

not necessarily see them behaving in healthful ways.

programs, but they will
ank or talked about doing so

Dramatic characters on television ate or dr
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75% of i
S_nimmo.”:“w&””mnm“nﬂ ﬁnnn eo: mnnmns.. Instead of eating nutritious meals
asy ponadults >“” n_,. uw. % of the time, and television children m:mn_anm
e the tim - Alcohol is the beverage most frequently consumed on
e >_. wice as much um.nomnn or tea and 14 times as often as soft
nO::M. cohol is m.ross or discussed in 80% of prime-time programs, not
o _.szw Mo““_nhnn_m_m. Zﬂrocm._u mni. television characters are seen mn.ﬂo_n-
o Q:nﬂmm M“anrmnzmaor_:m .m...\:aaosa expressed. Although
e bl (o Onm_nmum, MMMww_nsm_oP seldom do their drivers use
Concerns voiced about family by politicians, counselors
Mnmzﬂxnm research regarding both the portrayal of m:::m
w“ an raAM_.MmMMMMmMn_nSm_o: on family and social interactions. Glennon and
25 o mnlnoi%aw .@h DeFleur, 1988, pp. 399-403) content-analyzed
o famiy ion_,w in __nm that the middle class was overrepresented
ez the worl _Mm n. ass was underrepresented. Working-class mmn_._nn,a“
s aﬂmﬁ e mm_n w:nvﬁ m:::u.. or bumbling, leading the researchers
(o speculate tha <§.= Em..n_mmm children might perceive their fathers as
nad q mm_a and inferior. Middle-class families appeared to be economicall
o M_mm wu m“& often able to solve problems easily. The researchers thou _HM
ealized portrayals of these families might lead viewers to question w:n

adequacy of their ow ili
n families. Another of
S. of Glennon ;
was that he e outach

and n_nna have
es on television

! rown thes. Anott ’s findin
v hat ..MQ television viewing is linked to poor family 835:38;%“
and tenston (see also Brody & Stoneman i
n in Morley, 1988, p. 29). Kub
2 , p- 29). ey

and Csikszentmihalyi (1990), however, found, by having subjects report
or

ﬂ—z c:m—_ 0—00ﬁﬂo:—ﬁ meﬂnmu ﬂ_umﬂ ——GNC‘ Hﬂ_nc_m:u: c—@i:_m (é~ﬂ—.~ HTQ MN::—‘
was a more —VCI:_<G [{ x—:._—ﬂ:n.aﬂ :_N: viewin m——c:o N:; —: -Mw—_i_% incre mﬂ&
W ncr
a

the ti .
e time a family spends together. They found that family members talked

with each o i
ther during programs, thus making television viewing more

cheerful an i ir major findi
cheerfu d m_oﬂm.v_n. Their major finding, however, was that families who
in o )
gag television viewing were passive and less alert, whereas families

w ) - L
ho engaged in nontelevision activities felt more alertand a

family life, d ctive. Although

ai . .
ly schedules, and social interaction have been profoundly

of .
ffected by television, no area has been more reshaped by television th

politics. an

v... )
Politicians have to voice “sound bites”

to ensure 15-sec
. .. on
the evening television news, d coverage on

and television commercials account for a major
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gets. The television image of a candidate has
become crucial to voter decisions. More and more voters are abandoning
¢t their votes among candidates of different parties.
eliance on issues to make voting choices.
Lowery and DeFleur (1988) predicted that mediated information may play
whereas “reinforcement and crystallization, in
esumably will have a reduced role”

portion of campaign bud

party lines to spli
Fvidence suggests a growing r

a greater role in elections,
the sense of cultivating prior loyalties, pr

(p. 418).

The Agenda-Setting Function of the Media

ure of mass communication is its agenda-setting

concept began when Donald Shaw and
Maxwell McCombs (1974) investigated what voters in North Carolina said
were the key issues in the 1968 presidential campaign. They compared
these data with the key issues presented in television news, Newspapers,
found a startlingly high relationship. The news
media had not told the voters what to think, but they had told them what

to think about. Agenda setting emphasized the gatekeeping aspect of the
en conducted in this area, yielding suffi-

ekeepers formulate meaning—
and distorting information.

One powerful feat
function. Early research on this

and news magazines and

Numerous studies have be
o conclude that media gat
emphasizing,

news.
cient evidence t
selecting, screening, interpreting,

The Spiral of Silence

idely accepted than agenda setting, is the spiral

1991). This theory describes people support-
ular ones to avoid social

Another concept, less W
of silence (Noelle-Neumann,
ing popular opinions and suppressing unpop
n. Assumptions made by this theory are that (a) society threatens
s with isolation, (b) individuals fear isolation continu-
auses people to assess the climate of opinion
(d) the results of this assessment affect behavior in public,
ssion or concealment of opinions. Although
¢ shaped by the media, critics of the
ant opinions differs from

isolatio
deviant individual

ously, (c) this fear of isolation ¢

at all times, and
especially the open expre
s of dominant opinions ar

out that tolerance of devi
if valued in a free society, makes social

perception
spiral of silence point

society to society. Indeed, dissent,
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isolation unlikel i
o . y. When new issues penetrate public discussi
of silence is broken. cussion the spial

Dependency Theory

Both the a -setti : .
as m:mq:Bn:mHM “Mw Hwﬁﬂwﬂmﬂm m.v:.m_ of mm_nsnn theories focus on the media
issues legitimacy and sh m_ ution .o f Sdnrro_&:m of information, giving
pendency model Amm__-ww_w _:mrvzz_n opinion. Sandra Ball-Rokeach’s de-
it o the modia 1o mnﬁoﬁﬂn & DeFleur, 1976) explains why vnov_n are
society with a proliferati Mwmn:mm ?.: public discussion. In a complex
PR _Mq ” information, people rely on the media for
important premise of &MMM&“M.%MM Mwwﬁ ﬂm<n immediate knowledge. An
use the medi e owever, is that people do
o QWMHM“»HMN M”H_ H”nn social mﬂm:o:nnm in which Hrvnw and HMM
ast learni le us .nan to the media is influenced b i
w_a . mwm\ Mw_o»:mn ,Mﬂw_www,__:n_zaim <.i§ they learned from the BMQMHM
of medin information m:&.ﬂhﬂ“ﬂﬂqﬂ“m«nﬁ:%n v:.uo:r“.r:m. a certain piece
differe . nversations about it will ha i
cxvnaM_”nM:HM:MMMM” for different people, depending on their nﬂm““
heory encompasses th .nosm_:n:m at the moment. Because dependency
it is a more nc_svanrn:mmﬁﬁmmmhwﬂnumh:hwrom Bﬂ&m. audience, and sociery
and cffect. ers that emphasize simple caus
dustrialine %MMM.H”N theory also recognizes that more Eﬂm: m:M
social chan d ave more dependency on the media and that
. ge and conflict increase, so does public d "
media. public dependency on the
Dependen
a:mn%chnQann“Mﬁ_v__.Mmﬂ_Mo mnnwcsa for media effects that can, in turn
cffects: cognitive mmmnﬁ.a media. m.m:-W.o_Smnr delineated three types om
(a) ambiguity nnmo._cno _Mﬁ mwa behavioral. The cognitive effects are
pansion of the belief s Mﬂ, o m:ﬁ__n:mo formation, (c) agenda setting, (d) ex-
emotional responses Wo Q:Mu.m X @ value clarification. Affective effects are
ings about parts of soci M:n e 535.520: that can create strong feel-
excessive exposure mmM ’ w:&\on desensitize people to violence because of
ceasing old ones. \.,3 OMQR_V_S %\\an: may be initiating new behaviors or
people who depend N these mmnna are likely to be felt only by
pend on media information. Look at the following example
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of the effects of media coverage of 2 controversial event to se€ how this
may work:

When Anita Hill, professor of law at Oklahoma University, testified
during the Senate hearings on the nomination of Clarence Thomas to the
U.S. Supreme Court, sexual harassment became a news agendaitem. People
who watched the hearings on television of followed them in the news-
papers may have experienced all three types of effects. The term sexual
harassment Was clarified for some, made ambiguous for others. Whether
or not people believed Hill, attitudes about sexual harassment were
formed, and sexual harassment became much more of an agenda item than
it previously had been. Public discussion regarding appropriate behavior
at work and in school intensified, and in the process, belief systems
expanded and some values were clarified. Strong emotions were felt,
especially by those who had experienced sexual harassmentin the past, and

many women came forth to talk about their experiences. Behavior changes
have occurred, especially the cessation of practices that were suspect, and
ges against offenders have been brought forth. The agenda

assment was prominent in October 1991, until it no
er the long term aré still

numerous char
regarding sexual har
longer was a media story, but the effects of it ov
en President Bill Clinton was not immune to sexual harass-

being felt. Ev
leged conduct years earlier, while he was governor of

ment charges (for al
Arkansas) in the Paula Jones case.

Uses and Gratifications Theory

unication theories focus on what the media do to the

Most mass comm
receiver, but uses and gratifications theory focuses on what the receiver

does with the media. The consumer of mediais viewed as an active selector
and mc»_-a.:onga user of it. The assumption is that the user of media i
responsible for choosing media to meet ﬁm<nro_omwnm_ and sociological

Katz (cited in Williams, 1989) found in his research “gverall

needs. Elihu
patterns that suggest that individuals specify different media for fulfilling

different kinds of needs” (p- 71)- Human needs are the primary consider-
nd gratifications studies and include the need to be diverted

ation of uses a
d. Katz viewed mass communication as «an elaboratc

as well as informe

system of cultural, social, and v&.nro_om._nv_ sservices’ ” (p-71)- After three
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decades of i
decacs mnnm.nmnnr on this theory, it has been codified with an unde
ar M_w o .m:::mo formation based on a consumer’s expectancy of m mw-
evaluatio i e
ond evaluas n of :.. O:am would therefore seek gratification of needs based
pectancies of the media c
. ontent. As one’s need isfi
on one’s ex ! of th ; eds get satisfied
> Mo om s mqra intensified; thus, the effect is cyclical. One criticism of thi :
research i igui i . .,
rpe of .nn is the ambiguity surrounding the concept of need Asurv
S-1 i . }
o Mcosw_ studies found that four basic clusters of needs oEn—.@n%
elf and personal identity, (b) soci "
, (b) social contact, (c) diversi
! . rsion and i
@) selfand ) entertain-
Zmnn.o_% H%Wm_vnm@namno: and knowledge about the world (Roberts &
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of mediating factors and influences. The mass media are viewed as a
powerful contributory agent but not the sole cause in the process of
reinforcing existing conditions or bringing about change.

Limitations of Effects Research

Research on the effects of the mass media continues to thrive, but it has
not become the united behavioral science envisioned by its pioneers.
Lazarsfeld regarded mass communication research as “administrative re-
search” in 1941, suggesting that research be carried on in the service of
some kind of administrative agency and defining it as social science research
primarily concerned with effects. Although government-sponsored re-
search yielded important findings about the effects of various media, it has
not been as prevalent as marketing and advertising research. The broad-
casting industry regards research as vital to decision making. Meanwhile,
other forms of research are taking hold. Empirical and experimental
research has been criticized because research questions are often limited by
laboratory methods and laboratory settings. Roberts and Maccoby (1985,
pp. 543-544) pointed out three major criticisms of experimental research

on media:

1. An cffect that is attributed to a larger unit may derive from one or morc of
its components, but it may be totally unrelated to other components. For
example, stimuli for experiments related to violence in the media range from
single scenes to specifically prepared sequences; thus, subjects view a specific
violent act, which is something quite different from an entire program or film.

2. Researchers tend to be more concerned with media content than with media
techniques. Furthermore, they categorize media content subjectively—for
example, by genre or by topic.

3. What is used as a stimulus to determine effects may not be representative of
media content. For example, what may be used as a prosocial stimulus for
children as subjects in an experiment may be totally unrepresentative of the
children’s typical television dict. Also, what is regarded by the rescarchers as
a type of stimulus may not be perceived that way by the subjects. A re-
searcher’s “violence” may be a subject’s “playful competition.”
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tal to Hall’s work (1977, 1980, 1984, 1997) is the encoding process or
message formulation in the media, together with social and economic
conditions that explain why and how viewers decode messages in a variety
of ways. Hall said that a message “hails” a person as if it were hailing a
taxi. To answer, the person must recognize that it is she or he, and not
someone else, being hailed. To respond to the hail, the person recognizes
the social position that has been constructed by the message, and if the
response is cooperative, the position has been adopted. Thus, television
viewers may be hailed as conformists or sexists or patriots. If the viewers
accept the position of the program, then they constitute themselves as
subjects in an ideological definition that the program proposes.

There are essentially three social positions: dominant, oppositional, and
negotiated, although Hall speculated there could be multiple positions. The
dominant position is produced by a viewer who accepts dominant ideology
in the media. The oppositional position s direct opposition to the dominant
ideology in the media or acceptance of an oppositional point of view. The
negotiated position is produced by viewers who fit into the dominant
ideology but need to resist certain elements of it. Negotiated positions are
popular with various social groups who question their relationship to the
dominant ideology. Cultural analysts may examine audience decoding

through ethnographic methods, using in-depth interviews, often over time,

to determine how people actively use television to make sense of social

experience and of themselves. Cultural critics also work in a manner similar
but the texts are the mediated messages of television,
newspapers, and films, as well as the behavior of people as it has been
shaped by the media. They “read” the “text” to construct its meaning.

Essentially, cultural studies are concerned with the generation and

circulation of meanings in industrial societies. James W, Carey (1988) said
the sources of cultural meanings are in “construable signs and sym-
bols . . . embedded in things; some relatively durable such as artifacts and
practices, some relatively transitory like fashions and follies” (p. 11). Ina
later work, Carey (1989) stressed that human needs and motives must be
studied within the context of history and culture. John Fiske (1987) saw
television as “a bearer/provoker of meanings and pleasures” (p. 1) and thus
as a cultural agent. The view of mediaas cultural agent and the construction
y the users of the media is a view that tries to understand

to literary critics,

of meaning b
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Zelizer (1995) pointed out that collective memory is partial because an
event is never reproduced in its entirety, but rather what is “remembered”
is what is useful in social, political, and cultural ways. Kammen (1991)
reminded us that some memories are “suspiciously self-serving ratio-
nalizations that sustain the political or economic superiority of one group
or the value system of another” (p. 4). How we remember the Vietnam
Wiar is very much influenced by the films of the 1970s and 1980s and certain
photographs—the napalm strike on Trang Bang Village and the Eddie
Adams’ photograph of General Nguyen Ngoc Loan shooting a Viet Cong
suspect in the head. Even our collective memory of World War 11 is under-
going some alteration because of Stephen Spielberg’s film Saving Private
rea of study, we suggest that the connection of collective

Ryan. As a new a
ant and plays an important role in

memory to propaganda may be signific
the study of propaganda.

SUMMARY

Research on the nature and effects of propaganda flourished during the

World War 11 years. After the war, research moved into persuasion and

communication studies of effects. Research questions were concerned with

the variables of communication interaction, especially with regard to
attitudes and attitude change. Later, attempts were made to predict behav-
ior and behavior change. With regard to the focus of the book, it would be
useful to have a catalog of practices relevant to propaganda that produce
effects, but it is not possible to develop such a catalog. The most pertinent
conclusion that one can draw after such a review of 80 years of research is
that individual differences and contexts determine the nature of effects. It

is also important to pay attention to the historical and cultural contexts in

which propaganda and persuasion occur and especially to recognize that

people construct different meanings according to their social experiences.

Generalizations About Propaganda
and Persuasion Effects

When we attempt to make generalizations, we are confronted by the

s under study. The media undergo continu-

ever-changing nature of what i
ted to technology. Sacial,
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ments that do not require attitude change. Furthermore, public compliance
will continue under conditions of surveillance by authority but not neces-
sarily under conditions of nonsurveillance.

Finally, the greater the monopoly of the communication source ovet the
receivers, the greater the effect in the direction favored by the source.
Wherever a dominant definition of the situation is accompanied by 2
consistent, repetitious, and unchallenged message, the influence of the

message is greater.




