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ful propaganp{istgﬁrs and coaches these internal persuaders; o e
o -~ Eric Hoffer, The Passionate State of Mind, 1955

The real persuaders are aurvnppetitésv; our fe‘zzrs‘hrnd above all ourzmmiy The “skili-": =

Persuasion research in mass communication examines the process of,attitude
formation and change in audience members and the modification of behavior
based upon attitude change.)Its roots are in antiquity and it remains one of the
most prolific realms of modern communication scholarship.

Any individual or group that has some stake in influencing mass audiences
sfzi.nds to benefit from this particular arm of communication research. Adver-
tising agents, consumer product manufacturers, politicians, and public service
organizations are a few of the groups that use research findings to their practi-
cal advantage. Knowledge of persuasive influences is also important for con-
sumers, voters, and other audience members who wish to protect themselves
from being mamipulated. )

{Persuasion research differs in an important way from most other areas of
media effects research. Most persuasive messages are intentional; that is, they

are designed to have an intended effect. Media effects in other realms of effects

research (e.g., aggressive behavior after viewing violence) are usually unin-
tended. The exceptions to this would be some instances of fright reactions in
horror films and certain gratifications obtained from media use.

Persuasion involves certain processes o!@ttitude changePsychologists R. E.
Petty and J. T. Cacioppo have created a popular and computerized model to
explain the processes that audience members experience as they are persuaded.
Their Elaboration Likelihood Model of persuasion identifies two separate
”rou.tes to persuasion” or one of two bridges that must be crossed before per-
suasion can occur (Petty & Cacioppo, 1981, 1986b; Petty & Priester, 1994, p. 98).
After other theories of persuasion are presented, the Elaboration Likelihood
Model will be discussed in detail in this chapter.

Following a review, of the research tradition associated with studies of per-
suasion, we discuss the importance of attitudes, emotions, and behavior in the
persuasion process. We then take a look at various models of persuasion,
including models that link attitudes and actions. Finally, we examine recent
directions and future trends in persuasion research. We should point out that
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this chapter excludes most persuasion studies related to advertising messages,
health, political campaigns, and other types of communication campaigns. The
research literature for each of these topics is so vast that we included a sepa-
rate chapter for each.

*

RESEARCH TRADITION

When radio became popular in the early part of the 20th century, psychologists
and sociologists began investigating the persuasive power of mass media. In the
1920s and 1930s, a respected social scientist found that propaganda messages
had had powerful effects upon audiences during World War I (Lasswell, 1927).

In the years between the world wars, several events provided additional
evidence for the power of the media to influence the masses: In 1929 news of
the crash on Wall Street brought nationwide panic; in 1938 Orson Wells's War
of the Worlds broadcast resulted in cases of hysteria that received much publicity;
finally—perhaps most significantly—Adolf Hitler’s rise to power in Germany
underscored the frightening potential for mass persuasion by means of media
communication.

During World War I, researcher Carl Hovland contmned to learn about the
effects of persuasive messages on attitude change through-his study of soldiers
who viewed military training films. Hovland found that the soldiers learned
new information from the films, but the persuasive power of the films in effect-
ing changesin attitudes and behavior was rather limited. Persuasion, Hovland
found, was contingent upon any number of variables that served fo moderate
the effects (Hovland, Lumsdaine, & Sheffield, 1949).

After the war, Hovland continued his research on persuasion at Yale Uni-
versity. His research priority became the identification of the moderating vari-
ables that acted upon the persuasive process. Hovland found that successful
persuasion involved a process of three important steps: (1) listeners must pay
attention to a message, (2) they must comprehend the message, and (3) they
must accept the message. He identified a number of variables that affected the
power of a persuasive message. These included the credibility of the message
source, the type of message appeal (e.g., did it arouse fear or motivate the lis-
tener), the order of the arguments presented (e.g., the different power of one-
sided arguments compared with two-sided arguments), identification of the
audience member with certain groups, and specific personality characteristics
of audience members.

Much of the evidence for powerful and direct media effects during the
early years was not based on the best research designs. For example, little effort
was expended toward measuring people’s attitudes prior to receiving the prop-
aganda messages—a crucial factor in proving that attitude change had actually
occurred due to the propaganda message.

Social scientists continued to study the effects of persuasive messages in the
1940s and 1950s, using more rigorous empirical methods. H. Hyman and P.
Sheatsley (1947) found that to be successful in changing attitudes, persuasive
messages had to overcome certain psychological barriers. Other social scientists

reported that persuasive cam-
paign messages from the media
had little effect on changing
people’s preferences for candi-

election (Lazarsfeld, Berelson,
& Gaudet, 1948).

P. Lazarsfeld and his col-
leagues determined that media
messages served primarily to
reinforce existing attitudes
rather than to change anyone’s
opinion. Media messages did
seem to influence certain mem-
bers of the community who
were respected for their knowl-
edge of current affairs. These
opinion leaders, as the researchers called them, had the personal influence to
change the aititudes of others in the community. Thus, media influence was
described as a fwo-step flow or indirect effects situation in which media messages
influenced opinion leaders who, in turn, influenced others in the community
via interpersonal communication (Katz & Lazarsfeld, 1955).

Through the years, communication scholars have debated the extent to
which mass mediated messages have the power to persuade-audiences. Most
recent research has shown that persuasion is not simply a stimulus-and-
response-type situation, but a more complicated process that emphasizes the
receptivity of the receiver, or his or her willingness to receive the message.

Credibility and likability of a message source
affects the power of a persuasive message.
Source: © AP{Photo/Richard Drew

ATTITUDE, EMOTIONS, BEHAVIOR,
AND PERSUASION

To understand the persuasion process, one must first understand the concept
of attitude. A person’s attitude can be defined as that person’s “abstract evalu-
ation of an object” (Chaiken, Wood, & Eagly, 1996, p. 702). Others have defined
attitudes as “people’s general predispositions to evaluate other people, objects,
and issues favorably or unfavorably” (Petty & Priester, 1994, p. 94).

Whatever the definion, most contemporary research involving persuasive
effocts places much importance on the critical role of attitudes in the persuasion
process. Attitude is viewed as the all-important mediator that stands between
the acquisition of new persuasive information and subsequent behavioral
change. If the new information changes a person's attitude, then behavioral
chané,e is more likely.

What actually causes a change in attitude? What internal processes come
into play? Are people motivated to change their attitudes and behavior to gain
rewards or avoid punishment, or do they make the change due to some other

dates in the 1940 presidential .
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One explanation of this complex process is the theory of cognitive dis-
sonance (Festinger, 1957). The best way to understand this theory is to define
each of its components. We have already learned that the term “cognitive” is
used to describe mental processes or thoughts. “Dissonance” in this case
refers to something being inconsistent. Cognitive dissonance occurs when atti-
tude and action become inconsistent with one another. For example, someone
who is forced to make major dietary changes for health reasons would also
have to make significant adjustments in his or her attitude, especially if the
old way of eating was believed to be a “healthy” diet. According to L. Fes-
tinger’s theory of cognitive dissonance, this inconsistency causes the person
anxiety that must be resolved. The way it is resolved is to bring the attitude
in line with the actions. The new diet is soon believed to be more healthy than

the oid one.

Festinger’s answer to why people come to believe what they say was thus that
inconsistency between what they believe (i.e., their attitudes) and what they
say (ie. their behavior) produces a negative state of arousal that can be
reduced by changing attitudes to align them with behavior. (Chaiken, Wood,

& Eagly, 1996, p- 704)

Recent theorists have hypothesized that the discrepancy between behavior
and attitude is not as important in producing attitude change as is the person’s
perceptions about the consequences of his or her actions (Cooper & Fazio, 1984).

It is indeed plausible that people would be uncomfortable to think of them-
selves as willingly engaging in behavior with undesirable consequences.
Having others think of oneself in this way should also create discomfort.
However, if the role player adopts the advocated position, twould no Ionger
seem harmful to persuade others to-hold the same attitnde. Attitnde change
thereby restores the role player’s self-integrity and produces a favorable self-
presentation as well. These self interpretations thus elaborate and clarify dis-
sonance theory by providing a rationale for the generalization that taking
responsibility for aversive consequences produces attitude change (Chaiken,

Wood, and Eagly, 1996, p. 705).

For another example, consider the person who has been brought up to
believe that homosexuality is horrible. Perhaps the person has carried strong
prejudices toward homosexuals, and has even cracked jokes about homosexu-
als, using derisive names. Suppose such behaviors would not be tolerated in
the person’s workplace, wliere co-workers, clients, or subordinates might be
gay or lesbian. The person may even come to like and respect some co-workers
who have different sexual preferences, adding to the dissonance between atti-
tude and behavior. Rather than continue with absolute intolerance, the person
might ease cognitive dissonance by changing attitudes toward the homosexual
community.

Many social scientists emphasize the connection between attitudes and
emotions or affective components. Persuasive messages that contain emotional
appeals can be powerful. Studies have found that emotions are very important
in the formation and change of attitudes (Jorgensen, 1998).

s

PERSUASION MODELS - »

Zl1r;:;§lzhtl1e yea rba numbejr of fescarcl}ers haw developed vm.'ious models to
pla € persuasion process. Some of the major models are discussed below.
Speqal emphasis is given to the Elaboration Likelihood Model, or ELM, whicl{
provides one of the most comprehensive explanations for perSL,I asive ocess
in terms of mediated communications. ’ processes

., L .
McGuire’s Communication/Persuasion Matrix Model

W. J. IyIcGinre (1985, 1989) introduced a model to explain persuasion effects b

identifying inputs and outputs. Inputs, or independent variables, include th)é
source, the message, the recipient, the channel, and the context o,f the presen-
tation of the message. Inputs are variables controlled by the person orp TOU

attempting to persuade or influence audience members. Outputs, or de eiden};
variables, are variables that fall under the control of the indivi::lual aFL)ldience
fnembers. These variables include exposure to the information; attention to the
n?forfnation; interest, comprehension, and acquisition of n,ew knowledge;
yleldlr}g to the weight of the message and changing the attitude; rememberi(?l ’
of the information and new attitude; retrieval of the informa tion,' the consciou%
dejcxslon to act according to the new attitude; action based u pon’ that decision;
reinforcement of the new behavior; and consolidation of the new attitude. '
o McGuire’s model has several shortcomings (Petty & Priester, 1994). The.first
is its lack of detail regarding the process of actual yiclding to a ne,w attitude. Sec-
?nd, the model assumes that the input and OL‘.tp{lt variables ate sequential : that
is, they must occur in the order lsted in order to have persuasive effecté Yet
more recent research has shown that the variables do not need to be sequeﬁtial
for persuasion to occur. The acquisition or learning and remembering of new
information have been found to be independent of each other and even unnec-
essary steps in the persuasion process (Greenwald, 1968; McGuire, 1985; Petty

Input Variables (Controlied by Communicator)

-~ McGire’s Matrix Model:

 Variables that Affect the Persuasive Power of a Communication Message -

Output Variables (Controlled by Receiver)

Source Message Recipient Channel Context

Exposuré Attention Interest

Acquisition Yielding Memory Retrieval

\ Decision Action

Reinforcement

Comprehension

Consolidation
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& Cacioppo, 1981). For example, a person might acquire and learn new infor-
mation but refuse to change his or her attitude, or a person might conceivably
misunderstand the information, learn it wrong, but still change his or her atti-
tude in the intended way.

Cognitive Response Theory

In an attempt to explain the shortcomings of the matrix model, several
researchers developed the theory of cognitive response (Greenwald, 1968;
Petty, Ostrom, & Brock, 1981). According to this theory, an audjence member
does not yield to a new attitude after simply learning a new message. Yielding
depends upon cognitive responses to the message—or what he or she thinks
about the message. The memory of what is thought about a message is much
more important than a memory of the message itself.

In some cases, however, persuasion has been shown to occur even when
an audience member does not think about the content of a message. Cognitive
response theory could not explain such instances (Petty, Cacioppo, & Gold-
man, 1981).

The Elaboration Likelihood Model

Petty and Cacioppo (1981, 1986a, 1986b) extended the theory of cognitive
Tesponse and developed a theoretical model to explain the processes that occur
when a person yields to a persuasive message. Their Elaboration Likelihood
Model{ELM} explains the process of persuasion by identifying the likelihood
of a person to elaborate cognitively orthink very carefully about a persuasive
message.

The model proposes two distinct routes that may be taken in order for per-
suasion to result: cenfral and pen herall The central route to persuasion requires
much cognitive effort on the part of Fthe audience member in order to judge the
merit of the advocated position or persuasive message. The message recipient
listens closely to what is said, then evaluates the mformatlon in hcrht of past
expenences and previous knowledge. During this process, the person forms
opinions about the message—either favorable or unfavorable—and these play
a major part in determining the success of the persuasive message. For exam-
ple, news reports that cover debates on important national and international
issues Tsually require a great deal of cognitive processing on the part of the
viewer or reader. Whether or not a spokesperson for a particular side in an issue
persuades the reader or viewer to advocate a particular position depends upon
central route processing of the information.

The central route necessitates considerable cognitive effort on the part of
the audience member. As a result, attitude changes resulting from the central
route have shown several common characteristics, including: (1) accessibility,
(2) persistency, (3) predictability of behavior, and (4) resistance to change (Petty
& Priester, 1994, pp. 100-101).

Thetperipheral roiite to persuasion may occur in any number of ways, none
of which involves considerable co gnitive effort. Simple cues in the context of the

message are more responsible for the change in attitude than a purposeful
effort to process and understand information. For example, a relaxing scene by
a calm, crystal blue mountain lake in a television commercial might cause the
viewer to experience a nice, contented mood that becomes associated with the
mountain-fresh scented detergent that is being pitched. The viewer is per-
suaded to try the detergent because the commercial has conditioned a certain
affective response—the nice, contented mood—that is associated with the
product.

The use of experts to pitch particular products is another example of the

peripheral route to persuasion. More doctors use this aspirin. . ., more hospi-

tals use this brand. . . , more dentists recommend this toothpaste. . . , are all
examples of cues used to effectively shortcut the route to persuasion. Experts
are supposed to be correct, the viewer infers; therefore, the message is judged
as truthful and the viewer is persuaded to use the product (Chaiken, 1987).
Another example of the peripheral route, the bandwagon effect, was identi-
fied by researchers for the Institute for Propaganda Analysis in the 1930s (Lee
& Lee, 1939). Audience members were made to believe that many other people
already supported the position of a speaker. They inferred that with so many
people in agreement, the speaker’s message must be true. Such an inference

served as a cue that the message of the speaker was valid, and the bandwagon-

effect occurred (Axsom, Yates, & Chaiken, 1987).

In contrast, persuasion by way of the central route has been shown to be
more successful I Iong-term attitude-change than persuasion through more
peripheral routes. Peripheral routfe persuasion has been shown to be success-
ful in the short ran, but overa period of #ime the strength of the peripheral cues
weakens. A person’s mood and feelings may change, for example, or cues are
no longerassociated with certain messages. Peity and Cacioppo (1986a) found
that in terms of resistance to attack and durability, attitude changes that
occurred” thfbugh the peripheral route were much weaker than those that
occurred through the central route.
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When the likelihood for elaboration is high (e.g., when
the message has personal relevance for the audi-
ence member, when there are few distractions), a
person is motivated to listen to the message, men-
tally process, and evaluate the information. Periph-
eral cue variables are likely to have less impact in
such a situation.

Wien the likelihood for elaboration is low (e.g.,
when the message has low personal relevance or
there are many distractions), the importance of

@lﬁral variables increases significantly. Under

such circumstances, the audience member is not
likely to be motivated or able to process the mes-
sage with careful thought.

When the likelihood for elaboration is moderate
(e.g., when the audience member has some knowl-
edge of the issue but uncertainty about its personal
relevance), the recipient may evaluate the context
of the message to determine whether the message
should be processed. A contextual component
would be, for example, the credibility or the attrac-
tiveness of a source.

/
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In summary, as the likelihood of mental elaboration (careful processing of

a persuasive message) increases, the central route to persuasion is dominant.
As the likelihood of mental elaboration decreases, the peripheral route to per-
suasion becomes more important in the persuasion process.

Variables that Motivate

The strength of the central route to persuasion has led researchers to exam-
ine the variables that motivate a person to think carefully about a message. One
of the most important of these variables is that of personal relevance of the mes-
sage (Brickner, Harkins, & Ostrom, 1986; Leippe & Elkin, 1987; Petty, Cacioppo,
& Haugtvedt, 1992).

Two important studies illustrate the strength of the personal relevance vari-
able. Petty and Cacioppo (1979b) told one group of undergraduates (high personal
relevance group) that their university might start requiring each senior to pass
a qualifying exam in his or her major subject in order to graduate. Another group
of students (low personal relevance group) was told that a distant university was
considering such a policy. The two groups of students then heard one of two
radio editorials {either a strong argument or a weak argument) advocating the
new policy. The researchers found that the high personal relevance group
processed the messages more carefully than the low personal relevance group.
As a message increased in personal relevance to the audience, strong arguments
became more persuasive and weak arguments becameless persuasive.

The other study, by R. Burnkrant and R. Unnava (1989) found that personal
relevance could be increased by simply using the second person pronoun
“you” rather than the third person pronouns “he” or “she.” Those who received
messages containing “you” were shown to listen and process the information
more carefully. Like the other study, as the message increased in personal rele-
vance to the audience, strong arguments became more persuasive and weak
arguments became less persuasive.

Researchers have identified other variables that provide the necessary moti-
vation for a receiver to think carefully about a message. One of these involves
formulating a question rather than making an assertion in a message to provoke
more thought processing on the part of the receiver (Howard, 1990; Petty,
Cacioppo, & Heesacker, 1981; Swasy & Munch, 1985). For example, the famous
soap commercial does not make the simple assertions: “Use Dial. Everyone
should.” Instead, it asks, “Aren’t you glad you use Dial? Don't you wish every-

-one did?” Another variable is that of using several sources rather than a single
_one to present arguments (Harkins & Petty, 1981; Moore & Reardon, 1987).

“Peripheral Cue” Variables

A number of variables have been shown to affect the persuasion process by
means of the peripheral route. According to R. E. Petty and J. Priester, a periph-
eral cite can be defined as “a feature of the persuasion context that allows favor-
able or unfavorable attitude formation even in the absence of an effortful
consideration of the true merits of the object or issue” (1994, p. 106). As the like-
lihood of mental elaboration (careful cognitive processing of a message)

decreases, peripheral cues become more i
: ” potent. Petty and Priester (1994)
reviewed the research findings to identify several variabl i
es that -
ple cues. These included: i @ A Wi

- The likability or attractiveness of the message source.
. The credibility of the source.
. The number of arguments the message contained.
. How long the arguments were.
. How many others were perceived b i i iti
y the viewer ko agree with the positio
also known as the bandwagon effect. & : P "

Gk WN -

The Role of Variables

For persuasion to occur, three factors must be present. A source must deliver
a persuasive message to a recipient. Variables that affect the persuasion process
may take on different roles and impact any of the three factors.

] Source factor variables would include characteristics such as the attrac-
tiveness or credibility of the source. Research has shown that such variables
serve as peripheral cues when the likelihood of elaboration is low, but are not
as important as the quality of the argument itself when the likelihood of elab-
oration is high (Petty, Cacioppo, & Goldman, 1981). Research has also shown
that suc.h variables either enhanced or weakened the likelihood for persuasion
depending upon the strength of the argument (Moore, Hausknecht, & Thamo—r
d.aran, 1986; Heesacker, Petty, & Cacioppo, 1983; Puckett, Petty, C’acioppo &
:nlscll-ner, 1983). An attractive or expert source made a strong a.rgu;:nent stront’ger

more persuasive, but the same !

SN priinriied ¢ s type of source made a weak argument
i Varia}bles that could be considered message factors would include all the
?nformahm.xal iterns included In a message. When the likelihood for elaboration
is low, the informational items in the message serve as peripheral cues. When
the likelihood for elaboration is high, the items are processed carefully a-md are
not mefely peripheral cues. Research has shown that the addition of weak argu-
ments in support of a position for each of the low and high ELM conditions
results m a différent outcome. When informational items are peripheral cues
the adc.imon of weak supporting arguments makes persuasion more likely, bué
when mfo.rmational items are evaluated cogently as arguments themseives
weak additional arguments are less likely to affect persuasion (Alba & Mar-,
morstein, 1987; Petty & Cacioppo, 1986a). -

An example of a recipient factor would be a person’s mood at the time the
message is received. An experiment by Petty, Schumann, Richman, and Strath-
man (1 9_93) revealed several ways in which the recipienf’s mood iﬁlfluenced the
persuasion process. Participants saw a product advertisement while Watching
one of two television programs, either a pleasant situation comedy or 2 neutral
docx}r{lentary. In the high involvement or high elaboration likelihood condition
participants were told they.could select a free gift afterward from several brands’
of t}!e product in the commercial. In the low involvement or low elaboration
h%cehhood condition, participants could select from several brands of another
kind of product than that depicted in the commercial. The study revealed that
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viewing the pleasant program not only made people evaluate their own moods
more positively, but it made them evaluate the commercial product more pos-
itively as well. This was true for both the high- and low-involvement condi-
tions, though it must be pointed out that more positive thoughts about the
product were generated when the elaboration likelihood was high rather than
low. Generally speaking, mood tended to affect a person’s attitude directly
when involvement (elaboration likelihood) was low, but when involvement
was high, the effect of mood upon attitude depended upon the number of pos-
itive thoughts generated.

Recent ELM Research

In recent years several studies and integrative chapters have increased our
understanding of the elaboration likelihood model. A team of researchers found
a sleeper effect when a commmmicator elaborated on ideas included in an initial
communication (Priester, Wegener, Petiy, & Fabrigar, 1999). The sleeper effect
occurred whenever persuasive influences increased rather than decreased with
the passing of time. Two other researchers provided an ELM approach to exam-
ining persuasive processes in the modification of attitudes due to aspects of
identity or self-concept (Fleming & Petty, 2000). And the ELM approach has
been used to argue that persuasion is influenced by matches in a person’s atti-
tudes, identity, and self—sg:he_ma (Petty, Wheeler, & Bizer, 2000).

MODELS THAT LINK ATTITUDES AND ACTIONS

A large body of persuasion research has addressed the connection between a

person’s attitude and his or her actions or behavior. Whether or not a person
changes his behavior to come into line with a change in attitude depends upon
a number of factors. Most of these factors are related to particular situations or
the person’s disposition (Ajzen, 1988). :

Scholars have developed two general purpose models that serve to explain
the process that links a new or changed attitude with appropriate action or
behavior. One model holds that behavior is a result of thoughtful reasoning; the
other proposes that behavior is more spontaneous and is activated automati-
cally. These two models are called, respectively, the reasoned action and planned
behavior model and the automatic activation model.

Reasoned Action and Planned Behavior

M. Fishbein and I. Ajzen introduced the reasoned action and planned behav-
ior model with the assumption that “people consider the implications of their
actions before they decide to engage or not engage in a given behavior” (1975,
P- 5). The model hypothesizes that people make the decision to behave or not
to behave in a certain way based upon two criteria. The person’s attitude

“engages in a particular behavior, he or she carefully weighs the personal advan-

tages or disadvantages of doing so. If engaging in the behavior comes at a cost,
that cost is considered and carefully weighed against the perceived benefits of

“engaging in that behavior.

Ajzen (1991) revised the model to include the notion of planned behavior.

In addition to basing intentions for action upon attitudes and the behavioral
“norms of others, the expanded model reveals that intentions to act are also

based upon the perceived control the person has over the behavior.

~ Automatic Activation

" The automatic activation model proposes that behavior follows automatically

whenever an attitude comes to mind. The process is spontaneous and does not

" involve any extended reflection or reasoning on the part of the ind%vidual. R.H.
- Fazio (1990), the originator of the model, offered two conﬁngent‘arcums’fances
" that allow attitudes to guide behavior automatically: (1) if there is spontaneous

access to the attitnde whenever the object of the attitude is present, and (2) if

" the object is perceived according to the attitude (if the attitude is favorable, it

is perceived favorably; if unfavorable, it is perceived unfavorably).

RECENT RESEARCH AND FUTURE TRENDS

As we mentioned in the introduction to this chapter, the research literature
related to the effects of persuasive media messages is so vast t-hat we inc}ude
separate chapters for the domains of advertising, health, pohtxc?l campaigns,
and other communication campaigns. In this section we identify additional
important research in recent years that has advanced our theoretical under-
standing of persuasive media effects. )

W. Wood (2000) reviewed recent research on message-based persuasion
and identified different types of motives that produce attitude change or resis-
tance. Research studies on these motives have examined the functions of atti-
tude, sometimes using cognitive dissonance theory as a basis for investigation.

Gender differences and emotions and their influence in the persuasion
process have also interested researchers. M. Burgoon and R S. Kh'ng?e (1998)
reviewed research on the importance of gender differences in persuasive com-
munications. They argued that, generally, men are more persuasive and
women are more persuadable, but the sex of the communicator and the strate-
gies of the persuasive message are important determinants. As for the con-
nection between emotion and persuasion, P. E Jorgensen (1998) dlSFuSSEd the
importance of emotions in the formation and change of attitudes in the per-
suasion pProcess. o

The link between attitudes and persuasion has received attention in recent
years. Petty and Cacioppo (1996) surveyed the different theories related fo per-
suasion and chanees in attitudes and beliefs. D. R. Roskos-Ewoldsen (1997)
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accessible from memory are more likely to influencea persox;'s recep:cc;?vc;f rx:;ar:
ious messages. He also proposed a moddel to demsi??t;rate the trans
i ip between persuasion and attitude accessibility. ) d

nonﬁq:he future, };’)ersuasion researchers will continue to 1dent1fy1 ani Cfit;dc)é
the many variables at work whenever persuasive messages readc Ediﬁdual
members. The important influences of individual athtu;les an ndividue]
emotions on the power of persuasive messages appear to be especxces_‘;r

nating in our ever-increasing understanding of the persuasion process.

SUMMARY

i i icati ines the process of attitude
on research in mass communication examines the e
lc)ﬁ:i\ézsiln audience members and the modification of behavior based upon atti
de change. Persuasion is an intentional process. )
™ eReseargch on the persuasive power of mass media began in the 1920s and
1930s when radio and films were popular. Harold La.sswell fouf\d that &rc‘)/sa-
ganda messages had had powerful effects upon audle:lces durmgf th\}:or o ie::
i i i tial power of the media:
. ral events provided evidence for the mﬂuer’l ' :
i\eive;r f)f the Wall i:S,treet crash in 1929, Orson Wells's War of the Worlds radio

broadcast in 1938, and Adolf Hitler's rise to power in Germany. During World

War II, Carl Hovland found persuasion was contingent upon any number of
mOdI?Ii)awg;Edv ?gjl:clleffxa't successful persuasion involved three steps: (1) listen-
ers must pay attention to a message, (2) they must co‘fnprehend :hzoxln;recs:aéleé
and (3) they must accept the message. The credibility of the*u;s;a;ﬁﬁcati;n e
type of message appeal, the order of the arguments presented, 1 alein ieation of
the audience member with certair groups, and specific persorn dity chara cte
istics of audience members all affected persuasive power of media messag i;‘
In the 1940s and 1950s, persuasion was stud.le‘d using more rigorous exn]‘J1 -
ical methods. Hyman and Sheatsley fouzlhd ;ha? aatltx:;uaffi ecilsarlgz éeﬁe[ifazsfdd
i ges to pass over certain psychologic . z and La :
?;ec;’?)is;iisdia iII:ﬂuence asa two—sIZep flowor inflirect e.ffects smeﬁho; in r;vnhxﬂcll;
media messages influenced opinion leaders w‘/vh? in turn influenc d(‘)h esrs; inthe
community through interpersonal communication. Recent resea.rt-u tia hown
that persuasion is not simply a stimulus—and—respo'ns.e—type situa 'on; ut &
more complicated process that 'er‘xiphasizes'&}e receptivity ofttlile ref;glzle - Most
contemporary research places considetable 1mportance.ond e Sn C Lol o
attitudes.in the persuasion Vprocesi,}.l Atntudeis c;r; bftsdt;f;:ieis :zesp;(‘)/% e g m
. i itions to evaluate other people, objects, 1 is i
fll:flagf)iiﬁy})ﬁ’s lzzttitude is the mediator between the acquisition of persuasive
i i d behavioral change. . )
uﬁoﬁcaGh\?irr‘ez’ig model explained pgersuasion effects by ident}fymg mput?1 (\éa;.
ables controlled by the persuasive source) afu‘:l outputs Fvanablefs cc{o:ﬂ;rlo ee ard)f
audience members). The model has been cnhf:lzed for its lacko E a trhgt o
ing the process of actual yielding to a new attitude and its assumption
input and output variables are sequential.

The theory of cognitive response holds that yielding to persuasive mes-
sages depends upon audience members’ cognitive responses to the messages.
The memory of what is thought about a message is much more important than
a memory of the message itself. Cognitive response theory does not explain
instances when persuasion occurs even when an audience member does not
think about the content of a message.

Petty and Cacioppo’s Elaboration Likelihood Model (ELM) extends the the-
ory of cognitive response and explains the processes that occur whenever a per-
son yields to a persuasive message. It identifies the likelihood of a person to
elaborate cognitively or think very carefully about a persuasive message.

The ELM proposes two distinct routes—central and peripheral. The central
route requires much cognitive effort. Attitude changes resulting from the central
route have shown several common characteristics: (1) accessibility, (2) persis-
tency, (3) predictability of behavior, and (4) resistance to change. When persua-
sion occurs by means of the peripheral route, simple cues in the context of the
message, the use of experts to pitch products, and the bandwa gon effect are more
responsible for attitude change than any considerable cognitive effort. As the
likelihood of mental elaboration (careful Pprocessing of a persuasive message)
increases, the central route to persuasion is dominant. As the likelihood of men-
tal elaboration decreases, the peripheral route to persuasion becomes more

important in the persuasion process.
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- nejistoty a mén&cennosti (»worthlessness"). Tyto pocity, pozitivni i negativni, setr-.

vavaji a utvdfeji u lidi jejich pozdgjsi zkuSenosti s ustavovanim kongruence mezi
‘jastvim, chovénim a postop a chovanim druhych lidi via&i nim, vytvafi se tendence
ke kongruenci s _]C_]lCh pocity. JestliZe se u n&koho vyvinuly negativni pocity viéi
" sobé samému, bude’ pntahovan lidmi, kel maji vii¢i nému negativni pocity a ne-
vganvm chovam Ochranné mechamsmy jsou uZivany jak osobami s ‘nizkym, tak

is vysokym scbehodnocemm expenmenta]ne je prokézéno, Ze osoby s vysokym - .
sebehodnocenim se. bréni negativnimu hodnoceni jinych osob lépe neZ osoby s niz-

kym sebehodnocemm Tyto tendence ke kongruenm jsou funkci emoci, které nemaji
kognmvru aspekt a jejichz fyzmloglcka baze zplsobuje, Ze jsou rezistentni k modi-

~ fikacim: ,,v jistém rozsahu Je Clovek. iracionalni bytosti ovladanou uritymi emo- -
‘cemi, ne zcela l\ontrolovatelnyrm“ (Secord a Backman) Osoby s pozitivnim cité- .

~'nim vadi. sobd samym si budou také atribuovat pozmvm rysy, jako jsou inteligence,

ohleduplnost, respon21b1hta atd Secord a Backman zduraznu31 v souvislosti s touto

tematikou stabilizujici efekty socnalm struktury, nebot stabilni soc1alm struktura. o
L vytvan také podmmky pro kongruenm a to dvéma zpusoby 1. rizné role individua .~
- urCuji chovéni ostatruch viiéi nému, a to  Praveén ve smyslu kongruence ‘2. Elenstvi ve -
skupmé zabezpeduje, e Jedmec bude nejcastejl komunikovat s Cleny, ktefi hokon-

gruentné wdefinuji®, a zabezpecup tak, ‘Ze _]eho chovéni bude kongruentm s jeho ja.

K problematncc monvacm funkce ega se vys]ovxh takcA Bandura aR. H. Wal-
ters (1963) pro néZ je to predevsun problém sebekontroly, ato prostredmctvun
' j,,vmtrmho moralniho- cmltele“ ktery plsobi zase prostredmcwlm pociti viny
a studu jako ,,mtermch sankci®., ‘Stud je reakci na aktudlni nebo anticipované
* dezaprobace. Poc1t viny rezultujc z negatwmho sebehodnoceni, z odchylky od in-
_ternalizovanych moralnich standardii, které plati v referengnich skupinéch. Podle

obou autort to jsou ve viech kulturach zvyky, pozadavky a tabu, které jsou zdro-- -
’ _]El’Il sebekontroly Taje mskavana dvema zpusoby 1. ucemm na zékladg modelu

a 2. zpeviovanim. Pfitom platl ;
— rezistence vaci pokuseni vyviji klasické podrmnovam emocnich reakm
— zvyk reagovat autopunmvne je. vysledkem instrumentalniho podmmovam

Konzistence moralniho _]ednam je zprostredkovana dvéma nezavislymi gra- . -

~ dienty generahzace jeden reprezentuje situace, resp. situaéni elementy, které jsou

spole¢né (majinéco spo]ecneho) druhy reprezenmje generalizace zaloZené na ver-
balnim oznacovéni (napf. abstraktm oznaleni urité udélosti jako spravedhve ha--
nebné, ob&tavé apod.). VB & mensi rozsah sebekontroly lze vysvétlit diskrimi- b
nativnim u&enim- v-.détstvi (;,preciznim -diskriminativnim tréninkem"- rodi¢d .
uplatnovanym viigi ditéti). Clovék tak od détstvi ziskava vEtSi & mensi rezistenci
'viigi deviaci od spolecenskych standardi, v jejichZ osvojovéni byl ,trénovan” ro-.

' dmnou vychovou K sebekontrole viak patfi také schopnost regulovat své jednani,

, e s

resp. byt motivovan i v Zase: vzdalenyml odménami (ofekavani odmény, Easové

vzdalene cxle) Sebekontrola je zaloZena na ,,dlsmphnarmch mtervenmch“ ktere

’I.‘

map Loreny v ,,dxsc1phnovan dltete rodxcx

POSTOJE

- Nekenetny

Polem pOStO_]e vnesh do socxologle a soc:lalm psychologle W. J. Thomas a F. Zna—
niecki (1918-1920) svou rozséhlou pracio polském rolnikovi y- Evrop€ a v Ame-
rice. Jejich definice postoje se sice neujala, ale Je_uch pojeti postoje bylo v pod-

 stat§ pfijato: posto_] chépali jako ,,individudlni prote_]sek spoleCenské hodnotv
- a hodnotou to, co je ,,objektem spolefensky dialeZitym®. To je dalo by se fici kla-
e sické pojeti pOStO_]C jako vztahu &lovéka k hodnotdm, které zpfesnil G. W. Allport
©(1935):",,Postoj je mentalni a nervovy stav pohotovosti, organizovany zkusenosti,
:VyVI_]e_]ICI direktivni nebo dynamlcky vliv na odpovédi individua viici viem ob-
- jektim a situacim, s nimiZ% je v relaci.” Tato definice viak vnesla do pojeti postoje
+ . jisté nedislednosti, které spogivaly zejména v tom, %e postoje byly sméSoviny

8 motwy Ve skutenosti viak, jak prokazal jiz R. T. LaPierre (1934), mezi posto-
jema odpov1dajlclm jednanim miZe existovat rozpor; lidé nejednaji vZdy v sou-.

" hlase se svymi posto_u Podle Th. M. Newcomba (1950) zasadni rozdil mezi po-
“stojem a motivem spo&iva v tom, Ze postoj determinuje zpisob. jednani, kdeZto -

vowe

-motiv je pfiCinou jednéni, vyjadiuje jeho psychologlcky smysl. Podle Newcomba
nicméng ,,postoj je pohotovost k aktivaci motivu* a postoj sdm lze pak definovat
“takto: ,,Postopm individua via&i n&jakeé véci chapeme jeho predispozici viiéi této
* v&ci jednaf, vnimat, myslet a citit.” Av3ak také tato definice postoje nevyhovuje,

je velmi poviechnd, a nevyhovuje tak nejen teoreticky, ale ani vyzkumné praxi,
kde vznika otézka, co vlastné méfeni postoji m&i. A to je velka nevyhoda, nebot

" . ,;méfeni postoji se stal.o hlavni americkou Zivnosti* (D. Krech, R. S. Crutchfield
~a E. L. Ballachey, 1968). Uvedeni autofi rozsihlé uéebnice socidlni psychologie

chdpou postoje jako ,.trvalé soustavy pozitivnich nebo negativnich hodnoceni,
emocionalniho citéni a tendenci jednani pro nebo proti viiéi spolecenskym ob-
jektiim*. Mit viigi n&&emn postoj znamené zaujmout vici néjakému objektu, jimZ
miiZe byt cokoli (v&c, udalost, idea, bytost atd.), hodnotici stanovisko. V duchu

~ tohoto pojeti jsme oznaéili postoje jako ,.hodnotici vztahy* (M. Nakonecny, 1970).

Kognitivni procesy ndm pfinaSeji poznatky, v emocich proZivame jejich vyznam
a v postojich, které kognitivni a emotivni aspekty psychiky integruji, zaujimame
vigi-objektim hodnotici vztahy, tj. pfifazujeme jim urCitou hodnotu, jevi se nam

Py

. vurdité mife Zadouci nebo ne¥4douci, dobré nebo Spatné. V tomto smyslu vyme-
- znje po;em hodnota C. Kluckhohn (1951): ,,Hodnota je. exphmtne nebo impli-
- citn& pro individuum nebo skupmu charakteristické pojeti Zadouciho, které ovliv- -
“ . fuje volbu zpiisobi chovini, jeho prostfedka a cilii.* To JE ovsem uz§i pojeti



I8 Odr:;h Kluckhohn (m T. Parsons a E. A. Shils, 1962) ptijal pozdgji toto irsi po-
p 0£ on z&asti, setrval viak u svého komplexmho pojeti hodnoty, které odpovida

g anovam urditého objektu, nebo symbolu tohoto objektu uréitym zptsobem.

-

odnocem Lomplexmho procesu, v némZ Jsou, - jak jiz bylo naznadeno, inte-
< ! ;11 ﬁﬂy kogmtlvm emotivni & konatlvm slozky psychlky Slovy vyjadfené hod-

» J 05 kogmﬂvm a konativni slozky tohoto vztahu..
2
y

Pt dovolu;e Napr ocitne-li se osoba, viéi niZ ma subjekt pozitivni vztah (po-

{/,75 ]; fi» - napt. kdy? projev-takové pomoci je pohtlcky nebo anak riskantni nebo

v ysetrovatel Jemuz je Vysetrovany ne_]ak sympatlcky, se miize pokusxt po-

o
}&7, wewe

,l‘orfake pOStO_]e vytvarep system propojenych vztahi jako pO_]lle, ale na rozdil
d
A 597

"rﬂl g

g{ 4gsti na pohtlckych mamfestacmh této’ strany

mﬂﬂl’

oty _[&kO neceho pozmvmho v SirSim po;eu lze hovont io negatlvmch hod—:i _

bf’ t} 5 ;snému prevazupcunupoletxkomplexnostl ostoje: »Zadouci** vyjadtuje afek- -
L 655 P ] ‘

) 00 Po;eu kognitivni a volba (,,selectlon %) konativni slozku hodnoty (postoje). . ..
s mto smyslu pak precizovali pojem postoje D. Katz a E. Stotland (in: S. Koch,
2/ 0 ): ,,POStO_] mbZe byt definovin jako tendence nebo predwpomce individua

o i 4ovani spociva v piipisovani vlastnosu které mohou byt umistény v kontinuu
0&; ua-nezadoum ‘nebo-,dobry—Spatny* POStO_]C jsouv tomto smyslu produk—“

{0 af se pak oznacuje jako" minéni, pevné vytvorene zafixované hodnoceni jako o
194 edcem Oboji je vic neZ pouhé védéni, vyjadiuje subjeknvm vyznam ob-
f”g pro subjekt hodnocem coZ poukazuje na to, ¥e dominantni funkci v hod-
&14 i maji emoce. Kolem emocionalniho jadra hodnocem (postolu) se orgam— ,

j Ora byl jiZ naznaéen vztah postojii a _]ednam obecne lze ¥ici, Ze pOStO_)C de-
5 i zpiisob Jednam resp. jsou konzistentni se Zpusoby Jednam pokud to si- .

l}ﬂa v nejake nouzove “situaci a je-li Sl]b_]ekt dostatecne motivovan k. Jednam o
ttoJ éscpmmu pomoc bude se snaZit ji tuto pomoc poskytnout AvSak je zndmo,
» ftﬂ d@ nechavajl Ve stychu isvé pratele kdyZ situace. nedovolu_]e aby jim po- =

o hrozi, Ze bude potrestin. Z téchze dirvodit neémusi vefejné vyslovene mi- -
[Jf’? (aké vyjadrovat skutecny POStoj subJektu Proto _]SOU respondenu dotaznikd -
g Zlchh k méFeni postojii anonymani. PostOJ tedy zaklada ur&itou konativni po--

510‘) oSt; jejiz reahzace M pnslusnem jcdnam v§ak zdvisi na sxtuacmch podmm—“ »

out mu nenapadne nebo tajné pomoc, _]est_hze to okolnosti dovoluji. Jestlize '~
dOVO]UJl sympatie’ zlistdv4, ale miZe se projevit jen vlidn&jsim zachézenim,
‘ oﬂ gdne se nemiusi projevit’ vubec Zda je vysetrovancmu poskytnuta pomoc, &

: 7;ff’ {i, zavisi oviem také na postop vysctrovatclc k vySetfovani, ke spravedlnostx'

stému pojmi, kde se up]atrmp loglcke relace, se’v systému postoji uplatnup R
psychologwke W. Herkner (1991) navrhl aby se rozlifovalo mezi ,,postop
vam‘ a ,,postoji k podnetu nebo k pojmu’; nebot s. obojim jsou qucna od--

¢ ocekavam a odli¥né souvislosti: napf. pozitivni postoj k pohﬂckcmu pro- .
‘9;1911 socidlngédemokratické- strany miiZe byt sp01en s negatlvmm pOStO_]CIIl o

druhé strane Je vsak nutno uvazovat take vliv Jednam na postOJe zejmena' . 3
af man. (1956)1_@ o

. prokizal zmnu postojit provézejici zm&nu pracovni role u priimyslovych d&lnfki:

jejich postoje se ménily ve sméru jejich nového pracovniho zarfazeni a v pribéhu

~ . Casu se tyto zmé&ny zvétSovaly. Lieberman je méfil na ,,promanaZérskych posto-

jich®; ti, ktefi se stali pomocniky mistrii, zvySovali své sympatie k',,manaZérské

B pozici“ a ti, ktefi se stali pomocniky ve. skladu, pfizpasobovali své postoje této

pozici. D. G. Myers (1993) to vyjédfil nasledujicim grafem a vyrokem: ,,Kariéra, -

_ R kterou si zvolili, ovlivnila nejen to, co Cinili v zaméstnéni, ale take chch pOStO_]C
= vyvmuh postcgc odpov1dajxc1 _]C_]lCh nove roli. : {

procento
promanazerskych

'APOSTOJU B T —_— Ap‘omocm’ci ve skladu
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%0 - o ' S
a0
70 .
60
50°
40
30 )
20

‘10

[ pomocnici mistrii

: pred . po - po
o : © zménou . 1 roce - ’ 2-3 letech

o

Zmeny v posto_uch odpov:dajlcx nové pievzatym rohm (podie D. G. Myerse, 1993)..

| Podle D Stahlberga aD Freye (in: W. Stroebe M. Hewstone adal§i 199’7),

vvvvvv

s

plodné, nebot byly pnhs globalni a nediferencované. Proto pozdgj3i autofi navr-

~ huji, aby byla otdzka téchto vztahi postavena jinak, napf. ,.Za jakych podminek

stava souvislost mezi postop achovanim?, ,,Které jiné faktory urcuji t€snost sou-

 vislosti, jestliZe byla nalezena?“ a ,,Kterymi prostfedkujicimi proménnymi oviiv-
" Huji postoje chovani?* D. G. Myers (1993), ktery problém vztahu postojit a cho- .
' © véni Siroce diskutuje a dospiva k oboustranné zavislosti obou téchto promé&nnych,
- soudi; e mySleni nds privadi k akel, ale také akce nés pfivadi k mySleni; kdyZ
-+ néo &inime, rozvadime ideu Cinu, za ktery se citime odpovédni, a to, co jsme uci-
o mh pokladdme za spravné a spravedlive. Podle Myerse pak tii teorie vysvetlup
- pro€ nale akce ovliviinji naSe postoje:

~ teorie sebeprezentace fikd, Ze lidé ,monitoryjici své chovam d@)ufﬂjl Ze uéini dob- -
ry dolem a budou adaptovat sve p" ( jb%" & %%oi&x&mﬁﬁ s jejich akcemi;



T teone dxsonance vysvétlu_;e zmeny pOStO_]u t1m ‘Ze pomtupme napetl kdyz _]Cd- ‘
name Vv TOZporu se svyxm postop a abychom ji redukovah, svc chovam vnitingé -

: .ospravedanJeme ' . : /

-~ teorie sebe-percepce Tikd, ze cmlme uréité mference kdyz pozorujemc své
"'v]astm chovam a kdyz _]SOU nase postOJe kfehké nebo obOJetne ocitame
B v pozici vneraho pozorovatele sebe samych, ,,oduvodnu_]eme si své cho-

~vini, abychom “se nedostah do vmtmlch rozporu (mference pnslusneho‘: L

posto;e) ,
L Ajzen aM. Flshbem (1977) ucmlh pokus vysvetht vztah mezi postop a cho—

-vénim na zakladg empmckeho rnatena.lu a vyjadnll tento vztah nasledujxcun;

- 'vschemalcm -

| Minéni osoby, se chovam: po?ede»
k- urgitym vysledkum a jeji zhod-.
noceni lechlo vyeledku '

8 A

' postoj k chovéni

relativni dileZitost
postojovych a.nor-
mativnich rozvah

chovéni

"Minéni osoby, Ze jisté osoby nebo

skupiny oZekdvaji, e by méla, resp.

neméla toto’ chovani uskuteZnit, | SUTS o

ajeji motivace spinittoto ofekdvani. | - o " (podle Stahiberga
: : : o : : : e aFrcye,_1992)‘

subjektivni norma '

Y

Tato teorie (,,theory of reasoned actxon —. ,,zduvodnene akce 9 vychazx jak na-

znaCuje. schéma, z vnitini mterakce vlastni tendence subjektu kuréitému cho-
vani a socialniho tlaku na toto chovani niebo proti nému. Vysledkem je postoj -

- k vlastnimu chovéni a vyznam predchizejiciho srovndvéni, které ma povahu

wewe

_rozhodovam mezi vnitinim a vn&j¥im tlakem, To pak vede k umyslu chovéni .
provést, &i nikoli. Pokud se motivace tyce, vystupu_]e zde ve dvou smérech, které - -
-+ lze chépat jako vektory je to motivace vlastniho chovani (napf. navazat kon-

~ takt's ur€itou osobou) a motivace pOdI‘Oblt se postoji vztaZznych osob a skupm
=" (napf. ,co by tomu Fekli rodlce“) To miize vyvolat konflikt apetence—-averze.

Rada. emplrlckych nélezi tuto. teorii ‘potvrdila, jiné v¥ak poukazuji na ne- -

uplnost promermych s nimiZ operuje. Stahlberg a Frey uvadgji nasledujici pfi-

- klad této teorie: Osoby budon vykazovat aktivni Setfeni energii, jestliZe v&fi, -
Ze zaprvé Setfeni energii povede s velkou pravd&podobnosti k pozmvmm dii-

wav

‘sledkiim, jako naprt. k za31§tem ZdI‘O_]u energie pro pfisti generace, resp. s ma-

- Jou pravdcpodobnostl k. neganvmm disledkiim, jako jsou $kody na Zivotnim .

~ prostfedi (postOJove komponenty) a Ze zadruhé pfatelé, rodina a kolegové jsou

toho mingni, Ze by méli Setfit energii, a jsou ‘posléze motivovéni chovat se zpli-

sobem, ktery odpov1da ocekavarum vztaznych osob (komponcnta subjektlvm
s ‘normy) ‘ ‘ . : : =

Podlc W Herknera (1991) vystupu_u dlskrepance mezi posto_]l a chovamm

| Jednoduse proto Ze chovani je zvislé na naudenych a/nebo z jin€ho duvodu vy-

tvofenych ant1c1pacxch dusledki chovani (odmény a tresty); proto mohou vystu-
povat diskrepance mezi postoji a zplisoby chovéni. Ty mohou podle jinych autortt

' yystupovat i proto, Ze mohou existovat rozpory mezi postoji a potfebami, napf. je-

dinec ma odpor ke kradcmm ale jestlize dlouho hladovi, miZe se pokusit ukrast

néjaké ]1d10, Vv nouzoveé situaci -vibec se &lovek miize vzdat celé Fady svych pi-

: vodnich posto_]u coZ mize znamenat jen _]C_]lCh docasnou zménu. U lidi, u kterych

je chovéani zamereno vyhradne na vn&jsi zpevnéni,.a u nichZ tedy neni vyvinuto

_ '~‘sebetrestam za inkonzistentni chovani, bude postojové diskrepantni chovéni vy-

o stupovat velmi &asto, nebot je situaind podmmene (W. Herkner). Tlak na postoj

mohou tedy vyvijet Jak vnitfni stav individua (potfeby), tak i vnéjsi. okolnosti (za-';.:: =

brany vyJadrovat pred nekteryrm lidmi své skuteéné postoje nejen v{i&i nim, jest- i
liZe je na nich subjekt zavisly). Typickym pnkladem takové diskrepance je licho-

- ceni (mgracmce) osobim, jichZ si subjekt ve skute€nosti nevazi, ale od nichZza :
to odekava odménu Je-li postoj sﬂnéjm neZ vog&jsi tlak (SUb_]CkUan norma), bude . -"
“chovéni zaviset vice na postop k chovam a intenci, a naopak (ve smyslu teorle

,uvaZeného jednani ani").

Vnitini skladba postoje: Jiz zde bylo poznamenano 7e kaZzdy postoj md tfi .
komponenty, kognitivni, emotivni a konativni (snahovou). Jedna z nich maZe byt
dominantni, ale obvykle jsou vyviZené: dominuje-li kognitivni komponenta, ho-

- vofime o smySleni, dominuje-li ‘emotivni komponenta, oznafuje se to slovem
~‘sentiment. M. J. Rosenberg a C. . Hovland (in: C. I. Hovland a M. J. Rosenberg,

1960), ktefi vytvofili jednu z teorii postoje, vyjadfuji jeho ynitini skladbu nasle-
dujicim schématem. Postoj je zde chdpén jako konstrukt, jeho komponenty Ja}\oJ
hypotetlcke konstrukty odvozené z pojeti postoje a jeho pozorovatelnych projevi :
(postoj je chdpan jako ,,prcdlspozme odpov1dat na urditou tfidu stimuld uréitou

“tiidon odpovedl“)

méFitelné nezavisle -7 intervenujici proménné - -méfitelné zdvisle proménné
proménné’ ‘ B ' ;

reakce sympatického ner-

afekt < vového s_yst.ému

verbalni vyjadieni emoci

podnety

(osoby, situace, soc:lalm, ] T o
problémy, socidlni sku- - }=—®1 postoje - kognice :
piny a ostamni objekty : | - gy \
postoje) .

vnimani
verba]m vyjadfeni minéni

. poiorovatelné Jednini,
chovéni / | verbalni vyjadfeni vzta-
| hujict se 'k jednsni




L stoje vi, jeho poznatky o objektu postoje. -
3’,- Emotivni (afektivni) komponenty zahmujl emoce, ktere objekt posto_]c v sub-
Jektu vyvolava (sympam antipatii, hnév atd.).

- Konativai komponenty (behavioralni predlspozme) Vy_]adl’lljl snahu ¢i pohoto-_

- vost chovat se vii¢i objektu postoje urcxtym zplisobem.
: Emomona]m komponenta uréuje silu postoje, nebot mu propiijcuje subjektwm vy-

~znam: extrémng pozitivni nebo negativni postoje jsou nejsiln&jii a souvisi s osob-

“...nosti Jedmce tak, e plni urgitou mtegracm funkci (viz dédle o funkci postoji).

- Emocne ‘siln& akcentované pOStO_]C zejména predsudky ‘mohou byt zcela iracio-

" nalni a mohou byt provazeny falesnyrm informacemi. Emotivni kornponenta po-

e stole tedy urluje _]ChO intenzifu a tato. mtenzxta posto_]e miiZe byt vyjidiena po-
- zici v~ prostoru kontmua od extremne pozmvmho pres neutralm k extremne

e negatwmmu postop

posto_)ove konnnuum (§1pky naznaéuy gradacx postoy:)

el TRt |”-* R T AT R e s
©ozeela. . o stfedn& - mimé . | mim& .. stfedn& - - zcela
negativni: « . . negativai - ncg:mvm A “pozitivni' " pozitivai . " pozitivai

U el e “neutrdlni Sl : :

s (ambxvalentm)

| :Z‘,;Neutmlm posto;e se tykap nevyznamnych objektu pnpadne obJektu o mchz sub-’.
- Jekt nic nevi (respondenn Jjevyjadiuji pozicf',,ani—ani' ‘nebo ,,nevim® apod.). Zato -
“,:__extremm posto_]e vyjadrene napi. vyrokem ,Jsern rozhodnc za znovuzavedeni -

wrves

| trestu- smrti®, jsou nejintenzivngjsi, jako takové jsou také nejvice odolné proti

zméné, ale frckvencc téchto'postoji v ‘populaci byva pomeme mala Vztah inten-
zxty a frekvence postOJe vyJadrule nasledu_]lcl obrazek

intenzita

frekvence

protl neutralm . pro S

.:v Vztah mtenzxty a frclwence posto_|e L

Kognmvm komponenty (smyslcm) zahmup to co subjekt 0 ob]ektu sveho po— ‘

Funkce postoje' Postoje 'm;aji urdity individudlni vyznam, nejsou to epifeno-
mény, nybrZ zkuSenosti organizované vztahy k hodnotam D. Katz (1960) rozli-
Suje nasledujici funkce postoji:

~ — Instrumentilni, adjustaéni nebo ut1htam1 funkce: Pozitivni pOStO_]C si subjekt

vytvafi viiéi objektiim, které jsou asociovany s odménami, jsou zdrojem aktu-

alnich nebo olekdvanych odmén, a negativni postoje pak vuci objektiim asoci-

ovanym s tresty nebo olekavanim trestd — vyjadiuje tim urité zobecné€né zku-

Senosti (napf. negativni postoj k manZelstvi jako spoletenské instituci miZe byt :
vyjédfenim zklamani z vlastniho manZelstvi nebo podcenénim hodnot, které
piinasi, ¢i nedtvérou, Ze tyto hodnoty pfinese pravé jemu, apod.).

— Ego-defenzivni funkce: Postoje mohou chranit integritu osobnosti, nap. tim, Ze

redukuji dzkost nebo kompenzuji negativni slozky sebepojeti tim, Ze podcefiuji
negativni vlastnosti, které si subjekt pfipisuje (napf. nedostatek odvahy nebo
divéry), chrani jedince pfed uznénim nepiijemnych pravd o jeho ¢inech a viast-
nostech (liberalistické postoje mohou byt napf. druhem sebeobrany proti piili¥
volnemu zplsobu Zivota, ktery jedince znejistuje). -

T Hodnotové expresivni funkce: Subjekt miZe nachazet buspokOJem v tom, Ze vy-

jadfuje své postoje a zasazuje se za jejich realizaci, napt. v politickém nebo né-
boZenském Zivot¥, miZe se demonstrativné hlésit k postoji, ktery vyjadtuje jeho
~sebehodnoceni, pfipadné mu umoZiiuje odreagovat urgité afekty (napf. bojovna
- religiozita nebo naopak ateismus & vyjddieny politicky ndzor umoZiiuji od-
reagovat napeti z kritického vztahu ke spoledenskym pomériim).

= Kognitivni funkce: Ka?dy &lovék ma tendenci k uspofadani poznatki o sv&té

* i 0 sob& samém, nachézet urity rad, chapat smysl udalosti a vztahii mezi nimi,
strukturovat svou zkuSenost, a tato tendence se projevuje i ve vytvateni postojd,

kterévspojilji poznévani a citdni v urity systém hodnot - nejde tu oviem jen

o funkeci &ist& kognitivni, nybrZ také o subjektivni vyznam poznatki.
Existuje tedy subjektivni v§znam postoji, a to tzv. postojl ,,centralnich®, které

- vyjadfuji vztahy k vyznamnym objektim (napf. k roding, zaméstnéni, druhym
lidem, k sexu, zdbavé, vedeni domécnosti a k hodnotim, které ¢lovék uzndva
- za vyznamné, jako je napf. ldska, pfételstvi, svoboda atd.). Naproti tomu ,,pe-

riferni postoje se tykaji méné vyznamnych objektd (napf. vztah k americké

- zahrani¢ni politice nebo ke stankovemu prodeji apod.). Ov3emzZe plati, Ze vy-

znamnost objektu je sublektlvm a e pro majitele ginZovniho domu bude vy-
znamny vztah k vladni politice ndjemného, ktera bude lhostejna ¢lovéku, ktery
bydli v rodinném domku a najemné ho nezajima. A pravé tento subjektlvm vy~
znam pOStO_]u zaklada _]C_]lCh vy%e uvedené funkce. Hodnoticich vztahii mé &lo-
vék mnoho a ty vytvateji uréity systém postojd, interindividudlng velmi rizny,

's riznou drovni jednotnosti, konzistence, nebot postoje jsou mezi sebou rizné

propojené.. Tendence ke kogmtlvm konsonanci, kterd zahruje i konsonanci
emotivni, sméfuje ke sjednocoviani postoji, k souladu v systému postoji, ktery

' _]C vsak opét zalozen na psychologlckych a mkoh formalne loglckych vztazich.



' Napr negatwm posto_] k nabozenstw némusi vylucovat pozmvm vztahy k ruz-‘ o
nyms, naboZenstvim souvisejicim ob_]ektum jako je napr. bible nebo katedraly, .

u nichZ miZe byl napi. obdivovéina _]lech hodnota ‘estetickd a jind. Av3ak ne-

gativni pomer k naboZenstvi vyluguje pozitivni pomér k cirkevnimu kléru jako. ‘

celku, coZ v§ak opét nevylucule pozitivni pomér tfeba k mistnimu panu farafi.

. Jednotnejm ‘postOJovy systém je odoln&jsi viiéi zmé&ndm, je stabllnejm svedcEi
~ o psychologicky pevné propojenych vztazich, které vyznatuje n&jakd ideova

‘ dommanta (napt: konzervatlsmus) V tomto smyslu vyjadiuje systém postolu N

werwa

razné urovné hodnoceni, od spemﬁckych az po nejobecnejm kterd j jsou ozna- -

Covina Jako 1deologle

trovefi

ideologie konzervaiismus

. firoven - etnp- S B ) - | pro-ndbozenské R
postoje . .| centrismus vchovaddtf { ~ ©{  postoje - patriotismus ‘
irovef e | : » — —t . : A
zvykovych :

* reakei
‘rovent o :
specifickych . : e .
:hodnocem -0 O \ @ ON®)

Vztah mezi ig:leolqgii;;pdstoji5s§eciﬁckym_i hodnocenimi (H. J. Eysenck, 1957). B

D. Krech, R S Crutchﬁeld aE L Ballachey (1962, slov. 1968) podall nasle—v‘

. du31c1 prehled charakterlstxky posto_]u v némZ se uplatnup zfetel k jejich moZ-

o jnym zmenam

~ Extrémnost posio;e {tj. zcela pozmvm nebo zcela negatlvm hodnocem néj akeho

objektu) je méng Zast4, ale lntcnzwm a jako takova nc]v1ce odolnd vi&i zmé- .

nam.

~ Multiplexita pOStOJC Posto_] miZe byt _]ednoduchy nebo mnohotvamy, zaloZeny -

" na jediném ., faktu® nebo na mnoZstvi poznatkd (napk. postoj k byvalému So-

v owe

- vEtskému svazu miZe byt zaloZen na v&tsi & men3i mife poznatki o praxi ko-.

munismu nebo miZe mit §irsi zakladnu). Jednoduché postoje se mohou snad-

- n&ji ménit ve svij prouldad nez mulnplcxm pOStO_)C které j _]sou zase pnsmpnejm b

zmenam ve sve mtenz1te

g Konmstentnost posto_;e vy]j admje vnitini vyrovnanost jeho slozek ale jde tu opét .

.0 vyrovnanost psycbologxckou (napf. Hitler nenévidé] Stalina, ale souéasne ho
v mnohém obdwoval) ‘

—~ Interkonexe postojit (]ejlch vzdjemnd spojitost): Postoje mohou byt na sob&

- rizné zdvislé, napt. tcta k otci, ktery je véfici, miZe u jeho syna vyvoldvat po-

zitivni postoj k ndboZenstvi. Cim j _]SOll postOJe vice psychologicky propojeny,

wenvs

tim jsou odolngjsi viii zménam.

— Konsonance v seskupeni postoji (tj. jejich shodnost relativni jednota): shodné

postoje se mohou podporovat abyttak OdO]DC_]Sl vuc1 zménam. Disonance v po-
stojich zaklad4 tendenci k jeji redukcx S

‘-V‘Slla a mnoZstvi uspoko_]ovanych potfeb: Postoje llSpOkO_]UJI urcxte potfeby je-
" dince, napf. jistoty, pozmvmho sebehodnoceni a daléiCim vice:vyznamnych

" potfeb USpOLO_]U_]l tim jsou vice rezistentni vaci moZnym zménim, nebot pod-
" poruji vnitfni mtcgntu stabilitu osobnosti.

~ Centrélnost ‘vztaZnych hodnot: Za centralni jsme sz oznatili postoje, které md

jedinec v objektum _]CZ maji pro n&j vyznam, a jako takové jsou také odolné

vaEi zménam. ' : :

‘Dalsi podstamou charakteristikou postOJe je, Ze vystupuje na rizné irovni obec-
nosti (viz obr. st 138). V tomto smyslu se pak rozliSuji hodnoty obecné a in-

strumentélni: obecnou hodnotou miZe byt napf. svoboda, $t&sti, moudrost, zdravi

a dalgi, které vyjadiuji obecng smysl %ivota; instrumentdlni hodnoty jsou pak ty,

pomoci nichZ se smysl Zivota a obecné hodnoty napliiuji, tedy jejich prostfedky,
jako je napf. manZelstvi, které miiZe byt pokladano za prostiedek k dosaZeni Zi- -
votmho St&sti; jeltd spec1ﬁcté_]§i hodnotou pak miiZe byt urgity typ manZelského
partnera. Kone&né& ve smyslu toho, co bylo uvadéno o vztahu postoji a chovéni, -
je tfeba odliSovat postoje jako konstrukt vnitfnich predispozic a vyjadiené postOJe '
v riznych zpusobech chovéni (]ednam fed a vyraz). Vyse uvedené potvrzuji
experimenty M. J. Rosenberga (in: M. Irle, 1969): pokusné osoby mély uspofadat

seznam hodnot podle svych osobnich preferenci (osobni hodnotové hierarchie).

" Potom posuzovaly. objekty’ postojii, v jaké mife usnadiiuji, nebo znesnadiuji

dosaZeni hodnot. Index postoje byl sumou dileZitosti hodnoty a instrumentality

“objektu postoje. Tak je moZno posto_] chéapat jako strukturu sloZenou z instru-

mentality a hodnoty cile. -

- Postoje vyjadiuji hodnotici vztahy, poukazup tedy na to, co subjekt pova-
Zuje za vyznamné, co pfitahuje jeho pozornost a co si zapamatovava. V tomto
smyslu vystupuji také postoje Jjako determinanty procesii zpracovavani
informaci, coZ se prO_]CVH_]e jiZ na trovni vnimani aktivnim vyhledavanim
postojov& relevantnich informaci, déle ndm jiZ znamou tendenci ke kognluvm .

konsonanci (vytvafeni souladu mezi poznatky) a posléze lepSim zapamatové-
~ nim postojové relevantnich informaci. Postoje tak vytvéfeji jakysi percepcni

a pamét‘ovy filtr a determinuji i my$leni subjektu ve sméru kognitivni kon-

cemn



- sonance. Vliv_postoji na zapamzitovfmi potyrdily jiZ klasické experimenty

K. Lewina a G. Murphyho (1943) se dy&ma skupmarm studentt, jednou za-
-méfenou prokomumstlcky a druhou zaméfenou antikomunisticky: Ob&ma sku-

P CRCRRN

pinim. byl zaddn k naudeni material, jehoZ obsah byl jednak souhlasny.
- a jednak protikladny jejich politickému zaméfeni. Material byl rychle pfecten

a studenti pak méli reprodukovat text, ktery se v podstat& skladal z pro- a z anti-

! -komunistické argumentace Material mél byt reprodukovén jednak ihned po
. prectem a jednak po tydnu a dale az po dobe ctyr tydnd. DosaZens vysledky g

priniseji naslcdupcx obrazky. "

: Ackoli rozdll v dosazenych vysledc1ch neni vzdy statxsﬂcky vyznamny, ukazalo
~se zde, Ze ex1stu1€ tendence lépe si pamatovat to, co. odpov1da danemu postop :
: Tato tendence byla prokazana i dal3imi experlmenty .
7 Vysledky uvedeného experimenti se zapamatovavamm postOJove relevantmch o
- »matenalu _]SOU v souladu $ teom kognmvm konsonance as teom ,,otevrene auza- -

- ', Pro-sovetské skuplna e
' uéenf

""" zapominani . -

reprodukovanych -
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< podet idejl
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" zas v tydnech. .
* Anti-sovétska skupina
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LSpravng”

' :' . cas v tydnech
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antl sov

V)’Isledky cxp;nm:n;u s pamétni féprddukciprq- 'a annkomumsnckych materidld. - -

viené mysli (,the open and closed mind“) M. Rokeache (1960): mysl je
,oteviena® pfedev&im tomu, co je v souladu s jejimi postoji. Pokud md jedinec
vytvotené pevné, vyrazné a konzistentni postoje vii¢i ur€itému objektu, nejsou
rozdily v zapamatovéni pro- a proti-argumentd viaci témto postojim vyznamné

'(W. Herkner, 1991). Vliv postoji na vniméni pak prokizaly experimenty L. Post-

mana, J. S. Brunera a E. McGinniese (1948): u pokusnych osob byla nejprve zjis-
t&€na jejich z4jmov4 a hodnotova orientace a pak jim byla exponovina slova aso-
ciovana s touto orientaci, pfi¢emZ byla &asova expozice slova prodluZovina tak
dlouho, a¥ pokusna osoba toto slovo rozpoznala. Vysledky, které prinaSi nasledu-

* jici obrizek, potvrdily hypotezu &im pOthlVI]C_]Sl bylo hodnoceni daného slova,
' t1m rychlejl bylo rozpoznano ' '

10
09 4

.08 4 .

gas nutny k rozpoznanl (v sek.)

T T

12 3 a
pofadf hodnot

[
o

: “V.)"siédk‘y experiment( s éxpozici hodnotové .
' vztainjch slov (pod]e W. Herknera. 1991).

Podle L. Festmgera (1964 zde podle W Herknera 1991) disonantni mformace :

~ neni vidy odmit4na, ale miiZe byti vyh]edavana kdyZ 1. subjekt je minéni, Ze ji. ’

miZe odporovat a 2. kdy? si mysli, Ze ji bude moci v budoucnosti pouZit. To zna-
men4 jistou revizi piivodni Festingerovy teorie, podle niZ subjekt ma tendenci vy-
hled4vat konsonantni informace. J. Reykowski (in: S. Nowak, 1973) zkoumajici
vztah postojii a osobnosti soudi, Ze existuji dva riizné mechanismy postojil: je-
den se opira o spojeni symbold reprezentujicich objekt s popudové-emociondl-

e

. nimi stmkturarm (vytvafi se proto, Ze pfindsi uspokojeni nebo Skodu), druhy se

e v

Vytvaii ve spojeni s kognmvmrm strukturami (vytvéfi obraz svéta, hierarchii vy-
znam a systém norem chovani). To odpovid4 dvéma drovnim psychické regulace
chovini, emocwnalne-rnotxvacm akogmtlvm ktere spolu vytvarejl »orientaéni sit™
a ji odpovidajici  hierarchii vyznami"“. R

Spolu s tématem vystupuje problém taxonomie hodnot ktery souvisi zejména

s moZnosti jejich srovnavaciho vyzkumu. O takovou taxonomii se pokusil M. Ro-
* keach (1968 a pozd.). Rozligil osmnact c1lovych a stejny podet mstrumentalmch
"hodnot ]lech seznam Je nasledupcl ‘




. Cilové hodnoty: -

G Ins[ruméhté]ni hodnoty:

- pohodiny Zivot (prosperu)lcx zxvot)
~ vzrudujici z:vot (aktivni Zivot) .

. . —ambxcc (plle asplrace)

— tolerance (otevrcnost)

_.— pocit, Zé bylo néeho dosaZeno (Lrvaly pnspevek) - kompetence (schopnost, G&innost)

— sVBtV miru (bez vélek. nebo Lonfhklu)

. = rovnast (bratrstw stejné Zance pro kaZdého
— Jistota pro rodinu (starat se o své mllovane) .
~ svoboda (nczavrslost svobada rozhodovam’)

= §1&sti (spokqenosl)
"= vnitfni harmonie (soulad se sebou samym)
-~ zrala _l‘asl\a (duchovng-sexudlni ditvErnost)

— nérodni jistota (jistota pred tioky) - .

~ pfijemnost (pfijemny, slastiplny zxvot)

~ ‘spaseni (k vE&nému Zivotu). B

- scbcucta (respekt k sobé samcmu)

- spoledenské uzndni (respekt, obdiv)

" — radost (lehkeé srdce, veselost)

- Cistota (pofadny, mily)

— odvaha (stét za pfesvédéenim)

— shovivavost, (byt pfipraven jinym promuct)
— pomoc (starat s¢ o blaho druhych)

— Cestnost (upnmnost pravdivost) -

— fantazie (smélost, tvotivost)

— nezdvislost (sobSstagnost, sebeditivéra)

- intelekt (inteligentni, reflexivni) -

— logicky (konzistentni, racionalni) . -

=~ milujici (n&Zny, oddany)

— pravé pritelstvi (Gzké kamarddstvi) - -

d ’ _ ~zdvofily (dobfe vychovany)
- moudrost-(hluboké porozuméni Zivotu) . -

.~ odpovédny (spolehlivy)
. — ovladajici se (zdrZenlivy, dxscnplmovany)

= poslu3ny (védomy povinnosti, respektu_ucx)’ .

Rokeach tyto hodnoty stanovﬂ na zaklade studla hteratury a explorac1 respon-.

‘dentia jsou podkladem testovanl hodnotove orientace. Existuji viak i Jme pokusy
o taxonomii hodnot, resp. jejich typologu napt. E. Sprangera (1921), jen? hovofi

o ,,typech Zivotni orientace”, které vychazeji z dildich oblasti kultury a Ize je tH- - ,
dit na naslcdupm ,,mdlvndualm duchovm akty jimz odpov1daJ1 prisluiné typy:
poznavac1 estetické, ekonomické ; a nboZenskg; k tomu pnstupup jestg ,,spole—~ -
Zenské duchovni akty", socialni (sympatxc) a politické (moc). Sprangerova typo- -

. logle ,,avotmch forern z mchz kazdé méi urcnou dormnantm hodnotu je naslc-
dujici: Lo ‘

Zivotni forma: : Cile:
—teoretickd < . ..  =obecné

-~ ekonomickd : J —uFitetné
—esteticka - © " — obrazné -
—naboZenska ' . .+ —totalni hodnota .
—socidlnf =T 0t sdrugeni
— politickd . . s R - panstv{

Sprangerovy ,.Zivotni formy* reprezentuji zakladni kategorie hodnot, ale jeho
typologie ma uZ jen historicky vyznam, nebot vychazela z exkluzivni ,,duchovéd-.

-~ né psychologie*. Na Sprangerovu kategorizaci hodnot véak navédzal G. W. Allport

(1933). Faktorové analyza hodnotovych orientaci vedla k identifikaci t dimenzi: -

3tésti, zdatnosti 2 dominance (R. Oerter, 1970). H. J. Eysenck (1960) viak rozli-

- Suje dva polarni, na sobé nezdvislé faktory Zivotnich postoji: m&kkost—tvrdost - .

~ véni a rozli§ovani: Vytvaii
" jektivnich vyznami ob_]ektu a vlastnich &innosti a vztahi mezi nimi, které tento

a konzewatismUS—libéransmﬁs. Ac':kbii je‘ pojem hodnoty kliéovy psychologick?

konstrukt, nebyla problematice hodnot a hodnoceni v psychologii dosud vénovana

‘zaslouZen4 pozornost a v konceptu postoje je tato problematika obsaZena jen -

obecné. Byly provedeny rozsahlé vyzkumy postoji a formquvziﬁy jejich dilei te-

* orie, jako napf. teorie kogmtwm disonance a dalgi, ale esencialni problematika

hodnot v nich byla dotéena jen povrchng, ackoli, jak znovu poznamendvame, je
to problematika z hlediska psychologie kliZova.

Utvareni postojii: Postoje vyjadiujici vztah k hodnotdm pfedpokladaji vetsi
Zi men3i miru orientace ve sv&t& t&chto hodnot, kter# je zaloZena na zkuSenosti,
a jsou tedy jako takové produktem u&eni. Hodnotové orientace se vytvdri jiZz
u ditéte raného v&ku v pritbéhu jeho primérni socializace, kdy sé ‘postupng od-

- poutdva od svéta vrozenych smyslovych hodnot, quchzl obecnym kritériem je_ o
smyslova piijernnost, a za&ind se seznamovat s hodnotami svého socidlniho pro-

stfedi. Obecné fedeno dit, pozdgji dospivajici a dospély, se ui ocefiovat, co je
dobré a co $patné, a to ve dvoji rovin&: v roviné spoleSensko-normativni (co za -
dobré a za Spatné poklada jeho kulturni a socidlni prostfedi) a v roving subjek-
tivni (co je dobré a Spatné z hlediska subjektivni zku3enosti). Pojeti dobrého a §pat-

“ného je predeviim funkci emocionalni zkuSenosti, nebof v podstat& odpovida zé-

kladnim &initeldm udeni, odmé&nam a trestizm. Dobré je to, co pfinasi nebo slibuje
pfinést odmény, a ¥patné je to, co pfindSi nebo slibuje piinést trest. Chovéni se

v tomto smérn instrumentalizuje tak, aby-se jeho subjekt vyhybal trestiim a dosa-

hoval odmén. Subjekt si osvojuje urgity osobni systém apetenci a averzi, je ur-

~ Citymi objekty pfitahovan a jinymi odpuzovén, protoZe v interakci s prvnimi za- ‘

kou$i odmény a v interakci s druhymi tresty. Postupng si vytvafi vnitini sit
predispozic k hodnoceni objekti, v jejiZ tvorb€ se uplatiiuji i principy zobecfio-
4¥i si kognitivni obraz svéta a paralelné s nim systém sub- |

obraz svéta zahrnuje. To je ve1m1 obecné vysvetlem utvafeni postojl, Které lze
schematizovat takto ' :

. obraz systém .
svita:

postojis

O

o

~NEkteré objekty. vne_]smo svéta a vztahy mezi nimi pro subjekt vyznam nemaji,
jiné obJekty a vztahy tento vyznam maji, a to v riizné mife, nebot interakce s nimi
vyvolévaji-u jedince riizné a: rizné intenzivni emoce. R. H. Fazio (1990) chdpe
v tomto smyslu postole jako pamétm asociace mezi objektem postoje a hodno-
cenim tohoto Ob_] ektu Konkretm vyzkum u&eni se postojim pak vychdzi ze vztahi

PR



mezi nezavxsle promennyrm a mentelnymx prolevy postolu a vysvetluje tyto

vztahy v terminech a principech udeni. Lze’ tu shledavat urcité analogie mezi vy- .

tvdfenim systému pojmi a systému postoj, v prvnim pripadg viak jde zdsadné -

o kognitivni, v, druhém o emotivni uceni, nebot Ciniteli osobni vyznamnosti ob-. -
jektt a'vztahl mezi nimi jsou emoce. Fazio ve svém pojeti pOStO_]u vychaz1 zex-

perxmentalne ovéteného faktu, Ze objekt postoje je dOkOl’lalC_]l vnimén a zapa-

- matovavan, a Ze tedy. aktivuje postojovou predispozici uloZenou v paméti .

: individua jako vyberovy renktibilni vztah. V podstatg je udeni se postojiim for-

* mou socidlniho ucen, nebot je zprostredkovano socidlnim prostfedim, jehoZ vlivy .
Y tomto uceni. mtervenup Jeho rimec, Jak JiZ bylo poznamenano tvon proces :

- soc1ahzace
Toto .obecné vysvetlem utvarem postojﬁ véak vyiaduje.konkretizaci, a to od-

- -povédi na otdzku, jak se vytvifeji postoje k abstraktnim hodnotém toho druhu,

s

~ jako jsou napt. ‘svoboda, zdravi, blahobyt atd Jak si Elovek vytvafi napf. tako- -

. vou cilovou hodnotu, jako j _|e .vzrudujici Zivot* nebo ,,spasa“; Vysvétleni zobec-
" nénim dil&ich zkusenosu je-piili§ obecné a dosavadni poznatky z oblasti expe-
rlmentalm soc1a1m psychologlc ponechava_]l odpoved' na. tuto otazlm dosud
‘otevienou.. ,

M. Shenf a H. Cantnl (1966) vyjmenovavajl nasledupcl erterxa pohotovostl

‘vytvare_]lm posto_] S
= Postoje vzdy zahrnuji vztah subjekt-objekt obJel\ty JSOU zde vici, osoby, sku- -
S '_pmy, mstltuce 1deje uda]ostl a dal ' Tyto vztahy nejsou blologlcky dany, ale,

a rozhcne jako stimulujici situace, s nimiZ jsou obsahy queny PostOJe se .

e vytvireji ve vztahu k subjektivng vyznamné stimulaci.

v Posto_)e jsou vytvofeny ve vztahu k objektim, které mohou, ale nemusi mit pri- v
" marn& motivadni vyznam. Kazdé jidlo napt. miZe uspokojovat hlad, aviak mi- -

* Zeme si vytvofit postoj ke specifickému pokrmu, ve specifické restauraci a u spe-
 cifického stolu. Kdy% jsou tyto partikuldrni zahby nebo averze vice ¢i méné
‘ﬁxovany, vytvonll jsme.si postoje k t&mto. diléim ob_]ektum V tomto smyslu,
. jak uvadejl oba autofi, definoval B. Shaw rmlence Jjako &lovEka, ktery pfehani

rozdlly mezi Jednou Yenou a ostatnimi Yenami. Skute&nost, Ze postoje nejsou -
".: vrozeny,’ nybr ziskany Jako disledek md1v1dualmho kontaktu s okohm po—

- ukazuje na to, Ze jsou naueny neboli podminény.

L= POStO_je maji afektivni vlastnosti riznych stupiii: zdro_|em afektlvmho ak-
.“centu postoje jsou predev§im motivaéni &initelé. Postoje se utvéfeji v relaci -

~ k socidlnim hodnotim nebo normam, v nichZ jsou standard1zovany afektivni

S ﬁxace Jako napf. ,,domov Je posvitna instituce* nebo ,,cti otce svého a matku
svou“. ,,Hodnotové soudy jsou vidy dény v adjektivni formé. A vechny v
- soudy dané v terminech adjektiv. maji zapste afektivni vlastnosti* (Sherif -

~a Cantril). Jedinec respekmje ‘nékteré standardy vztaZnych skupm (rodiny,
Atilve atd )} a ia ranlrarmi f5ehta cknin na fehn recmeltauini noclavan

“Dal§im ZdI‘O_]GIn afektlvmho nabOJe postoje _]SOLI zkuSenosti spojené se so-
cidlnim statusem.

— Postoje jsou vice i méné dlouho setrvévajici stavy pohotovosti k reakeim: né-
" kdy zéleZi na momentalnim stavu organismu nebo na situaci v Zase. Napf. ve
- stavu sexudlni tenze vyvolané pohlavni deprivaci se miiZe subjekt zmocnit
* osoby, viiéi niZ nemd vyvinut postoj, ale kterd maZe byt zdrojem uspokojeni.

* Stav pohotovosti se rozplyva, kdyZ bylo dosaZeno uspokojeni. S postoji je to
jinak: jsou to setrvavajici stavy pohotovosti. Indiét hinduisté napf. radéji ze-
mrou hladem, neZ by poZili maso posvatného zvifete. Postoje se stdvaji vice &i
méng dlouho setrvavajicimi stavy pohotovosti, protoZe maji ve svych struktu-
rach kognitivni komponenty, a déle proto, Ze jsou naudené, nebot v8e, co je na-
udeno, vice & méné dlouho setrviva. ,,Aviak postoje nejsou absolutné fixované
stavy'pohotovostl mohou se ulenim také ménit, za dramatickych okolnostl

dokonce ve sviij protikiad (konverze).

— Postoje zahrnuji mnoZstvi a rozmanitost stimuld, k nimZ se VLtahUJl postoje se

vyvijeji jako disledky uréitych zkuSenosti, a ponévad? indukuji kognitivni kom-

ponenty, rozsah stimuli, k nimZ se jedinec svym postojem vztahuje, je varia-
bilni, m&ni se podle povahy zdroje postoje a podle vztahu individudlniho postoje

a stimulujici situace, jiZ je jedinec vystaven, podle stupné generalizace stimulu.

- Nekteré postoje, napt. ty, které byly vypracoviny v laboratornich situacich, mo-

hou byt vyvolany jen reexpozici téZe situace, zatimco jiné postoje mohou byt

B generalizovdny na rozliéné podnéty. Postoje tak mohou byt vyvoldviny i roz-

-manitymi - specifickymi kontexty. Socidlni postoje jsou &asto odvozoviny
* z verbélnich soudu mech osob: napk. jedinec miZe akceptovat soud ,,Cernodi
~ jsou ménécenni® a miiZe z toho odvodit postoj, ktery se pak uplatiiuje v riz-

nych specifickych situacich. Obecne pOStO_]B s proy:vup v mznych specific-
kych situacich.

M. Sherif a H. Cantril se na zéklad€ uvedenych skutecnostx také vyjadrili k pro-
blému Klasifikace postojii: ,,Ponévad charakteristika kaZdého postoje u kazdého
jedince miiZe variovat podle situace nebo podle okolnosti, za nichZ byl pOStOJ vy-
vinut, a funkce postoje slouZi individuu, kaZda klasifikace postoji se stava mlha-

- vou jako kaZd4 klasifikace stimulujicich situaci (zahrnuje v to objekty, osoby, sku-

piny, hodnoty a normy) nebo  persondlni a socidlni vztahy. Jednoduché dichotomni
klasifikace problém zvl45t&” narusu_u a fal§uji.” Kone&né oba autofi formuluji tuto
kli€ovou tezi ke vzniku postojii: ,,Postoje jsou odvozeny z reakci (verbalnich i non-
verbalnich) &lovéka. Jestlize jedinec opakovang reaguje charakteristickym zpiiso-
bem (pozitivnim nebo negativnim) ve vztahu k urcitému stimulujicimu objektu,
odvozujeme z toho, Ze si vytvofil postoj vici tomuto stimulu.* Utvifeni postoji

" je tedy funkci vyznamné stimulace. A vyznamna stimulace je stimulace emocio-

s

genni, tj. takovd, ktera pfimo piina§i odménu nebo trest nebo jejich ofekavani. Po-

stoje jsou tedy produktem pozitivniho a negativniho zpeviiovini. Ale produktem

t3chto &initell ie i chovani a dal¥ nsveholosické fenomény Krech. Crutchfield



a Ballachey (1968) formulovali tezi, Ze ,;postoje se vyvijeji v procesu uspokojovani
potfeb*, kterou déle rozvedli takto: ,,pfiznivé postoje se rozvijeji k pfedmétam a li-
dem, kteF{ uspokojuji potfeby jedince” a ,ptiznivé se vyhodnocuji i pfedméty slou-
Zici jako prostfedky k dosaZeni cile; ,,neptiznivé postoje k pfedmétéim a lidemn*
si jedinec vytvai, kdyZ jsou ptekazkou v dosahovani jeho cilii. Dokladaji to vy-
: sledky vyzkumu M. J. Rosenberga (1956): ,;smér a intenzita cith k predmétu po-

. stoje souvisi s nazory jedince na instrumentélni hodnotu daného ptedmétu pfiuleh-
- Covini nebo zamczovam dosazem _]ChO cili”, Jinak T receno, »predmét postoje, ktery -

Je pokladan : za prostredek dosazem cile, se hodnoti pozitivng, zatimco pfedmaty,

které jsou pokladany za zdro_) frustrace, se hodnoti nepfiznive" (Krech, Crutch-

field aBallachey) E. Tkaczykova (in: S. Nowak, 1973) zdtiraznila viidi roli emoci
v.,uéeni se hodnotim*, déle to, Ze emoce mohou byt vyvolavany verblnimi i non-
verbalnimi kognitivnimi podnéty, a dospéla k zdvéru, Ze uceni se. hodnotim, ti.

v podstaté emotivnim vztahiim, problha nasledovng: , Jedinec vykazuje chovéani
vudi uréitému objektu Toto chovani vyvolava aprobaci nebo dezaprobaci okoli.
Dusledkem toho ] je, zebudeverbalnekla51f1kovane jako,vhodné' nebo ,nevhodné’.

Verbélni reakce ,vhodné‘ bude asociovéna s odmé&nou a ziskd pro jedince emo- .

tivni zabarveni. Verbalm reakce ,vhodné® se stane podnétem, vyvolavajicim ur-

&ité emotivni stavy. V. téZe sitnaci udeni se urdité instrumentalni chovani stane

" podnétem vyvolavajicim verbalni reakci. Mohli bychom tedy fici, Ze jedinec se

- ugi jednomu z vyznami slova,, vhodny‘ “ Tento postup objasfiuje. podle Tkaczy— R
- kové j _]en ty piipady utvafeni hodnoty postoje, kdy: - 1. hodnota je. ‘vyjadfena ver- .
. balné-a 2. vyjadiena vcrba]m hodnota vzbuzuje emoce. Aviak prave tato inter-
- vence verbilnich podnéti v ugeni se hodnotam je podstatna, nebo_t lovek i své .

nonverbdlni zkuZenosti s hodnotaini verbalizuje, uklada ve své paméti nejen smy-

“slovy, ale i semanmcky vzorec hodnot a na zakladg toho je s to dospivat k séman--

tickym generahza(nrn a diskriminacim, ktere svét jeho hodnot rozifuji a souasng
specifikuji (napr hodnota spravedlnosn diferencovand na. spravedlnost soudni
. a mimosoudni). Tkaczykova soudi, Ze tento verbalni aspekt ugeni se hodnotdm je
dileZity, protoze ,Jehieji se vyvolava generalizace emotivnich reakci na verbalni
neZ mimoverbalni podnéty*. To je také doloZeno empiricky (napt. G. Razran, 1949,

wave

.a dalgi). ,,UZivajice odpovidajici verbalni oznadeni, mii¥eme tim roz&ifit rozsah

situaci vzbuzujicich emoce.” Také Tkaczykova, podobné jako Krech, Crutchfield -

- a Ballachey, které jsme uvedli vySe, spojuje udeni se hodnotam s ciliis prostredky
jejich dosahovéni v ramci mstrumcntalniho podmifiovani. To je.na prvni pohied

logické: hodnotu ziskdvé nejen cil, ale i prostredek umoZiinjici jeho dosaZeni,-
a protoZe v ruznych_51tuac1ch to mohou byt riizné prostfedky, které slouZi k do-.

saZeni téhoZ cile; rozsah pozitivnich postojii se zvétsuje, a to nejen pfimou zku-

) Senosti, ale i kogmtlvm extrapolam podmmek za mchz bylo dosazeno uspokolcm :

potrcby

- Vypracovany byly ovsem rizné modely utvarem posto_]u zalozcne na po-
znatcmh z psychologxc udeni, napr A.W. Staats a C K Staats (1958) ktefi vy—”

svétluji utvafeni postojia klasickym podmiiiovanim, a dalsi. E. H. Witte (1589) for-
muloval deset postulatd, které shrnuji rizna pojeti ugeni se postojiim a vytvireji
zakladnu pro jejich experimentdlni zkoumani. Aviak z4sadni problém, jak uZ na
to bylo poukézano, je v tom, Ze udeni se postojim v laboratoifich za experimen-

- talnich podminek je zna¢né zjednoduSeni toho, jak probiha utvafeni postoji v pod-
' rmnkach kazdodenm zku§eriosti, tedy zjednoduseni skutecnosu kterd je sloZit&jsi.

- Zajimavy expenment se vznikem postoje proved! G. H. S. Razran (1940). Ob_;ektem postoje byly

- politické slogany jako ,Pry&’s vilkou a fafismem®, ,,Amenka Ameri¢anim" apod. Pfed viastnim

experimentem musely pokusné osoby fyto slogany zhodnotit. Pak byly slogany rozdleny na dvs stejné
poloviny. Prvai polovma sloganti byla pokusnymi osobam znovu opakovina, zatimco jim bylo umoz-
n&no pojidat pritom velmi chutnd jidla; pfi opakovéni druhé poloviny byly vystaveny nepfijemnym ‘

zvukim, Aby byly vyloufeny pamétni efekty, byly uZity je¥té dal3i necxpcnmemalm slogdny, _kterc
'viak nebyly systematicky spojovany s piijemnymi a nepiijemnymi podncty ) S

Vysledky ukézaly, Ze slogany asociované s jedenim byly hodnoceny podstatné pozitivngji neZ
slogany asociované s nepnjemnymn zvuky Expenmcm byl opakovan v jiné formé a dosahlo se stej-

_nych vysledku .

U vytvarem postOJu byl zkouméan také druh zpevnem P. Ekman (1958) zkou-
mal postoje k trestu smrti u pokusnych o0sob a zpeviioval je verbalné slovem
,»dobfe** a neverbalng ismévem a souhlasnym kyvéanim hiavy. Zjistil, Ze oba druhy
zpevnéni maji zhruba stejny’ vliv. Pfi vytvéfeni postojii je viak déleZitd zejména
sémanticka generallzace B. F. Riess (1940) a dal3i zjistili, Ze tizkost asociovana

o

.8 urcxtym slovem se roz§ifila nejen na podobnc ZnC_]ICX slova, ale predevsxm na

slova stejného obsahového vyznamu.
“Dal§im problémem je imunizace postoji, tj. _]E.chh odolnost V& zméné.

“W. J. McGuire (in: L. Berkowitz, 1964) soudi, Ze tu jde o analogii imunity vaci

chorobam “organismu; malé davky &initele vyvo]avapcxho chorobu mobilizuji
obranné schopnosti orgamsmu Imunizace je 6&inna tehdy, kdyZ se podafi pieko-

| - nat dve téZkosti: osoba, jejiz postoj byl napadnut, neni dosud vycvicena v obrané

aneni k ni ani motivovana, protoZe sviij postoj poklada za nenapadnutelny. Podle
McGuira Ize tyto t87kosti pfekonat tim, Ze se u této osoby vytvoii motivace
k obrang, kdyZ se ji predvede napadnutelnost jejiho postoje ve formé zeslabené
kritiky, a tim je vedena k vyvinuti obrannych argumentd. McGuire soudi, Ze ze-

. slabujici protiargumenty pOSllu_]l odpor vice neZ sﬂne pronaroumenty, i kdyZ ty

maji zpodatku silny vliv.

'Zmény posteji: Postoje jako produkty ndeni se mohou za uritych podminek
ménit, nebot vSe naudené je podminéné, a tedy relativnd trvalé, i kdyZ urité zku-
Senosti mohou vést k trvalym disledkim. V socidlni psychologii se zkoumal prc-‘
devsim vliv komunikace na zménu postojd, tj. v podstaté vliv informace, coZ je
ovsem opét zna&né zjednoduleni. Vyznamné postoje jsou stabilizované a v béz-
ném Zivot& se obvylde neméni, a pokud se mé&ni, pak vlivem vyrazné korektivni

zkuSenosti; tou miZe byt n&jaky psychicky otfes, Zivotni krize apod. S pokusy
"0 zménu postoji se oviem Elovék setkdva relativné Casto, kdyZ je vystaven



pusobem propagandy pohtxckych stran c1rkv1 a ruznych dalswh mst1tuc1 kdyZ ho
- navStévuji pnslusmcx nabozenskych sekt a presvedcup ho o pravdivosti svého
udeni, kdyZ mu masmédia prezentuji rizné porady, dvahy atd: Tlaku na zmé&nu Zi-

; Avotne vyznamného postole se Elov&k brani, protoZe takovy postoj, jak uZ vime,
ma dulezxtou funkei, pnsplva k psychmke mtegram jédince. Zejména obtiZnd je
L zmena extrémnich postoji ve svitj protiklad, napf. vyrazné naboZenské zaloZeni
v atexstlcke pesvéd&eni nebo naopak, coZ se oznatuje jako konverze. Pravdépo- -
8 ‘vdobnejm je jen zména intenzity postoje, jeho zeslabeni nebo zesileni, at uZ ve
- sméru pozitivnim, nebo negativnim (napf. vici vladni politice). Za ?4douci je po-
o kladan boj proti urgitym predsudkim,’ zejména rasovym, ktery je oviem veden .
z ruznych pozic, nezfidka také z pozic jinych predsudkil, Boj.o védomi a svédomi

" &lovéka je v. podstatd bojem o jeho postoje a nabyvi na intenzit& ze_]mena pred

volbami a v pritb&hu riiznych kampani (v minulosti nap1 ,,bO_]e za mir®, nyni napf. -
9). Podle naivniho ndzoru mohou zménu postoje '
3 ovliviiovat fakta, kters jsou prezentovéna, av§akrozhodu_]101 je vztah jedince k fak-~

“‘

~,za ochranu Zivotniho prostred

o

" tim, nikoli fakta sama, nebof ta mohou byt popirdna nebo deformovéna; vytvati-

li kognitivni disonanci. DiileZity je kontext, v jakém jsou fakta prezentovéana, a da-

wrvas

véryhodnost jejich zdroje. Piisobivé;si ‘mohou byt fakta afektogenni, vyvolavajici
- silné afekty, ale i t&m se miZe jedinec branit, ohroZuji-li jeho psychickou integ-

ritu. Krech, Crutchﬁeld a Ballachey (1968) rozliduji nasledujici druhy zmén
postoj _]e L. sourode zmény, které se tykaji zesilovani pozmvmho nebo negatlvmho

posto;e a 2. nesourodé zmény, kdy se urditd mira pozitivniho posto_]e méni
0 v uréitou mim negatlvmho postoje nebo naopak (zména znaménka“) a kdy se
Leslabuje polate&ni kladny nebo zaporny pOStO_] Vyjadrup to prehledne nasledu—‘

L chun schematem

o kéngrlje;f.\ini zmény'_
T . . . .
o B ;egaﬁvnf postoj ipoz'iﬁvm'POS“?’J'A {,
B ;_t' inkong.fuen'tnf zméﬁy

B Druhy zmén postoju - g
podle Krechc Crutchf eldaa Ballacheye 1968)

Soucasne uvedem auton formulovah dve hypotezy tyka_ucx se zmén postole
— Za Jmak stejnych podmmek je vzdy 1ehc1 navodlt sourodou nez nesourodou .
0 zmdput - : - SN ‘
' - Cim je postol extremnejm vice multlplexm konzxstentnéjéi €im j _]C propole—
o DSJSI a shodné&jsi, im vice slouZi potrebam a JC centralne hodnoceny, t1m se po—
. mémé IChCB_)l dosahne souroda zmena ‘ SRRSO RR

H C Tnandls (1975) pak na zikladeé empmckych poznatkil uréil nasledupcx

: vfaktory zmeén posto_]e

- duveryhodnost zdroje informace
— atraktivita zdroje informace

— moc zdroje informace

- styl struktura a obsah informace

To JSOH viak v podstate hlediska' omezen4 na experimentélni pnstup Ponekud
%ir¥i pojeti podminek, za nichZ dochézi ke zméné postoje, map E. F. Mueller

-~ a A. Thomas (1974):

— ,Prolomeni hodnotove struktury*: V extrémnim pfipadg, ktery je oviem nezd-

" konny, ale byl, ]ak jsme jiZ uvedli, pouZivan proti zajatym americkym leteckym

- dustojnikiim Cmany v obdobi korejské valky, je tzv. ,,myti mozku* (,,brain was-
hing*). Spotiva v pokracujicim pokofovani jedince aZ do doby, kdy za¢ne po-
chybovat o svém dosavadnim smysleni; pokofovinim se podkope vira v sebe

. sama a vezme se ¢lovéku moZnost vyrovnat sé s pochybovanim. Soucasné de-

- privaci viech Zivotnich funkei (jedeni, piti, spani) se dosihne stavua infantilni
zavislosti, ktery se neofekédvanou nahlou zménou denni nitiny jeété vystupiluje.

- KdyZ se v jedinci vzbudi pocit, Ze ,,neni nic®, ,,naockuje se*“ mu, zZadouci po-

“'stoj, ktery je nucen verejné demonstrovat.

- — Vytvofeni motivace pro piijeti nového hodnoceni: Nejpn'mj[ivnéj§f formou je

‘mudeni (nasili, zamezeni spanku, sociilni izolace), jimZ se jedinci odebira
osobni sebeuznéni a udrZuji se v n&m pocity viny, Ze je za viechno, co se s nim
- d&je, zodpovédny. Tim se vytvori pohotovost prijmout v3e, co je mu predlo-
7eno. Neexistuje lovEk, ktery by mohl tomuto tlaku odolévat, jak o tom svéd&i
" moskevské procesy z tficatych let, kdy se souzeni pfiznavali k nejtéZ8im ,,zlo-

&intim*, Uplatiiuje se nejen potfeba zbavit se nepiijemnosti, ale i potfeba osobni

integrity a souhlasu, v némZ se spatiuje nadgje na zéchranu.
~ Cvi¢eni nového postoje: JestliZe se zni&i identita jedince, je schopen prumout

vie, co se mu nabidne. Opakovénim se pak nové pfijaté udrZuje.

To jsou tfi zpisoby, resp. tfi faze ,,myti mozku*, které vedly u postizenych ke
skutegné zm&n& smysleni: tak se dosdhlo zmény antikomunistickych postoji v pro-
komunistické u zajatych americkych diistojniki. Nemén& dramaticky je vliv psy-
chického traumatu, napk znésiln&ni, které miZe u postizené Zeny prwest radi-
kalni zmény v postoji k sexu, a tim i vi&i muZim urdité kategorie nebo vici muzim

- viibec. VIivné j jsou tedy pfedevsim piimé osobni zkuSenosti, ale jde také o ‘druh
~ postoje: mnozi lidé, ktefi byli piimymi sv&dky nacistickych nebo komunistickych

zvérstev, zménili radikalng své pavodni politické postoje a stali se z nich odpirci
nacismu a komunismu. Zvefejnéni otfesnych hygienickych pomérii na chicag-
skych jatkdch, k némuZ doSlo ve dvacitych letech, pineslo vinu vegetaridnstvi.
Otec, kterému zemfelo malé ditg, miZe ztratit svou dosavadni viru v boha, ale na-
opak mnozi véziiové nacistickych a komunistickych koncentra&nich tabort se stali




: véticimi teprvc Jako veznove Uplatmge se zde tcdy osobnost subjektu vyznam ’

.a propOJenost postoja, které ma.

- Proti ur€itému presvedcem (sxlnemu mtegrovanemu postop) ktere mé byt z ng-
. jakych diivodi-zménéno, se pouZivd presvédovani, které se opird o racionalni - "
A emocxonalm pnpadne kombmovanou argumentaci. Presvédcovam & premlou—

- ovani se oznaCuje jako persuaze al. Gric (1985) je deﬁnUJe jako ,;takové ovliviio-

vvam pii kterém se remplent pod vhvem presvedcovatele dobrovolng, zaintere- -

-sované a zucastnéne u_ustu_|c 0. zduvodnenostl nejakeho,stanowska“ Jde tu tedy
0 profesmnalm ¢innost, provadenou Vv ramei psychagog1ky nebo ‘psychoterapie
: _(persuazwm psychoteraple), kde se uplatnup jiné podminky ne# v b&%né inter-
o personalm interakci. W. S. Howell (1969) uvadi nasledu_]1c1 kroky §ifeJ1 pojatého

~”:f_‘presvedcovam 1. vzbuzem a udrZovani pozornosti presvedcovaneho . vyvoléni
"+ prisludnych motivi, 3. quem motxvu s presvedcovamm a 4. vytvoreni specifické - -

' reakce ktera je zadouc1 a jeji upevnéni. Riizné. niboeriské sekty vyvmuly mzné
. posmpy presvedcovam vytypovanych osob, které se snaZi ziskat za souvérce

a Cleny sekty; nkteré z téchto. postupi jsou slabsi formou »prani mozku*., V pie-

svéd&ovani se uplathJe logick4 & raciondlni a emocionilni argumentace,: pii-
: padne kombmace obopho Emocionalni argumentace pusob1 primirné na.city, ale

y :podstatne méné na- chovéni a Jjeit vliv. je spife okamz1ty Zasem slébne. Proti
- afektogenni. argumentam ktera vyvolava strach, si miiZe subjekt vytvont obranu-

M

+(,,;mné toto nebezpec1 nehrozi®). Za urditych okolnosti se miiZze VYtvofit tzv. ,,bu-

- merangovy efekt”, tj. postoj, proti némuZ se argumentuje, se miZe naopak jests -
- vice. upevnit, Docha21 k tomu zejména, kdyZ se ,,téZké argumenty“ uvadejl na
- zagétku presvdEovani, kdyz se uvadgji ptiklady, které neodpowdajx zkuSenostem
- presvedcovaneho kdyZ se presvedcu_pm osoba zabyva Jen svymi diikazy a opo-:

e miji vyvracet dikazy druhé strany a oviem kdyZ se v piesv&dZovani objevuji

protxmluvy Presv&dovani musi vtihnout do hry motivy presvedcovaneho {(napf..

»musite se Setfit pro své déti, které vas budou potfebovat®), musi aktivovat piiro-

- zené tendence presv&dZované osoby. Na némecké vojaky byl b&hem druhé svétové ’
valky shazovan letdk s timto textem: ,,Kdo pokraduje ve vilce, bojuje proti svym -

détem.“ Emocion4lni argumentace je v podstat€ sugestivni vliv, zaloZeny na
presvéd&ivosti uréitych evokovanych emoci a aktivaci podvedomych skloni

- atuZeb. Racionélni argumentace nemiiZe od piisobeni na emoce zcela abstrahovat, -
- nebof ty hrap v posto_uch zasadm roli. Pouzwa se pn tom ruznych osvéddenych . -

' pOSHlpU I]ilpl‘

" — rymus ano-odpoveédi: presvedcovam se navoch Jako dlskuse v niZ se presved—jv .
~ Covanému pfihraji za sebou jdouci otdzky, na n&% musi odpovedet »ano“, apak
se- nahle prezentu_]e urditd nabidka &i argument pusob1c1 ve smcru presvedco- R

- vini; existuje téndence odpovedet rovnéZ ,,ano"; v
— technika spolub&Zce: lidé chtéji Cinit a vyznavat to, co &ini a vyznava vetsma

proto je daleZité presvedcu je, Ze to, co by m&li uéinit nebo Jaky posto_] by meh |

aUJmout c1ru a maji vsxchm JaLo néco samozre_]meho

Presvcdcovam _)E vlastne mdoktnnam ami tedy isvé aspekty et1ckc nejen &isté

' psychologické. J. P. Guilford (1959) zjistil, Ze existuji lidé s tendenci k , defini-
‘tivnosti*, tj. se sklonem mit ve vécech jasno a odmitat neurgitosti, kteff nesnaleji

dVO_]ZDaCDOSt M. Rokeach (1960) uzil zde j le zmingného pojmu zaviena mysl

* pro uzavienost nekterych osob viigi novému poznéni, coZ je vlastné druhem dog-

matismu. Charakteristické pro mnoho lidi je tzv. ,,Cemo-bilé myslem které ig-

- noruje fakt, Ze objekt miiZe byt nahliZen z riznych zornych 1hld, a tak vykazuje

R 11

~ razné vlastnosti, neni jen ,,¢erny*, nebo ;,,bily", velmi Casto byva ,,Cerno-bily®.

- Zkueny subjekt md k dispozici vztaZna schémata, ktera reprezentuji urcité

'usporadam jeho zkusenosu a tedy i urcité uspofddani jeho Zivotniho prostredx

a svéta vibec. Podstatnyrm prvky téchto schémat jsou kogmtwm konstrukce

~a s nimi spojené emoce, které vytvateji urdity systém vyznama. Jako takova vy-
Stupu_]l tato ‘vztazna schémata jako Ginitelé interpretace situaci. Plasticky pnklad

toho. uvadi Th. M. Newcomb (1950): dfevorubec vidi strom Gplné jinak neZ bo-

tanik, nahliZi ho ve svém vztaZném schématu jako dievo, které se hodi ke kdceni
'k prodeji apod. Pfisuzuje mu hodnotu, ktera vyplyva z jeho vztaZného schématu
o k tomuto objektu, a tak ,,odpovidajici posouzeni vnimaného objektu neni uro-

véno jen jeho vlastnostmi, nybrz také souvislostmi, v nichZ je objekt vniman™
(Newcomb). KdyZ pr8i, miZe strom slouZit jako pnstreéek jak dfevorubci, tak

" i botanikovi. ,,Jinak voni seno konim a jinak zamilovanym," napsal polsky satirik
1. Lec. Clovék se uéi usporadavat objekty vnéj§iho svéta pomoci my§leni i citéni:

.V kaZdém pripad® je vztah mezi pfedmé&tem a potfebou uréovin nejen samym

' predmetem, nybrZ i vztahem mezi pfedmétem a stivajicim vztaZnym systémem. -
Existuje-1i vztaZny systém, dostivé se pfedmdt.do vztahu k redukei popudu, aje

tim utvofen nebo posilen pozitivni postoj vidi nému. Je-1i vztaZny systém nahra-

zen jinym;vstupuje pfedmét do vztahu k siln&j¥imu popudu a povstiva negativni
postoj nebo je tento postoj posilovan® (Newcomb) Rozhodujici roli tu opét hraji
asociace objektu s emocemi subjektu.

C. Leuba a G. Lucas (1945) provedli experiment s hypnotizovanymi pokusnymi osobami. Kazda
z nich byla postupng uvedena do §tastného, kritického a Gzkostného stavu. VZdy, kdy? byla z toho kie-
rého stavu probuzena, byly ji exponoviny obrazky predstavujici ranohoznainé socidlni scény a po-
kusni osoba je méla interpretovat. Po druhém a po tfetim hypnotickém stavu byly pokusnym osobim
pfedvedeny tytéZ obrazky souZasng se sugesci, Ze je nikdy pfedtim nevidély a Ze o nich nic nevypo-
vidaly. Pokusné osoby po probizeni z'kaZdého uvedeného hypnotického stavu interpretovaly predlo-

" %ené obrézky, které byly stejné, v novych vyznamech, které odpovidaly pfedchizejicimu stavu. Napt.

" po vsugerovaném pocitu §t&sti dévaly pokusné asoby odpovadi ,,Dobfe se bavi®, ,,To je prima", po kri-

~ tickém stavu ,,To je d&sné", ,,To se nehodi*, po iizkostném stavu ,,Domnivim se, Ze zde n&co neklape®,
' ,,ledy se nevi, jak to dopadne ' '

PostOJe se utvare_]l a méni vzdy v uréitém kontextu ktery je dan z jedné strany

' psychlckym stavem subjcktu az druhé strany celkovou situaci. Zastaneme-li nyni
. u daného tématu zmén postoja, Ize Fici spolu s jiZ zmin&nym Triandisem, Ze in- -
' formace.nepusobl nikdy sama o sobg, nybrz v kontextu dané situace a svého
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. zdroje, tj. dﬁvéfyhodnosti' atraktivity a moci informaétora, svou strukturou a ve

'v:j vztahu k psychickému stavu pifjemce. Tyto druhy informaéni vztaZnosti byly'

v socidlni psychologii. podrobng zkoumany. W. Herkner (1991) zachycuje tyto

. vztahy nésledujicim schématem, v némz plne 31pky znazomup zakladni vztazne.'

aspekty pnjlmam mformace subjektu

- :predmat postoje . |

A

4
P
T
i

informator. —_———-f-,--'-; " sdéleni - 4':---—';;-——-» sﬁbjekt—pﬁjemée

T X

v v

o Pozmvne hodnocem mformaton (kornumkaton) _]SOLl v presvedéovam Usp&inéjsi
. neZ neutralng nebo negativng hodnoceni. Hodnoceni se tyka div&ryhodnosti ko-

... munikétora (jeho odbornosti, podobnosti se subjektem, at uZ je to podobnost z4--

v

-~ jmové nebo podobny socialni pivod, ale i jeho vn&jsi vzezfeni, napf. obleden,

chovini a dalgi): ,, TytéZ argumenty jsou i&inn&js, kdyZ zjevné pfichazeji od po-
- zitivn& hodnoceného (divéryhodného) komunikitora, “ piSe Herkner a uvadi na-
o SlCdU_]lCl tabulku ktera to dOkaZUJC vysledky emplnckeho vyzkumu

: 4»'objekt poslcue : e proccnto pokusnych osob, které vykazova]y zménu
o ' R v ocekavanem sméru ,
i ve]m1 duveryhodny prumeme duveryhodny
T ST L komumkator
.a““hlslamm : '1 o 22.6.1;,, Sovienii 133
"atomové ponorky. S 360 L0
: occlnrsky prumysl v LR TR X I R - 38
.,kma S el T 129 " 16,7

© Jdeo vysledky expenmentu klcry provedh C L Hovland aW. Welss (1951), kten Setli pokusnym :

"*'osobdm kritky &lanek o uvedenych &tyfech objektech postoji.. Jedné skupme pokusnych osob bylo

‘sde]eno Ze Clinek pocha.zx z davéryhodného zdroje (odborny & casopls autor-védec), druhé skuping, Ze- S
. pochizi od méné divéryhodného zdraje ‘(populdrniho. casoplsu) Uvedend. procenta zmén’ vyjadru_u o

o pl'OCEl’ltO Zle’l v ocekavanem smcru mmus procento zmen V opacnem smeru R

. Duveryhodny komumkator tedy zménil v prumetu temer u 1/4 pokusnych osob e
' jejich postole zatimco méné duveryhodny dosahl zmény j jen'u ‘necelych.7 pro- - -
- cent. Nlcmene v Jednom pnpad'e (kino) se objevil opacny vysledek Herkner to

. vysvétluje tim, Ze je to vypmka zpusobena »0e optimalnim pokusnym matena—
lcm (na kmo si hde vytvare_]l vlastni ustalene nazory)

Th. M. Newcomb R. H. Tumer a Ph E. Converse (1965) formulovali nésle-

* dujici podstatné podmmky zmény postoje:

— »Zména postoji zavisi na recepci novych informaci, které z hlediska zaintere-
sované osoby se takovym ¢i jinym zpitsobem vztahuji k objektu postoje.*

— Postoj vii&i n&jakému objektu se zméni, _]esthze se zméni kogmtwm obsah ji-

-ného, s nim spojeného objektu.*
Prvni podmmku lze formulovat takeé tak, Ze ,,postoje viici objektum podléhaji

- zméné tehdy, kdyZ nové informace .vyy(_)lap zménu vnimaného obsahu objekti™.
‘Jako priklad uvadgji: objev, Ze ten skromny &lovék v pomackaném modrém ob-

e

leku je slavnym autorem novel, které jsme obdivovali, pfina¥i davku novych in-
formaci a je pravd&podobné, Ze zmé&ni na postoj vii¢i nému. Podle uvedenych au-
tort rozhodujici neni zm&na emoci vidi danému objektu, nybrZ nové informace
oném. V uvedeném piikladg budeme autorovi novel pfipisovat dvé negativni vlast-
nosti: 1. nedostatek diistojnosti a 2. ,,jeho zmagkany od&v*. Zméni se obraz ,,0b-
divovaného autora®, nejprve se zméni kognitivni obraz objektu a nésledné také

.emociondlni vztah k nému. Ob& vyse uvedenc podmmky zmeny postoje jsou

vlastng€ komplementéami. .
Pokud se tye emocmnalmch vztahu k objcktu podlc Newcomba Turnera

- a Converse existuje nasleduyc:l tendence k vystupovam téchto vztahii:

Cemocer - objekt:
‘ ) nizky stupen centrilnosti (psychologlcky odlehly)
~ slabé - - ¢+ malé spojenis cxhjedmce

“mald zasoba informaci

V souvislosti s timto prehledem lze pak tezi téchto autort, Ze nej'p:ve se.méni in-
formace-® -objektu. a pak emociondlni vztah k nému, poné€kud upfesnit v tom
smyslu, Ze zm&nu postoje nevyvoldvaji jakékoli informace o objektu postoje, ale

' pouze informace emociogenni, takZe kognitivni a emocionalni zmé&ny jdou pfi-

nejmensim ruku v ruce, paralelng. Sou&asng je nutné pfipomenout vybérovy vztah

" subjektu_k informacim a fungovéni principu kognitivni konsonance, resp. diso-
" nance, jakoZ i celkovy situaéni kontext (piijemna Ci nepfijemna situace, duvéry-

hodnost komunikétora, zpsob a struktura jeho sdéleni a dalsi).

Rozhodujicim faktorem zmén &i rezistence postoje je sama osobnost &i subjekt
postoje, jeho psychologické vlastnosti, k nimZ patii i mira ovlivnitelnosti, pfi-
padné€ sugestibility, kterd negativng korehge s mirou inteligence (vysoce inteli-

 gentni osoby jsou malo sugestlbllm) a oviem jiZ mnohokrat zminéna subjektivni
- vyznamnost postoje, souvisejici s jeho stabilitou. Mnohymi autory je zpochyb-
'-'novana existence ovlivnitelnosti jako obecncvvlasmosn a ovlivnitelnost je spiSe

rozpoustena ve vhvech vnéjiich Ciniteld, coZ se zdd byt jednostranné, nebot ovliv-

" nitelnost souvisi také nepochybne s vnitfnim stavem subjektu. Cim pozitivngjsi je
' _vztah &lovEka k sob& samému, tim mensi je jeho ovlivnitelnost (L. Berkowitz
~a R. M. Lundy, 1957). Ovlivnitelnost je jednak osobnostni rys a jednak souvisi

s aktualnim ‘st‘avem subjektu a se strukturou situace.



0 néco predem vytvoreneho prevzateho Slovo predsudek mad pejorativni vyznam,

protoze je obvylde aler nespravne spolovano s negativnimi a neodiivodnénymi ‘
- postoji, obvykle viigi uritym mensinim- (nap¥. predsudky vidi cikdnlim, dfive
~vagi Zidim — -rasisticky zaloZené pfedsudky). Avsak predsudky mohou také sou~
i viset s atribucemi uréitych vlastnosti uréitym jedinciim, a to nejen negativnich, .
“ale i pozitivnich;. ‘typickym pn’k]adem je atribuovani zaku uditeli (inteligent- ;

n1—p1]m malo mtehgentm—hm) G.'W. Allport (1954), ktery napsal obsdhlou

" monografii o pfedsudcich, upozormue nato, ze latmsky pavod tohoto slova (prae-v .
- judicinm, pfedpojaty usudek ale také ve smyslu predV1davem) _pro3el hxstoncky .
tfemi stupni transformace, neZ se ustalil na souCasném vyznamu, ktery New Eng-

ltsh chtlonary (podle; Allporta) vymezuje takto: ,,Cltem piznivé nebo nepiiz- -

" nivé, viidi osobé nebo véci, apriorni nebo nezaloZené na aktualni zkuSenosti.“ Sam

’ Allport pak podal nasledupm dcﬁmm predsudku (-prejudice®): »Odvratny (,ad-

vertive*) nebo hostilni Pposto] Viici osobg, kterd naleii ke  skuping, jednoduge proto,

gze nalem ke skuping, a proto se predpoklada 7e ma zavadne (,,objectmnable“)_ S

o kvahty puplsovane této skuping.* Typickym pnkladem takto pojatého predsudku

-+ jsou rasistické.predsudky. V tomto smysiu mohou mit predsudky nejen individu-
~alni, ale i skupinovou formu (heterostereotypy ~ obrazy jedné skupiny o jiné, ne-

: pratelske skuping). Za podstatné znaky predsudkii 1ze pokléadat: 1. jsou toemotn&
sxlne akeentované ,,postoje*, 2. jako takové jsou velmi odolné vii&i zménam. , Kog- -

o mtxvm komponenta ptedsudku j je oznacovana jako stereotyp” (H. W. Bierhoff,

199’%) Také predsudky jako j Jiné extrémni postoje mohou byt ,,vyrazem hluboko: :

leZicich rysi osobnosti® (Th. Adomo a spolupr., 1950). BliZe funkci predsudki
objasfiuji Krech, Crutchfield a Bal]achey (1968): ,,Predsudky mohou slouZit riiz-
nym funkcim, napt. mohou ospravedlnovat patologickeé nepfatelstvi, zdiivodiiovat
kitlturng nepfijatelné potrcby a chovani ve sluzb# kulturnd pfijatelnych aspiraci,

pomoci zvladnout potladené potieby, zdiiraznit city sobectvi, ochrénit proti ohro-
Zeni sebeticty, pomoc1 k bohatstvi, poskytnout ,rozumné* vysvet]em pro& &lovék

" ziistava chudy.“ Podle uvedenych autorii rasové predsudky Lslouzi podpofe
agrese navozené frustraci®, a to hospodatskou, socialni, pohmckou nebo sexudlni;

“zejména chronickou. Cltovam autofi se odvolavaji na vyzkum A. A. ‘Campbella -

(1947), v némz se ukézalo, Ze ,,0s0by, které byly odhadnuté jako nespokojené s je-
jich vlastni ekonoxmckou situaci, projevovaly nepfitelské postoje viiéi Zidim &as-
téji neZ ty, které byly ekonomicky uspokojené®. A dile poznamendavaji, Ze pied-

sudky mohou slouZit maskovéni potlatenych impulzd chamtivosti, krutosti -

~adalSich. Pnkladem jsou pnslusmcx nacistickych zvl4Stnich komand, )epchz 1iko-
lem za druhé svétové vilky bylo vyhlazovat Zidovské obyvatelstvo na dobytém
tizemi byvalého Sovétského svazu a ktefi si poéinali pfi tom neobycejne sadisticky
(zabijeni Zen a d&tf), protoZe pz’gah nacisticky pfedsudek o ,,Zidovskych podlidech®

~a protoZe jim pfijeti tohoto pfedsudku amoZiiovalo, alespoii mnohym z nich, od- -

- jreagovavat vrazdemm své potlacene sadlsncke sklony Predsudky mnoha mkanu'

Predsudky jsou’ zvlastmm druhem- pOStO_[ll a jiz slovo samo naznaque Ze Jde v

: bludného my§leni a m4, jak jinak, ‘ko‘r’eny v nevédorm‘

- vici blle rase _]1m zase umoznup okradam a olupovanl prxslusmku této rasy. Pred-
sudky tak mohou vystupovat ve funkci ,,domnélého alibi“ (Krech, Crutchfield
- a Ballachey). Déle se podle t&chto i jinych autorfi v predsudeich uplatiiuje potieba

oo

‘prestiZe: ngkteii lidé st011c1 na nejniZ8im stupni Zebfi¢ku spoleCenské prestiZe si
" najdou jiné lidi, vaci nim? se mohiou citit nadfazeni, napf. u Ameri¢ant to mohou

byt Mexicané nebo & CernoSi. V rasovych pfedsudcich je pfedmét téchto pfedsudka
interpretovan vZdy jako n€co niZiiho, ménécenngjsiho (nacistické pojeti Zid@ jako

- podlidi“ apod.). Rasisticky zaloZené osoby. tak mohou. kompenzovat komplex
* ylastni mfenonty v nac1st1cke ideologii byla protl ,,podhdern postavena skv.e]a
Harijska*, resp. nordickd rasa.

Aviak byly zkoumdny i jiné neZ j Jen rasové predsudky, které . ne_;sou jen Cisté

psychologickou zalemtostl napf. proC jsou ,krdsnym hdem ptisuzovédny pozi-
tivni socidlni vlastnosti a naopak. Podle D. G. Myerse (1993) nastiva od Sedesd-
ot tych let zmé&na v pojeti pfedsudkil; nejsou spojovény JiZ jen s projekci nepfitel-
. stvi, ale jsou chapany také jako ,,produkt normdlniho my3leni“. Myers ma oviem

v W

.- namysli sterotypy, hovoii viak o kognitivnich zdrojich pfedsudki, za néZ pova-
zu_]e hlavné vnimanou podobnost a odli¥nost, ktera se uplatiiuje nejen ve vztazich

mezi Jednothvcx ale i mezi skupinami. Podle G. W. Allporta (1954) ,,etnické pred-
sudky jsou antipatie zaloZené.na chybnych a nepruZnych generalizacich®, co? je
vak charakteristika, kterd plati o viech druzich pfedsudkil. Mnohé pfedsudky se
tykaji lidské fyziognomie, napi. spojovani dobromyslinosti s kulatym oblicejem,

-energie s vystupujici bradou, smyslnosti s masitymi rty apod. Také v t&chto pfi- )
padech jde o chybné generalizace, kieré piechizely z _generace na generaci, ale
JjejichZ historicky plivod je jiZ sotva zjistitelny. .

Povéry je mozno chipat také jako druh postoji, a to vymme iracionalnich, je-
jich vymezeni v3ak vyZaduje dal3i specifické znaky, které by odliily povéru a viru.”
G, Jahoda (1969), ktery napsal monografii o psychologii povéry, poukazuje na ne-
schiidnost riiznych pokusi definovat povéru, napf. nepravdépodobnosti existence
jejiho pfedmétu nebo obsahu, protoZe , kaZdy novy objev dezaktualizuje Cdst sta-
rych soudi o tom, co je a co neni pravdépodobné a vytvafi zdklady novych oce-
fiovani®. Krorne toho urditd pojeti povéry, kterd je chdpéna jako néco pejorativ--

“niho, posouvaji do jeji oblasti fakticky vSechny nidboZenské systémy, i tzv.
_»Vysp&lé®, jako je napr. kiestanstvi. Existuji kultury, napk. africti A3anti, které jsou

veskrze povéretné. Vime napf., Ze strach z tiinictky, vira v uhranuti, v moZnost -
obcovéni s duchy zemf¥elych, v ,.koCku pres cestu* apod. jsou pokladany za ,,hrubé
povéry"“. Aviak jak je odlifit od viry v ,,orgonovou energii* nebo v ,moc Ducha
svatého, aby byly Setfeny nadgje zboZnych? Povéra je, podle Jahody, druhem

vvvvvv

v souasnosti ,,teone planovancho jednani J. Ajzena (1988 1991), kterd byla vy-
vinuta z ,teorie odiivodn&ného jednani®, zde jiz zminéné. Bierhoff sim shrnuje

- tuto teorii v nasledup(:lch tezich:



Chovam _]SOll bezprostredne predrazeny behavioralni mtence kterc urnoznup
b predvxdat chovini, pokud je pro osobu kontrolovatelné. : -
--— Vniman4 kontrola chovani se vztahuje na rozsah, v ném? je chovéni subjcktem

kontrolovate]ne Intendované chovani je nm pravdepodobnéJm ¢im vct51 _]E du- :

véra ve vlastni schopnosn uskutecnit je.:

'~ Behaviorélni intence Jsou ovliviiovany tiemi cunteh ‘vnimanou kontrolou cho-_ ’

& _  véni, postojern vi&i chovani a subjektivai normou (tyto koncepty byly vy-
* mezeny jiZ dtive). V ruznych oblastech chovéni maji tyto faktory rizny vyznam:

 "—- KaZdy z t&chto tii’ predlkatoru intence ma zaklad v minéni, a sice v minéni .
"0 chovini (pOStO_]e) v. minéni o norméch a v min&ni o kontrole. Jejich posu-

PEEP S

. zovani vychézi z modelu | ocekavam—-hodnota (t] ze subjektlvmho odhadu :

pravdepodobnostl dosazem cxle) L
Empmcke ov&feni této teorie ukazalo e behav1oralm 1ntence a vniman4 kon—’

! trola Jednam jsou nezavislé a nejdulezﬂéﬁi predxkatory chovini. Teorie pak podle

 Biertioffa urnoanJe predpovxdat zmény postoji, zejména na zdkladg ovliviiovani

' - minéni argumenty. Podle naseho soudu je to teorie Jednostranne kogmt1v1stlcka -

-“a vztahujici se opét, jako vétSina podobnych teori, spiSe na uméle vytvolené nez
- skutecné Zivotni podminky chovam Jinou teorii ,,dyna:mky postoj i“, kterd neni

o tak tizce kognitivisticka, vytvonl IM. Rosenberg (1960), ktery spolu sR.P Abel-.
sonem také formuloval ckonormcky princip: pii prevadem mkonzxstentm struk—ﬁ ‘
: tury v Konzistentni bude z ruznych moznosu vybran postup, ktery _)e spolen s neJ- ‘

mensi kogmtlvm cmnostx

| 'KOMUNIKACE

Socialng Zijici druhy zvifat spolu komunikuji, sd&luji si urgité informace, dorozu-
mivaji se. Funkce dorozumivni je zfejmd, je to predeviim upozorfiovéni, napt. na

. nalezenou pastvu nebo na nepntele ale také na vzdaleni se od stada apod. Rizné
j”druhy zvitat vyvmuly rizné zpusoby komumkace napl. prostiednictvim dotykd,

pacht, skieki a daldi. Znimy je tanec v&el medonosnych, vlastné urité pohyby,
kterymi v€ela pfi navratu do tlu signalizuje svym druzkdm smér a vzdalenost vy-

"datné pastvy. H. a M. Fringsovi (1964), ktefi se zabyvali komunikaci zvifat, chi-
- pou dorozumivani se jako vnitrodruhovou zileZitost: , k vlastnimu dorozumivani
_dochazi tehdy, kdyZ vysilatel i odbératel signalti néleZi k témuZ druhu®. Vabi-li

napf. rozehiaté lidské telo komz’ir'y, neni to dorozamivéni, ale vabi-li samicka mo-
tyla svym télesnym pachem samecka, je to komunikace. SloZit€jsi je to s viini kvétd,

| . ktera jako chemicky signal vabi vCely nebo jiny hmyz, nebot existuji rostliny, které
* vydavaji vini nebo pachy v urditych obdobich dne nebo noci, kdy se odbyvaji lety.

hmyzu, ktery je miZe opylit. Také lidé emituj feromony, které mohou mit u&in
na druhé pohlavi, aniZ si jejich pach uvedomUJc. Je to také komunikace? Jinou z4-
hadnou formou lidské komunikace je telepatie, druh mimosmyslového vniméni -

" uréitych.informaci, jehoZ fyzikélni i fyziologickd podstata neni dosud objasn&na.

Odbornik na lidskou komunikaci C. Cherry (1966) pise, Ze Slovek vyvinul dife- -

' rencovany systém komunikace, ktery ¢ini moZnym jeho socidlni Zivot: ,,Komuni-

kace je v-podstaté socialni zdleZitost." Specifickymi formami lidské komunikace
je mluvena a psand fe¢ (jazyk); komunikace &ini lidsky a socialni Zivot viibec prak-
tickym, znamen4 organizaci, ma socidlni funkci. Cherry nepodava Zidnou definici
komunikace, ale fik4, Ze neni komunikace bez systému znaki a pravidel operovéni
$ nimi; znaky pak néco reprezentuiji, jsou to signaly, symptomy a symboly, které
maji u:cxty sdileny vyznam, jsou nositeli mformace Prikladem je slovo ,,pozor®,
které na néco iipozoriiuje, slovo ,,ddm®, ktere oznatuje, slovo ,,vstupte*, které vy-
bizi, nebo gesto, které vyjadruje pokyn, a jiné, které vyjadfuje hrozbu. , Komuni-
kace znamend, Ze informace prechdzi z _]CanhO mista na druhé” (G. A. Miller,
1951). To znamen4, Ze informace je pfedavana jednou osobou druhé 0sob& nebo si
11 Jedmec obstardva sim z ‘urditého zdroje, napt. ze slovniku. V prvmm pipadg,

" a0 ten ndm pUJde je komunikace socidlni akt, ktery miZe byt jednosmémy, nebo,
© " rozviji-li se napf. v rozhovor je to druh interakce. V tomto smyslu, komunikace
" jako druh socidlni interakce: -znamend Jednostranne sdelovam nebo vzijemnou

vyménu 1nformacx.,JeJun pros_tredkem jsou nejen slo_va‘ a gesta, ale chovani vibec,
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Lhe Gommum(n Llon and

- ffch'e' ;.'(‘]om.vmu‘llicatiovn Situation,

Introduction -

/ARIOUS ASPECTS of mass communlcﬂtlons _

.ﬂwln:elvcs zmd of the c]tuntlons ini Whlch communications oc-
v,cur have ]Jeen {ound to be related to the effectiveness . of persua-

' 51011 In refercnce to most such varxables, ex15tmg data do not"
‘ pcnmt valid- distinctions 1o be drawn between their c011tr1but10n -
o proces=cs of rr-mforcemcnt and thelr contrx])ullon to processesr )
of conversion. They have <1mp]y been found to render perquaqxon :

'gcnemlly more (or less)’ eﬂechve '1hey may thus be said to in-
‘erease “somewhat the ease of remforcmnr ex1=tmr* oplmon and
to reduce: qomewhnt the dlmcuh) nf acluevmn conversion.

" 'We will here make no attempt to definc the commumcatlon_' i
‘situation,” but will regard it {from a-broad point of view as in-

rludm‘f (1) the unmcdmtc source of commummuon (2) the

modmm throurrh “luch it is transmltLed (3) the content of the
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s ‘generdhzauons numbers 4 and 5
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communication itself; and (4) certam miscellaneous aspecets of
the social situation m wlnch the communication is received.

The eﬂecls of some ol these variables will be found to be ex-
plicable, to some degrec in terms of lhe exira-communicalion.

’ medlatmo‘ factors, such as prcdlcposmon qroup norms, and the
- likey’ wlnch have already Dbeen ' discussed. But-this theoretical

orlentatlon does not seem capable of wholly explamnw their
power. Rather ‘than mdu]ge in long and undocumented con]ec-,

- ture, the author has elected to regard them, at least for the time
. being, as re51dua1 variables, whose processes of eflect are not yet

wholly clear. or.classifiable. Their existence is. acknowledaed in
particularly number 5—whlch
frankly serve, in the present tentative state of the generalizations,

" to take note of residual phenomena All of the communication and
) situation variables to be discussed w ill, however, be 1(=cocrmzed as
. constituting an order or class obviously unlike the extra-cum-’
. mumcatlon factors to which crenerahzatxons 1 through 3 vefer,

The Source

AUDIENCE~1MAGE OI‘ THE SOURCE

The source of a communication, or, to be more exact, the
source as conceiv ed by the audience, has been ‘shown 1o influence
the persuasive cfficacy of the communication itself. In general,

,"sources which the audlencc helds in high esteem appear to facili-
' tate persuasion, while sources which the audience holds in low

esteem appear to coustitute at least a temporary handicap. The

" possible bases of such esteem are perhaps infinitely vari%xble.

. Audiences have been shown, {or example, to respond particularly

~ well to specific sources hecause they considered them of high

- prestige, highly credible, expert, trustworthy, close Lo themsclves,
~ or just plain likable. o

The mﬁuence of sources whlch the audience conslders lnnhl)




. e rcdlblhty

o commumcattons attrlbuted to low credlblhty sources. ;

: Lredlblhty group | had in crease(l
S Invequgatmn th]s phenomenon furlhel I\ehnan Elnd Hovland o
o (1953) *pursued a. c.tudy geuer'l“y similar to that of Hovland and -
i - Weiss (1951) ‘except that the topie mvolved treatment of ]uvemle -
"'_delmquents and the source was V'lrled ini re[ereuee to apparent"
competence and fairness (versus bms) as weﬂ as ere credtblhty
Immediate differences of the same aeneral order were observed,
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credlble or less credible, trustworthy ar untrustworthy, and the

S llke, has been extensively investigated by the Yale Communica-

tion Research Program.’ Iovland and Weiss (1951), for ex-

rample, presented college students with a series of four articles
"dealing respectively w1th the sale cf anti-histamine drugs, the

, 'possxlnhty of building alomic- -powe ered submarmeq the causcs of

a steel shmtﬂ"e, and tlle futlue of tl\e molion plcture mdustr)
Sl .adl of the artxc]es was attrlbuled for one half of the group to a-
" source prevmusly estabhshed as- hnvmg ‘lnvh credibility,” and
for- the  ather h'ﬂf to a source estabhshed as havmg “low

Commumcatmns altubulcd to Iuwh cre(hblhty sources were'

more often consxdered ‘falr than 1 were the same communications

‘ ’.when atmbuted to low CI‘Bdlblhty sources; and their. conclusmns .

“were more often considered ¢ ]ustlﬁed ™ The major differential, .

vhowever, occurred in regard to opm]on ‘change.. Net change in -

“the - dlrectlon mtended by the communication was found dlrectlyvv
“alter e‘<posure to be three and .one- half Umes as great among

‘f'thmc who re'\d the commumcahons attributed: to the high -
B L.ﬂ_crcd]lnhty sources. as it was among those. who read the same

This’ Lhﬂerentml does’ not however, _appear to be permanent

; _'"Opmlon tesls. adxmmstered ‘a-month later showed no s1gmﬁcar1t,"
- difference between the groups. The amount of change in the high
]‘credlblhty group had: dec1ez\sed whlle the amount 111 the low»z',:

. dnd the same drift towmd mmﬂ'\nty -occurred "over a space of - .
thrce weeks At Lhat tlme I&elman and Hovland remqtated the L

s n s et g e et e o e o iAW i
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source in the course of an opinion test. The differences between
the two groups immediately reappeared, although the amount of
opinion change did not rise to quite its original level among those
for whom the communication lmd heen .1ttnlmtcd to a “high
credibilily” source. - °

These Phenomena are not easy to explmn The drift, includ-

g ing the upward drift of the “low credibility” group, is not due to
. their simply forgetting the source. Hovland and Weiss in fact

found that the two groups could name the source equa]h well a

. month after the exposure, They suggest that persons “must be
- less likely with the passage of time to associate spontaneously the
' content with the source and that ., . . the passage of time serves
- to remove recall of the source as a mediating cue that leads to

2

rejection.” This h”)otheqls, however, has yet to be validated.

- A single dlsrrepant nole among these ﬁm]murs is provu]ed by

- Maundell and Hovlaud (1952). They e*{posed two groups to a com- -

munication advocatmg devaluatmg the currency, ascribed in the

.case of one group lo a suspect source; and in the.case of the
“other to a “non- suspect” source. No elrrmﬁc‘mt difference was
“found between the two- groups in terms of immediate opunon :

change. Hovland, Janis, and Kelley (1953) suggest that this

- discrepanj; ﬁnding‘ may manifest the diﬂcring importance of

various components of crechlnhty, such as mtentlon expertness,

‘and trustwortlnness

Despite this' one (hscrepzmt note, nnd desplte the still hazy

know]edge of the’ causes of the shift over time, the weight of
-evidence from the Yale studies is qu1te consistent. It lndlCﬂle‘; that
. sources reg'uded as’ eredlble tru=tworthy, and the like facilitate
- persuasmn , while sources which the audience regards negalwe]y
g confer a haudlcap wluch is partlally overcome by the passage of -
tnne -

The ﬁndmgs of the Yale Commumcatlon Resealch I’rorrram

- are in'general accord with those of various. less exhaustive or less.
preexsely foeused stuthes Lettelhelm and ]anow1tz (1900) for
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e).ample, malled anti- Sc-mltlc literature attrlbuted to varmus L
. sources t0.50- Genhle nmles They found the propaganda was more
likely to ‘e - cﬂvcmc iT “aseribed to'a known Jew; the readers

'ap'mxenllv wrrmdcd quc'h aulhors]up as’ “objective.” Freeman

- and Weeks' (]935) found that e\pcumental subjects who liked
: Drew. Pem:on to begin wnh were more apt than those who did
v'vnol {o assume oplmons or to modlfy their E‘{lstlng opmlons in
“he direction o[ his ¢ prcdlctmns -after hearing a tape of one of
“his lnoad("mln Kishler (1950) found that the degree to which
. ':nl)JecLs held Cathohc priests in lurrh esteemn ‘was crucmlhr related
~to the amount they learned from the film Keys of the Kingdom
and to the extent to which their opinions were modified in the
*direction of rchmous tolerance His findings underhne the impor-
“tance of the. audzencc s nnage of the source, as opposed to the
. actual source. The film was in fact a. ‘commercial production which ‘
“dealt with a Cntholxc prlcst who was, of course, portrayed by a
o professmnal aclor B : : :
- The power of prestxge sources to assist persuasne communica- -
~tion. appeﬂrs to bc mamfest in the pecuhar sales ability of some
of the more ]ummous stars in mass media’s. gala\y At least part -
of their ﬂudrenccs apparcntly rcgard the stars as sources (rather.
than as tmnsmrsswn belts), and. apparently adchtlonal]y regard
L thcm as. pnrent surrogntes as love objects, or, in extreme cases, as

pcrsons nppronc]ung omnjscience. At the height of her career, {for

~ “example, Kate Smith succeeded in obtam]ng ‘thirty-nine million o
dollars of [wnr] bond pledges in the course” of.an 18-hour radio

v maraﬂlon Some of the purchasers apparently bought their bonds
merely because Kate Smith advised it. Queried as to what they »
o thourrht of hcr sich persons rephcd that .

“She ta]k how \he molher ialk o ﬂle clnldren
*You know what she says'is true. Next to God
’ she comes when =he lclls it Lo you ”V

There 1s some ev1den(,e and much repuhhle conjecture th'lt“ ‘
" even lesser lummarlcs aclueve consulowble audlence prestige’
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" from the mere fact of their. bemg carried by the media, The un-
realistic audience concepts of such celebrities as Snuth Arthur
Godfrey and various olher': are similarly believed to be, in part, a

- product of their position on the media. Both of these points will

be discussed below i in reference to the effects of the mass media
themselves upon the persuasive power of the comriunications they’
disseminate. For the moment, it need -merely be noted that

prestige sources facﬂltate persuasion, and that bcmg featuxed
by the media may very we]l increase prestlge

SPECIALIZED SOURCES

nghly specrahzed sources, directed to special interest, occu-
- pation, or age groups, and thus not in a true sense mass media,
have been observed to be especmll) persuasive for their parucular
audiences. Most such appeals are made in print since the expense
of radio, television, or screen productlon for small audlences is
ordinarily prohibitive. :
The audiences_ for such :pecmh?ed puhhc'mons apparently
regard the pubhcatlon as voicing their own personal interesls and
-they are thus more hkely to accept its advice. Lazarsfeld, Berel-

- .son, and Gaudet (1948), for example, found that in

Erie Countx in 1940, the Farm Journal was menuoned as a concrele:

_influence upon changes in vole intention as frequently as Collier's,
" "despite their great diference in circulation, and the Townsend pub-
. llcatlon as Irequently as Life or the Samr{lay Evening Post.b

"The eﬂectlveness of such specm]wed publications is probably

increased by the fact that exposure to them is likely to be hlrrldy

selective and i 1n accord w1th group norms and interests. It 1 1s quite
possible that persuasweness may even be correlated with degree

_ of specmhzat]on i.e., that very h]ghly specialized pubhcauom are

still more persuasive lhan the ordlnary run of specialized publica-
tions. A recent study of how doctors came to adopt a new drug,
for example, found some indications that learned journals devéted

_to special branches of medicine were more influential among such
specmhzed practmoners than were. the ]ourrmls directed to the
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profession as a whole. Such highly specialized pub]icalions are

probably regarded by their readers as peculiarly “expert” sources.

AUDIENCE IMAGE OF THE MEDIA

The mass media are themselves invested with an aura of =

: _'p‘rcsligp by ‘alarge .pbrilvion of their Aziudi‘ence: The process involved
can no Jonger be traced in detail, nor has it been explicitly
i documented by~ attitude” studies. But it is a matter of common

“ observation that the media are regarded by many. in their audi-
ence with considerable awe, and “that media recognition or

- espousal ipso facto confers a degree of prestige upon the concept, -

- PErson;, oI agency: so iecogr'xilze‘d.‘Lazavrsfeld and Merton (1948)
- are particulatly cogent on the topic. They observe that’

" "'The mass media confer status on public issites, persons, organiza-

- tions, and social movements. <. 7

. Comimon experience as well as research testifies that the social stand- -
*“ing of persons or.social policies is raised when these command favor-

““able attention in the mass media. In many quarters, for example, ..
‘the support of a political candidate or a public policy by The Times -

is taken “as significant, and.thia support. is regarded as a distinct
assct {or the candidale or the policy. Why? ‘ '

" For some; the editorial views of The Times represent the considered
judgpment of a group of experts, thus calling for the respect of lay-
men. But this is ouly one element in the status conferral function of
the mass media, for enhanced status accrues to those wha merely

‘receive attention in: the media, quite apart from any editorial sup- ..

port.

' The mass media bestow prestige and enhance the authority of in-

“dividuals and groups'by legitimizing their status. Recognition by the

press or radio ‘or magazines- or newsreels testifies that one has ar-

rived, that one is imporiant enough to have been singled out {rom--
the large anonymous masses, that one’s hehavior and opinions are -~

sienificant enough to” require’ public' notice. The- operation of this ‘
status conferral function may be witnessed mast vividly in the adver-.

The Media Per Se
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lis.ingr: pattern.of testimonials to a product by ‘;proxnillexlt peaple”
Within wide circles of the population (though not within certain
s-e]ected social strata), such testimonials not only enhance the pres-
tige of the product bt also reflect prestige on the person whe pro-
vides the testimonials. They give public notice that the large and
p?\verful world of commerce regards him as possessing suﬂ"xi«:icnlly‘
high status for his opinion to count with many people. Ina wuord, his
testimonial is a testimonial to his own status. . . . The audic;]ces
of mass. media apparently subscribe to the circular belief: “If you
veally matter, you will be at the focus of mass attention and. if you
- are at the focus of mass altention, then surely you must rcally'

matter,”® . . @
" Hovland (1954) has also remarked upon this “halo” effect

of medla prestige and called for further rescarch on its processes
and componentz, : '

~The prestig: of media transmission ‘apparently acts, among

other ways, to increase the persnasion potential of communica-

tions. Waples, Berelson, and Bradshaw (1940), for examplc;

~ concluded from a study of case histories that “an- attitude fre-

quently changes from a subordinate to a dominant position when
it is justified by the authority of print,” and we would probably
be justiﬁ‘e&v in,qscribing‘similar power to the other media. One
might postulate that the broadcast media and films have some
degree of similar authority. .
The p;estige native to the media,‘somé writers believe, is
sufficient to allow them to build media personalities into the kind
of “prestige sources” which are in themselves aids to persuasion.

Merton has sho_wn, for éxamplé, that Kate Smith’s phenomenal
~ success in selling war bonds was due in no small measure to her

having been Vﬁrioqsly built up as a “symbol of sincerity, [and]
of_trutlf," and a person “compet‘ent in public affairs,”* whose
advice was Zpso facto to be trusted. Arthur Godfrey, Walter
Winchell, and various other luminaries, current or faded, may

_probably be assumed, despite the lack of'precise documentation,
to be or to have been similarly persuasive for at least parts of their
- audience. Mrv. Wipchell"s advices, for examplé, have been credited

!
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wwith causin‘g ma]or stock market fluctuations and with hindering

the national campaign for anti-polio inoculations.

. DIFFERENTIAL PERSUASIVE POWER OF THE SEVERAL MEDIA -

'Co‘nsidcré‘ble research on the relalive persuasive power of the

several media bears out the widespread belief that they are in fact

E differentially bcrsuasiyé. Allhciugh _some. ge‘nerahzatlons ‘may .be
~hesitantly drawn, the data more clearly indicate that the relative

powers.of lhe:vx'jr_ledia,diﬂg(lmarke‘dly frCm} one Pe.rsuasive_ tgsk .to |
“another. . - ST L -
" A serics of laboratory studies, pursued for the mosf‘pa_rt in the -
RO pfe-'lelcvi.sio'n‘ years before “1935, ind‘icaled rathgr 'conslstentl?r that' :
{ormal face-to-face contact (e.g. lecture) ‘was more eﬁ‘lclenﬂy”
Persuasxve than radio ( 6 r such approximations as tapes), and t.hat
" tadio was more efficiently persuasive . than print. T_hg ,tyl?lcfll
.Proc'evdum andl,ﬁ;i‘('lirigis, are exemPli_ﬁed‘ in the _.work. of | Wilkie - -
: !”(1934‘) who exposed three matched groups of un_1_ve.r51.tyA studgnts:. -
1o texfsv« on ""ﬁ.r’ religid#,~ birth control, ’ar_x‘cl'ec;o.nonnc issues, Th.e
" identical material was Vp-’rés(':nted..toi one group by z}_lectu_r’cr,' Fovv
”m]‘qther__gr’c}up, Yizi fzi‘,.wlviij’e‘d :speaker, and fo the ‘th}r‘d group in
o prin'téd.fqrxil_. The lecturer was found to be tl}c most faﬂec_tlve in.
B "'modifyi‘h'g opini"ons? the wired speaker next most eﬂggtlve, '.an(;l the .
e pfimed malerial Jeast eﬂective.v,Silnilar findings wert?, obtamedvby =
~ Knower +(1935, 1936)- under .rmxghly similar c1rcumstanccs..
" Cantril and A']]por_t'»(1935),“aftér reviewing a number of e?cperl-
' “meénls, also lend “their support 'vto". the apparently unanimous .

opinion that personal address is superior in persuasive power tg
‘mechanical aural -appeal, which is in turn superior to printe

appeal

Experiments that compared the eflects of single and multiple

media exposur'evjtypically found multiple media exposure 1o be

" hersuasively’ ive. (1048, cam) ites
more - persuasively " eflective. Rose (1948), for example, c

several much earlier studies in justification of his. stand that

o religiohs and racial prejudice cén, be more eflectively v{_ought.by‘,

- mediom.
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combined media appeal ’th"an by a campaign using a single

~ The findings of such laboratory experiments cannot, however,
- be automatically generalized to real life situations.” Laboratory

subjects are ordinarily zirt_iﬁcially motivated to pay attention to

- ‘communications, and the material to which they ‘are exposed is
. typically controlled with regard to length, content, etc. Insofar

_as possible, "all - conditions but one, viz., the -medium, are

held constant. Under normal conditions, however, fio"such con-

_stancy obtains. The audience may set down the newspaper or
switch off the radio or TV set at will. Some may be exposed to

“one brief -communication by radio, while their neighbors are
- exposed to six, two, or noné_,by print or television. In short, the

conditions under which the persuasive powers of the media are
compared in the laboratory cannot be assumed to obtain in the
work-a-day world. s : '
Despite these diﬂe;e’nt ponditions; 'ﬁndings gencrally -similar
to those of thé-laboratory experiments were obtained by Lazars-

- feld, Berelson, and Gaudet (1948) in their study of the cﬂ_eéts of
. the 1940 election campaign among voters of Erie County, Ohio.
Personal influence—bhere informal, as opposed to- the formal

lectures of the laboratory studies—was observed to be more

eflective than radio, which was in turn observed to be more

eflective than print. The Investigators advance various conjectural
bases for this hierarchy, most of which concern the degree 1o

-which the audience member is personally involved, or feels him-
self to be personally involved, in the communication situation.. -
Such conditions, the authors believe, are at their height in per-

sonal contact, are reduced in radio listening, and are still lower

" in reading. If personal involvement is really critical, television.

might be expected to be more persuasive than radio, and second

~only to personal influence. Oddly enough, no studies of the rela-

tive persuasive efficiency of radio and television have reached the

~ public domain,*? 4

- Stouffer (1940) has suggested, _and' others have echoed,

P
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another reason for the apparent persnaqve superlorlty of, racho

" over newspapers Print, he notes, reaches an audience with a

somewhat hlvher edication level than the overall audience for

“radio. The lcss cducated he sugges[s may al:o be less critical and”
more suggesllhle

A very difTerent plclurc of the relauve pertuasne powers of

_ the media emerges from the exhaustive study reported by Katz.

and Lazars(eld (1955) These investigalors, as prewouqu noted,

“identified ch'mcreq that lmd taken place among 800 women over a
’ perlod of some rnonlh: in rerrdrd lo food purchasmg habits, per-
" sonal fashion" Prelerenccs, and opinions on public issues. They
L also mquued mto how respondenls had come to attend p'lrtlcular .
_movxcs R A . -
o Allhourrh the °.ludy was =p( mﬁcnlly focused on the rtole of -
, ~-personal lnﬂuenco man) such changes and decisions were {found
. o have taken- pl'lCC without any recollected per=011a1 influence -
- whatever. In’ approumalely 60 per cent of the opinion changesv ,
‘in reference to public i issues, for emmple, no personal mﬂuenee :
: could be chscovexecl 1. . : :
» " Where personal mﬂuence dld pla) a part however, it was .
o ‘ Lyplcally found to be more eﬂectlve than any of the mass medla o
‘ allhongh the deglce of its super1or1ty varied from one topic of -
- decision to another. The: relatlve 1nﬂuence of the other media was
- found to Vary 0 w1dely among the sevcral toplcs as to defy any

attempt at rrenerahzatlon The stud) c]early suggests that Perqonal

"1nﬂucnce is more persuasive than mass communication, but that
- - to'mass medium can be assumed to be rrenerally or always more -
persuaswe than any othier mass medium. The nature of the toplc
* must be taken into aceount and to do s0 properly ordmanly in-
_volves extensive research. . ‘ : :
" The' earlier ﬁndlngs of the laboratory studles and the later-
- lmdmgs of Katz énd Lazarsfeld are not easy to reconeﬂe. We.
', would seem, however, to be ]usuhed in’ concluchnor that: _
(l) All oﬂzer condmons beLng equal as thcy are in: the
e . laboratory, face to face contact is, more efﬁcmntly persuaswe than‘
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radio, which, in turn, is more efficient than print. TV and films
probably rank between face-to-face contact and radio, but this
latter point has not been empirically demonstrated.

(2) Al other conditions are, however, rarely equdl outside of
the laboratory. The media are, to begin with, differentially
attended. Some topics, furthermore, may be susceptible of betier
presentation by visual rather than oral means, or by print rather

than by film, while {or other’ toplcs no such differences: exist. The .

relative persuasive power of the several media is thus, in realJile

situations, likely to. vary from one topic to another. Personal in-.

fluence, however, appears to be generally more persuasive than '
any of the mass medla

MULTI MEDIA USAGE SUPPLEMENTED BY

.. FACE-TO-FACE CONTACT

The comblned use of several mecha plus face- to-face contact,

formal or 1nformal is believed by hoth master propagandists and -

by social scientists to be a pecuharly eﬂectlve technlque of per-

‘suasion.

, Comparatlve studles of tlus technlque as opposed to appeal
.through more limited’ channels are sparse indeed. Staudohar and

Smith (1956) found that the film Twelve O’Clock Iigh produced
more. favorable attitudes toward discipline among Air Force
trainees when it was preceded or supplemented by a lecture than
when it was presented alone. More or less similar findings are
reported by a few other studies, but these latter typically em-
ployed such poor methodology as to inspire little or no confidence
in their findings. The problem is, in short, almost untouched b}
d15c1phned research. Combined appeal has, however, char-
acterized various highly successful propaganda campaigns. The
Nazis, for example, supplemenled their domestic media cam-

. paigns by local discussion groups, and the same techmquo is

typlcally employed by Communist governments whenever. they
come- to power.' The smgular persuasive successes . of Father

) Coughhn in this country in the 1940 5 hhewme followed upon hls

aare
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B 'Slmultaneous use. of newspapers, pamphlets, radlo, and local dls'

cussion. groups. L
Such, multl-medla usarre, upplemenled by face-to-face contact,

: .:V’not only. plnces Lhe plopﬂrranda before the- somewhnt dlferent :
“audiences of the sever’rl media, but’ probabl) derives extra per-'

suasive powcr from. lwo other sources. The merc presence of the

- mcssage on mass mcdxa probably confers status on the speaker, ,

on the movement as a whole, and on the local group, whose

: mvmbers may come to- egard themselves as part and parcel of a

n'monﬂl enlerprlse 1 In ﬂddluon the local orgamzahon may

function as a pnmary type group, whose norms are tallored to
' the goals of the commumcatlons - : :

'AUNIQUE ADVANTAGES ATTRIBUTED TO. THE SEVERAL MEDIA

Certam characterlsllcs of each’ medlum are beheved by vari-

ous socml scientists to provide that medium with unique capabxh—
" ties as a persuasive i instrument. Some of these characteristics are .
patenl]y obvious, olhers have been documented, and some remain

* purely con]octural None has been explicitly shown to coniribute
' to persuasion, but. because all have been thought to do so by
_f carcful obscrvers, they seem worthy of at least brlef mention, _
" Print, anne among the media, allows the reader to control the

occasmn the pace; and the direction of his exposure, and permits

" him ensy re-exposure. More easily than. other media, prmt allows -

a topic o be. developed to whatever length and with whatever
complexity seems desirable. A series of laboratory expermlents,
‘mostly conducted durmg or before the 1930’s, su'rgests, but does
not conclusively prove, that prmt produces -superior retention of

, cample'x: factual material than does oral presentation, but that the

18
same advantage does not obtain in regard to snnple material.

As noted before, print may be readﬂy used to reach small and
:pemahzed audiences for which other media would be prohibi-
lively expensive.. It s tradlllonally associated with culture, and
may carry a h]gher prestlge {or some pcople than do the other
media. In addmon print is beheved by some obscwers to demand
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a more active, creative participation on the part of the reader
than is demanded of ‘the andiences of other media, because the
communication is less “structured”; it ~does not confront the
reader with a visible or audxblo speaker, as do film, radio, and

TV, and therelore penmls him greater freedom to assign or

imagine nuanccs, interpretations, and the like.: The rmr]cr is

: thought to be less personally involved l]lan is the radio listener

or screen viewer in the sense that he does not fecl t]mt he is be-mg
personally addressed, but, at the same time, to be mire Jinvolved
in the sense that he is forced to participate creatively in this more’
1mpersonal type of communlcatlon Such creative partlml ation

- is supposed by some observers to be persuasively advantageous,'

but the hypot11e51s has never been tested. It may be added that
creative participation, if it e\lsts seems not unlikely to produce

at least occasional cnt1cal reactxons and at Ie'lst at such times, to "

hinder persuasion.

The broadcasun media, 1e., radlo and television, and »ar-
g ; 1

‘ticularly televmon, are able to prov1de their audxences with a

sense ‘of participation, personal access, and “reality” which ap-

. prox1mate face-to-face contact. In addltlon the two media reach

Vlrtually the ent]re populatlon mcludmg certain groups such as

 the very old, the very young, and the less educated, who are not
- so-easily” “atcessible to the other media, and who may be more

suggestible. Radio (or other types of purely oral presentation)
was found by the experiments cited above to produce grealer
retention of simple material than does prmt especially among the
less educated and less m[elhgent Radio is believed by some

* writers.to allow greater structurmg or creative participation

than does the concrete imagery of TV. It is perhaps the most
easlly used of all the media, but it is also the most casually
attended and seems now to serve more typically as a source of

’jbackvround entertainment than as a target of concentrated atten-
~tion. ‘ '

The visual mecha ie., tclevlsmu and ﬁ]m, are-widely Delicved

to be muquc]y cllective sunpl) because they are visual. Both
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mcdm have been observed to commzmd more comp]ete attention

{rom their audiences than do the other media and to be at times.
~completely preoccupying, especially for children. ‘A group of
rddted studies published in- 1933 revcaled that most- children and

many adulis tend to accept unquestlomngly all presumably factual

information in films, and to relain such information peculiarly -

well. A series of later studies, taken as a wholo, provides con-

o tradlctory ﬁndmgs in regard to. whether material presented over

- television is or is not better retained than comp'\r'\ble m'xten'\l

"lpresentcd by lecture, prmt or radio.”® : s
“Face-to- face contact may be carried out on a more personal »

b’lSlS than media contact, and may be tailored continually to the -
: spccxﬁc resistances and sensitivities of the hstener Itis frequent]y

part and parcel of the process of opinion ]eaders]up, and is com-

' monly the channel through w luch the 1mpresswe power of group

norms is broucrht to bear.*®

TECHNICAL MEDIA USACE

Any medium ma), of comse, be used \\ell or poorly, and the
manner in which- it is used may. obviously allect the degree to
w luch its ‘persuasive messages are effective. Format, volume, pace,-

s camera anrdcs, and a thousand other variables similarly associated
w1l]1 productlon techmques have: been found to aflect the overallw;

‘ eHcctlveness of given communications. The vast literature on the "

‘ toplc cannot concexvably be reviewed within the scope of a single

~volume, nor is. the present author quahﬁed to review it. The ap-

' proprmte specmhzed ]ournals and certam summaries of long-term :
- research protrrams may serve as pomts of departure for 1nterested e

C ontent Ch aracterzstws' v

Vanous characterlstlcs, deuces, and techmques of content B
have heen found to be related to the persuasweness of com-
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munications. We will here consider six of the more widely dis-
cussed devices and techmques Specifically, we will survey the
data relative to the effects of: (1) presenting only one side of an
argument, as compared with presenting both sides; (2) drawing
explicit conclusions, as compared to leaving the conclusions im-
plicit; (3) “threat” appeals; (4) repetmon and cumulative ex-
posure; (5) “canalization” and providing release {from tension;

. and ( 6) order, emphasm organization, and the lxke

. - ONE SIDE VERSUS TWO SIDES

Communlcatlon research has been almost perenmally con-
cerned with the question of whether persuasion is more effective
when it presents only one SIde of an argunlent or when it also

» cites opposmg arguments

A series of experiments on the topic was conducted during
the war years by the Information and Education Division of the

" War Deparlment and reported by Hovland, Lumsdalne and Shei-

field (1949). In General the investigators found that presentation

~of “both sides” was more effective in converting the highly
- educated, but that one-sidedness was more eflective in converting
"the poorly educated. One-sidedness also proved generally mnore

eﬂ'ectlve among men orlglnally favoring 1 the advocalcd view, Le.,
as’ a techmque of relnforcement :

Presentmg both sides in apparent but lﬂusory impartiality was

: also found to be hkely lo boomerang for either of Lwo reasons. If

the pretense to impartiality is in any way suspect, the two-sided-
ness becomes pecuharly ineffective; omission “of one relevant
argument against the stand taken by the programs was. more
notlceable in the’ presentatlon using 'lrguments on both sides than
in the presentation in which- only one side was discussed.”* On
the other hand, if the lmpartxahty is too nearly complete, the
propaganda may become a truly balanced presentation, in which .
case it will tend to be without effect. Wap]es Berelson, and Brad-

' shaw (1940) noted long ago that when “readers are conironted -
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; cancel out. . -
o Conﬁrmatory ﬁndmgs are prov1cled l)y Tlustlewalte and Kam-
mcl7l\y (1955}, who e‘{posed 750 United States Air Force cadets
Cand 400 high, school students to varmus versions of a taped com-
: mumcauon Invormrr United States’ pal ticipation in, “the: Korean
vf:"War. Some of the tapcs included refutations: of known counter- -
arguments, others elaborated upon tllOSB countm-argumcnts be-
~ fore relulmg them, and others did not ‘mention the counter—argu— :
ments at.all; The last were found to be generally most effective in - -
i.dmducmg attitude changes in the 1ntended direction. Ver?}ons
“containing : refut'mons furthermore, were found lll\ely to be “dis-
. ;'.countcd by tlle aud:ence-' their suspicions were vapparently .
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" with arguments both for and agamst an 1ssue, the eﬁects tend to

57"3

' 'arouscd l)y such a nod loward nnparnahty o , ,‘
ST wo-sided commumcallons appedr, how ever, Lo be more eﬂl—
i Gient ¢ moculalors” tlmn are- one-sided commumcatlons., Lums- g
“daine’ and Janis (1953) subjected groups. of college students to
“onessided and two-51ded versions of an alleged radio’ procrram to
L thc eflcct. tlmt the Sov1et Umon would not soon be able to produce
'\tomlo arms in quantlty Both versions produced a net change in
" the desired dn‘ectlon in excess of 60 per cent.” All subjects were
. thcn cwposcd to.a commumcatlon e*{pressmg the opposne pomt ‘
: of view. Net channe in tl1e direction of the orwmal communica-
" hon was Lllere'\[ler lound to have clroppecl to 2 pex cent among the )
_ group mwmally exponcd to the one-sided communication, but to.

have remained above 60 per cent for those who originally heard

- the two- sided commumcatlon Being made aware ol counterargu-

ments had '\ppf\renll) mocul'\ted tlle group '\g'unqt tl\eu‘ sub-
scquuxt use, .’ s : :

It must be noted llOWCVEI‘ tlmt one =1ded commumcatlons
seem able to serve as cllicient moculators provided that audience

_members are rcquued to commit themselves publicly after being.
" exposed Lo the communication. In two experiments reported l)y’
Hovland et .al (1957), lnoh school students were (ll\'l(lCCl into
-control and e‘<pcr1mcntal gl oups, both of wluch were e\l)osed to-
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communications relative to lowering the draft age.”® The experi-
mental groups were then asked to write out their own views for
‘a publication to be distributed among their schoolmates, while

‘the control group quply filled out anonymous questlommncs.
o Both groups were then cxposed toa :econd commumcat]on which

opposed the views expressed in the orlrrmal one. Net change in
the direction of the second communication was four times’

common (25 per cent: 6 per cent) among the COI\\IDl gronp as-
it was among the e‘{perlmental group in .one e*{pcrlment and
‘more than ten times as common (32 per cent: 3 per cent) in a

. second evpenment in which the strenglh of the commitment

_procedure was mcre'\sed Put another way, the commnled experi-

- mental group reqlsted the second communication far more than

did the uncomnulted control group. There were also some indica-
t10ns, wlnch were not, llOWGVCI‘, slat1stlcally s1gn1ﬁcant that the

commitment - (lemand reduced the persuaswe effect of the first

communlcauon. Oplnlon changes in the (lII‘eCtIOIl of the first
communication .were more common among the conirol groups
than among the- experimental groups in both experiments, al-

‘thougll as previously indicated, such changes were fﬂr less stdl)le
" than were the clmnges in the committed group. .

Whether one-sided presentation and reqmred audience com-

mitment is a more or less effective inoculator than two-sided
vpresentallon without commltment is not yet known,

" The relative value of one-sided and two-sided communications,
as indicated l)y studies 1o date, is succinctly summarized by

,Hovland Jams, and Kelley (1953) who note that

1. A two-sided presentation is more eﬂecuve in thc fong run than a

 one-sided one-{a) when, regardless of initial opinion, the, audience

is- exposed to subsequent counterpropaganda |except .as indicated
below], or (b) when, regardless of subsequent exposure to counter-

propaganda, the audmnce mmally disagrees with the commentator’s
. position. - :

~ 2.°A two-sided presentation is less eflective than a one-sided if the
audience initially agrees with the commentator’s poqmon and is not

o e'l:posed to later countcrpropanamla 26
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| It mhy be added that twro'-sii‘ded' p'resentativc'sns are gene;ally lgss
" efective than one-sided presentations for persons of lesser educa-

tion and are particularly éhsc_ePtible of boomeranging. It is also"

“1o lie noted ‘tliat a one-sided presentutioh is an efficient ‘jin.ocu-
lator™ among persons who “are thereupoh“reqqired pu‘bhcly to
* commit themselves on the issue; whether this procedure is a more
cfficient inoculator than a two-sided presentation without commit-
- ment has not yet been tested. ' - :

- EXPLICITNESS VERSUS IMPLICITNESS

Research, évidence"strbngl'y indicates that persuasion is likely -

to be more effective if the communication draws explicit con-:

clusions, rather. than allowing audience }nembersv to ‘drva"rv the

' conclusions themselves. L T e o
.27 'As noted at some length above, a_ considerable number o

- “studies. have found that communications designed Lo produce "

. ‘ . v - . L e . - . . t
" attitude conversions may succeed in communicating {acts withou

o e }).ro(lucingnthe attitude changes which are expected to follow. In -

. such instances, the explicit material, i.e., the facts, are §u<?,ces.sfu11-y_
- communicated, whereas the implicit goal of the c’onmmn‘lcatllon‘ is
" not attained. But, as we have pointed out, another variable s tn
v' bvol,i'cd-'iﬁ'mnﬁy'such Stlicliés,» The explicit matgrial is t'yplcally_
- rcI}di“vcly fob’jéctive, whereas. the implicit goal usually 1nyolv¢$

" overcoming existing attiludes, which are, to varying degyccs, ego-

o

involved. It is not possible on the basis of existing data wholly to -
disentanglé the cffects of these Lwo variables, and it seems pr(ﬂ?-

“able that ])_oﬂj -are "actinly'f{t work.

i s SRt S ERER
““One single study on tlu;sigc‘neral top;c_;zwolves :rnat.f;r;nl which.
is Hot likely Lo be ego-involved, and on which the audience is un-

v',.‘vlikelyv to have strong pre-existing opiv.'lv]ioné‘. Mandell agd _Hovlan.d
o '1-952)" exl)b’se’a students to tape recordings of an ‘alleged radio

j)rogfnm deﬂin%ﬁ with ‘lh(;‘j‘gdvi:sabilityv of jyd}evalvuatin‘g' currency
"+ The two versions employed were identical, except tllxatA(v:qnchr.‘l51or.1's..
B were é}ipliéitl}i ,dréﬁv.r’_l in. 61;6;'4:}1.1’1;1_ not 111 thg'o?hg‘r. Net,vt::hzfuigg in
7 the direction intended was 47.9 per cent for the grqup»l‘lem_'mglt_he‘ :
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explicit versiqn as compared with only 19.3 per cent for those
hearing  the implicit version. Boomerang eflects, futhermore,

" occurred arnong 11.4 per cent of the audience for the non-explicit

- version, but only among 3.3 per cent of the audience for the
explicit version. '

' Action in accord with the recommendations of the com-
munication likewise scems to become more probable as the sug-
gestion for action becomeés miore explicit. Cnrtwright (1949)
-concluded, after a study of war bond appeals, that “the more

. specifically defined the path of action to a goal,”" the more likely

. it is that the path will be followed. Katz and Lazarsfeld (1955)

likewise found that the “more specific the suggestion which a

~ personal contact makes, the more likely it is that his or her advice

will be followed.”” -~ i, :

- Wiebe (1951) has pointed out at 'some length that it is easier
to SdI commodities over TV than it is to sell good citizenship,-
because specific action may be more easily sﬁggested and action
outlets more easily provided. These considerations go beyond the
simple question of explicitness versus implicitness, but in a sense

they take root in that distinction.
EXTREME “THREAT APPEALS™

A series of fairly recent studies presents remarkably consistent

] ﬁnding.s'to' the effect that persuasive communication_s' which em-
- ploy threat appeals are likely to be less effective as the threat

ecomes more extreme. An audience whose anxieties have been

“too highly stimulated apparently tends to recoil, rather than to -

learn or to consider. - A R ,
A now classic study on the topic was performed by Janis and
Feshbach (1953). They presented. three groups of high school

*students with three versiofis of an illustrated lecture on dental

hygiene. All versions cited the dangers of .dental neglect and

- recommended speciﬁc procedures of tooth care. The three ver-
" sions differed, however, in the degree to which they emphasized
- the possible dire consequerices of dental neglect. Tests adminis-




N

B tvveredv a Wéek:befc’)ré and -'.1 week after the lecture revgale_d that the
recommendsd pfbcedures were adopted most widely by the group

: t‘..\',poécd”lo' the minimum threat version (36 per cent net change),
" nest most widely by the group ‘exposcd to th_g 1110(10;?1[3 thlrf-:z;: A
- (22 per cent net change), and least widely by the group which

“was most strongly threatened (8 per cent net change). Diflerence 3

between the groups were still apparent a full year later.

A sccond and somewhat similar study by Janis and Milholland

: (]9’31) 'squcksls’ that a strong threat isvi'_n itself p‘reoccupyl.ng .and ‘
inder ine of other material in the communication. .

‘may thus hinder learning

" 1lovland, Janis, and Kelley (1953) discuss both of these studies
: "zm(]‘ cont:luidcvvt}_vl'al';:--‘».‘;'x'y'hcn {ear is strongly aroused but,}mt fgl_ly %
relieved by thie Teassurances . contained. jn; a persuasive com- e
munication, the -audience will hecome motivated to. ignore or
3 minimize :tl'lc';v,imrportance of the threat.”*®. They cautlon‘agamst_
2 over-geﬁeralizalion of _thf; findings, suggeslir‘xr'ér that they 1mght po(; |
, .j,'old,_{Qr"cxanxplc, when the threat is immediate and certain, an -

_the communication suggests-a mode of escape.

- Related findings are provided by various other Stqdies'. Bet}:ell-v -
~ heim and Janowitz (1950), for example, found that anti-semitic :
'propaganda ivas less likely to be eflective when it attacked such |

pillars of ‘society as Felix Frankfurter and Bernard Baruch. By

‘suggesting that such’ “symbols” . were not to be trusted, the -

o]

propaganda created  anxiety and hecame more likely to be re-. -

‘jected; ‘some of the respondents in fact tore up the pamphl.ets.
Cannell and MacDonald (1956) see threat-avoidance as a PQSS.I])IG
.c,xp'huml’ion for their findings that smokers read fewer articles

about cigarettes and cancer, and were far less olten persuad

‘ , : cora 31
.- that a causalive‘conncctlon_ cx1stcc1, than were non-smokers. e
Kaufmann (1952) has pointed out the ‘considerable implica-

tions of Lhese various ﬁndings for Civil defe’nsg programs .and'for
.ir{teriialiox)al propaggmda._‘ Emphasis on.the .ho,rrors.'of pos§1ble
hombing may be'a pecdiarly}incﬂ»e_c.:tive way to' stimulate :ll'le
“populace to civil delense efforts. Voice of America and Radio

"+ Free Turope ‘cm'plll;isi_s on the horrors of Communism may be a
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similarly inefficient way to induce listeners in free countries to
take active measures against the threat. .

REPETITION, VARIATION, AND CUMULATIVE EXPOSURE |

Bélief that repetitid’n in itself helps to make persuasion suc-

cessful is manifested by current advertising techniques, often

asserted by public opinion experts, and, to a lesser extent, attested

. 'by communications research. A éampaién designed to imp‘r'c'wc:
~the public’s attitude toward the oil industry, for Je‘.ggamp]e, was
found to have produced the greatest altitude changes in regard to
‘those points .of view which were most often reasserted:® Rose
~(1948), reviewing various earlier studies, concluded that repeli-
-tion, :par‘ticu]érly ,repe'titio"n' at intervals, increased the persuasive
'+ effectiveness of pro-tolerance propaganda themes. His general

positioh is in- accord with thg views of such psych'dlogisls as
Thorndike and such practitioners as Joseph Goebbels.™

+ Analyses of the more successful campaigns of persuasion sug-.
gest, however, that although repetition is of value, sheer parrot-
like reiteration may begin to irritate the audience. Repetition with
variation, on the other hand, serves both constantly. to remind the
listener or reader of the goal of the persuasion, and, simultane-
ously, to appeal to several of his needs and drives. Thus Bartlett .

(1940) -proposed, without citing supporting data; that

It is nat sheer repetition that is influential, hut repetition with varia-
tions . . .'so . . . some new welcoming tendency stands a chance of

~ being brought into play.®*

Research generally su ports Bartlett’s stand. Repelition with
g Y. supy P

. fariation is believed by Merton (1946), for example, to have
contributed heavily to the success of Kate Smith’s war hond

marathon. Merton identifies:some 60 appeals, each to some degree

 distinct from any of its fellows, and all aimed at the same goals:
‘the creation and reinforcement of the desire to buy a war bond
. and the intensification of that desire to the point of actual pur-

chase or pledge. “Each new enlreaty sought out a new vulner-
ability in some listeners,””-and repeated exposure Lo these varying
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appeals r‘ein‘fdr‘ced the growing respon‘se-teﬁdéncy in individual

listeners.?® Lazarsfeld, Berelson, and Gaudet (1948) mnot 0f11y
" found that varying appeals were peculiarly succes"sfu{ m campaign
propagu_nda, but also that a’certain degree of amblgm?y appar-
“ently increased lie effectiveness of appeals by rendering them
sﬁsécptil)lé of vﬁria_ué inlerprgtatioﬁs.‘ Cartwright (1949}, sum-
‘marizing the findings of research on war bond sales, concluded

that “the ‘more. goals which’ are seen [by an individual] as
“attainable by a single path, the more likely it is that a person .
* will take that path.”*® Thus persons given more than one type of -

~ reason to buy bonds were found more likely actually to do so.
 The data on eflectiveness of repetition are considerably more
~gonclusive than arc the data on the seemingly related topic of

- cumulative exposure to“pr_opagémdz}. ‘Annis and Mei’c:r_ (1»93’4') '
- found exI)OSQre' lo seven editorials precisely as eflective as ex- :
: p»osufc to filteen; and Hovland, Lumsdaine, and Sheflield (1949)
found »t]_;zit’.ekPosureA to two Army ’drieutali‘qnhﬁ’lms prpducefl no
consistently greater results than exposure lo a single (but differ- -
- ent) film in the same series. On. the other hand, Peterson and .
" Thursione (1933). found the eflect: of cumulative exposure to..
: .iﬁ]'ms on the same topic to e in all respects greater t.han the eﬂef:t'_. ; 1
of single exposure, and t_h:e findings of f.hes.e ilxvestlgato;s are in .
.pm-t substantiated, in reference to otl.lf_:r media, by Lazarsfeld‘, o
Berclson, and Gaudet (1948) and by: ‘Merton (1946). These

: contmdiclofy findings regarding cumulative exposure are difficult

" toreconcile with the miore consistent findings regarding repetition.

* with variation—particularly since repetition with variation 1s,
. after all, built into cumulative exposure.” - : S

" “GANALIZATION" AND RELEASE FROM TENSION -

ey ',.{':'_S}o'civz‘ﬂ: éé{éhfiéts, p\ib__li(‘;i‘_fre‘lgtionsi g}iiéerts, and 'th'_cv .17'1:ke ,,hf.lvei.'. »

- commonly. observed that persons are far more amenable to hvav%r%g =
,-V,:tl.]{gi‘r."qxistiﬁg needs implemented t-h_}an:ith_eyi' are to developirig "

entirely new needs.’ Communication research generally. confirms . e

”" [ T e SR PTREREE, EECe O . B R 1 .
- this” view; E,StFOngl)’:i suggesting ..‘tlxat persuasion “‘1§,_‘x‘no.r:e :ll}fel)‘

L ML e b
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to be effective when it can make the opinion or behavior it

- espouses appear to the audience to be a mode of satisfying their

existing needs. To create new needs and to impel the audience to a
particular mode of satisfying them appears a far more diflicult
task. : B ’ :

Thus Cartwright (1949), reporting on a series of studics on
mass persuasion in the interests of the Treasury Department, con-
siders it unlikely that such campaigns can create new needs.. “To
inducé a given action by mass persuasion,” he believes, “this
action must be seen by the person as a path to some goal that he
has.”®" Likert (1954) takes essentially the same position on a
somewhat more abstract plane in proposing that appeals must he
related to what Lewin called the “life space” of the audience. A
manuscript “ostensibly dictated” by Joseph Goebbels suggests

. that existing audience attitudes may be directed toward new
- objects by the use of words which are associated with the existing
attitudes;* such symbol transference is, of course, part of the

conscious or unconscious stock in trade of virtua]ly all successful
propagandists. SERSTR -

- The efficacy of advertising, with which, however, we are not
here priinariljr'cohcerﬁed, is believed by some observers to be
largely due to ils almost exclusive concern with such canalization.
Even before the days of formalized motivation research, which in
effect identifies semi-conscious or unconscious consumer needs
and suggests modes of P'artially sating them, Lazarsicld and Mer-

tor}nr (1948) observed th_;it' ’

" Advertising is typically directed toward the canalizing of pre-existing -
: behavior patterns or attitudes. It seldom seeks to instill new attitudes .
* or to create significantly new behavior patterns.?® :

 The same authors.caution, however, that

“.. . the leap from efficacy of advertising to the assumed efficacy of
.-propaganda ... is'as unwarranted as it is dangcrous . . . mass prop-’

.. aganda typically méets a more complex situation. It may seek objec-
"~ tives which are at odds with deep lying altitudes. It may seek to - -

.reshape rather thanto. canalize current systems of values.t0
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Wiebe ( 1951) draws a similar if more detailed. dlstmctlon be-

tween merchandlsmg commodltlcs and c1tlzenshlp on tele-

. vision, il

) wmmcrly ‘or umuttmg]y assumed - for a time the cloak of canal
~ izers. Some of the s success of Kale Smlth marathon: bloac]cast in

~the interest of war hond sales was due, Merton (1946) believes, -

to- her provu]mg a handy way in which people who were just

L about re'ldy 1o buy anyway could 1mplement their. intentions.

- “Her drive was pcrccwed [by such. perqons] as an immediate and-
convenient opportumty for removing any lingering doubts . . .
= ‘ [ns a way] to convert an mteutlon mto a. commltment 742 Smlth
-~ {furthermore made 1he act of purch’xse a mode of releasmg a whole

‘range of exisling needs and lensions, many of which she first -

‘ furthcr stlmulatcd She reminded her ‘audience of the sacrifices
being made by servicemen, by other purchasers, and by herself,
ehc,llmrr a feeling of 'guilt from wluch relief could now be

'mlmned By couchmv “her . appeal . in terms of ‘we,’ our

and. ‘us” ", . . [she] prov1ded surcease from 1nd1v1duated self- -~

‘ cenlercd actlvny and from the sense that the war is too bw for the

individual’s effort to count.”*® She related bond purchasmg to -

“bringing the ])oys back home, and, finally, she commumcated at

- least to Ther more avid fans, the feeling that buylng a bond would

. involve per:ona]]y assisting their idel.

The needs which a commumcatlon may offer to 1mplement are,
of course, boundlces, rmd cannot here he listed. The essential

ant is that communications which.seem to ‘the audience to
promise rchef from such existing needs are more likely to be

“widely persuasne than those w]uch are faced with the task of"

eer catmnr needs lo begln w1t]1

ORDER L‘MPIIASIS ORGANIZATION AND TIIE LII\E

Vntunlly llundrcds of studles lmve mvesl]rrntcd lhe influence
upon both 111th llCllOll and pmsuasmn of ari 'ﬂmost endless list of .
ﬂrmblcs rdated to the 01gamzal10n of content and to- lechmques'

Neverthe]ess, various succcesful propavmlda C'lmpmgns have ]

s
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of Ppresentation. Included among such variables are the number of
topics treated;** the position (first, last, or intermediate) of the
topic, and the order of arguments (strong before weak, or weak
before strong) ;** the {form of the presentation (monologue versus
dialogue; documentary”with “yisuals” versus stralght forward
.presentation; etc.);*" clear]y defined orgam?atlou versus poorly

defined organization;*” ~and a host of technical matters pertaining -

to size of print, posmon of pictures, radio montages, lC‘]CVlSlOIl
camera angles, duration of shots, and the like. R :

+ Numerous studies of such matters have been performed in tlle
‘course of a continuing research program which has been pursued.

- at Pennsylvama State University for more than a decade.*®

Almost equally extenswe programs have been pursued by or for
the various armed serv1ces, and the ‘Yale Communication Re-
search Program has recently focused its intensive hrrht on the

~ same general area.*® Many of these investigations are “education-
‘ ally oriented, aimed at maximizing the pedagogical efficiency of |

the media. Recently burﬂeonmg studies of educational hroadcast-
ing and telev1s1on have added to the already. copious literature.
No altempt can be. made Lere to survey or cile the findings of
this vast hterature To collect and digest the studies, to 1denllfy
and compare those that are comparable to take into account those

“that are not comparab]e, and to present the sum of it all is a task

which would necessanly occupy a considerable stafl for =everﬂ1
years. The compilation would obviously be tremendously - useful
and it is to be loped that the necessary human.and financial
resources will be somehow brought to bear belore the literature

. becomes so vast that it can. no longer be surveyed at all.

Cautlon should Perhaps be sounded, however, against gen-
erahzmg the results .of any ‘such individual studies with which

.the reeder may come Am_ con‘taet. In reference to many topics, the .
e ﬁndings are almost infinitely variable. The history of. inveﬁiqalioh
. 'of ‘order” ‘provides a superb example of such variability. In .
- 1925 Lund, on the ba515 of an experiment, formulated his “law of
: ’pnmacy in persuasmn _Spec1ﬁcal]y, he proposed that the first

[
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pomt of view on a given issue to which an audlence was exposed

was likely to he more persuaswely eflective, and remain more
persuasively. eflective, than any ]nlcr counter-arguments on the

=ame sub]ect ‘The notion has persxsted and is sl\u occasionally
..\pl‘CSSC(] todny, although in pomt of fact Lund’s findings did not
remained 10ng unchallenged. During the next twent) odd years a

“considerable literature appeared deahng with the relative eflec- -
tiveness of first versus last position, and of climactic (weak argu-

" ment first) versus anti-climactic order. Hovland (1954) ably

reviews this literature and poinls out that vlrtually‘ all possible”

orders of effectiveness have becn observed in various studies.

~ Hovland et al (1957) agam review the literature and report-
Cas well on a considerable series’ of smularly focused studies
: recent]y pursued at Yale UmverSIty Accordmg to Hovlzmd

The genera] plcture which emerges from the expenments in whlch
_ both sides of an issue are presented successwely is that. concern as
“to the danger .of first impressions becoming lasting impressions is
prohably exaggerated, ‘at least for situations where representatives
. of both sides have an opportunity to present their views. The public

B “'is not ncce%anly permanently swayed by the view to which it first
lcnds an car, or bmsed hy the man who ﬁrst captures 1ts attentxon. o

.~ The prcqcnt rrruup of expenments mdlcate the' conditions under
~ which the danger. of the first side’s prevailing is likely to be pro--

‘nounced and: alqo pPI‘nUt some’ specification of procedures. which

" minimize such a danger. The combmed findings {rom all of the differ- .. SR

ent studies reported suggest that the side of an issue presented first

following conditions: (1) when cues-as to ‘the mcompanblhty of

- mitting actions - [of-a. pubhc ‘nature] -are. taken [by the audience}

’ -'._'a{ter only one side of the issue las been’ presemed (4) when the

issue s ans uu[amlhar one, -and ('ﬂ ‘when the recipient has -only a

- =upcrﬁcm1 interest in the issue (low cognitive need). When one deals -

*with situations in which exposure to bolh sides cannot be assumed,
-_but where the recipient himself controls whether he will expose him- . -~
.""&el{ to the 'second side: after hearing the frst, addmonal factors:
ctive processes] favormn pnmacy bccome m- o

[stich© as’ the sele

--is’likely to. have a dlspmportlomte influence on opinion under the ~

: V(hﬂer(’ntﬂtems of information are ahsent, (2): when the contradictory.
" informaiion i$ presented by. the same. communicator; (3). when com- .
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Under conditions other than those enumerated above, “the
law of primacy” does not seem to be particularly valid. Thus, the
findings about order of presentatlon remain variable, and as yet
so tied to specific =1luat10n factors as to be susceplible of little
generalization..

Similar, if in some cases less exhaustive, variety exists rewan]
ing the findings of many of the other variables pertaining to
organization and presentation. Other bodies of findings, though
more consistent, perlain to such toplca]ly or technically R[mcmr
situations that they can hardly be generalized without further
rephcatlve but varied research. Above all, however, the literature
is so vast, and much of it is so specifically focused, that it cannot
be surveyed or summarized within the scope of this volume, nor,

. very possibly, within any other single volume.

Climate of Opinion

The persuasive’ success of a communication may be aﬂcctcd

vby the climate of opinion in which it is received. In gcnera] a
: ,communlcatlon in accord with the prevailing climate of opinion

“seems more likely to attract other people to its position than does
a communication which echoes a mmorlty point of view. This
: general statement however, is subJect to various quahﬁcatmns

THF BANDWAGON EF]"ECT

A vast hody ‘of research has demonstr'ued that people mH

,adopt oplmons sunp]y because they believe those opinions to Dbe

in accord with the. ma]onty view. The classic studies by Sheril

V{(1936) and Asch (1952) deal with judgments about moving

lights, relative length of lines, and the like, and ‘are pertinent.

- though- they are' topically xrrelevant to the present volume:
1'Wheeler and Jordan (1929) modlﬁed student opinion on campus
' lssues 51mply by makmg the ma]onty view: known. SoroLm and
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: Ba]dyfcff ( 1932)'plajfed two identical records of a symphony to
a 61‘0ﬁp of listeners previously informed that one record was
oD S . ’ . . o . .

“ynanimously judged” by a group of music critics lo be ‘the

: l‘)"cucr;, 96_‘])er cent of the subjects thought one superior to the

" ather, and 59 per cent agreed wilh the, alleged choice of the ex-

perts; only 4 per cent recognized that the records were ic]qn.tical.
" The same desire to stay with the larger crowd has been widely
observed to afTect opinions outside the laboratory and has become
 familiarly known as.“the bandwagon effect.” Lazarsfeld, Berel-
son, and Gaudet (1948), for example, found numerous persons
in Erie"vConnly"‘whOse vote decision was based entirely and con-

Vae e o ST g e N . . T . tdfor
" sciously on this single crilerion. One ?35P9¥1(1§nt_ reported, for

: ’;ekample, that ... - Sl | S A
- #Just hefore the -election it looked like Roosevelt would win 'si)) I
went with the ¢érowd. Didn’t make any diflerence to me who won, but
I wanted to vote for the winner.™* - - :

| " Hovland (1954«) has suggested that to persons who board the

bandwagon, the majorily view serves as a “cue fot the allllQIP?FBd,
reward of social approbation.”™* = . : '
. THE RESISTANCE OF SMALL MINORITIES - - .

As vallrélctivé. as the’ bandwagon‘ may be, it is not likely to

. lure mi \ - devi inoriti € ipso
Jure members of small, deviant minorities, who seem to be ip

g . . - ‘ s e M . a :
. Jacto _pecuharvly resistant to -change. Cooper. and Dinerman

(1951), for example, rankéd various. messages in the anti-prej-

udice 'ﬁlm'_Dori’i Be:/l Suc]zer aécordihg'to 110‘“]‘ }Ylde].y tlle)cf1 w{_erev ‘,
accepted by persons who had not seen the film. Before-and-alter

tests of persons exposed. to the film revealed that those _mvessagles -

R i i . S L H R o - ‘ ela.
_with which a bare. majority Qngmzﬂ\lyagreed were accepted.m _

tively widely aixmng.tlm-lnrgé : r_ninofitY" which originally dis-

- agreed. Dut messages with which a very large majority originally
“o LK . = s . e

" agreed had little or no-effect on the ‘small minority which. origi-
o agreed ve Or mOelect on T 2 ' NS

“nally disagreed. Cooper and DVIDCIYIIIH'D. suggest t}xat when dl v e
" minorilies are very small they are likely to consist of people W if»
ok “ate pariicularljf firm in their beliefs, and who l}axre,'ah'e;lcly‘ let -

o
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stood the arguments which have convinced most others. Hovland,
Lumsdaine, and Sheflield (1949) advance the same explanation
to account for the resistance of soldiers who were totally un-
aflected by the film Battle of Britain, which {avored U.S. aid to
- England during the early war years. The population as a whole,

. they point out, {favored aid to Britain; those who still opposed it

were not likely to be converted by the"arguments of the film.
~ Coleman, Katz, and Menzel (1960) noted a similar-phenomenon
among physicians adopting a new drug; afler the gfeat majorily
.in-a given town had adopted the drug, there remained a small,
highly resistant minority whose members either adopted the drug
much later, or never adopted it at all. : B
" Studies which are not primarily concerned with mass com-
munication suggest that members of such deviant minorities de-
rive considerable strehgtl1 from each other, i.e., from. the knowl-
edge that there is at least some support for their opinion. Asch
(1952), for example, found that individuals were far more likely
to maintain their own opinions, in the face of contrary group
opinion, if they were supported by even one other member of the

- group. Coleman, Katz, and Menzel (1960) found that doctors .~
. ‘who are friends are more.apt to follow similar therapeutic prac-
- tices when.such practices are still a matter of ccontroversy than
- they are when the practices have the general sanction of the

medical community; durin_g the péi'iod when majority support is

- unobtainable, the .frie.nds‘ seem to provide support for each other.

.. Theoretical Considerations

Various aspécts and characteristics of communications and of

the communication situation have been treated in this chapter, In

" .. general, these variables are not particularly related to the relative
. Iikélilldocl that communications will reinforce or clmhge the exist-

. ing opinions of their audiences. All are, however, related to the
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" general ability ‘of communications to persuade, whatever their

task or goal may be vis-a-vis particular audience members. Put
another way, judicious exploitation of the devices and, techniques-
citc(] in this cluipterv_is likely to increase»sbméwhat' the ease with -
which a given communication reinforces sympathetic views and

simultancously to reduce somewhat the difliculty it faces in con-- -

verting persons holding opposite opinions. -

These several factors and ‘characteristics are covered by the

last of the five generalizations proposed in the Introduction. That
generalization proposes that “the eflicacy of mass communication,
cither as a contributory agent or as an agent of direct eflect, is

‘aflected by various aspects of the media themselves or of the
. communication situation (including, for example, aspects’ of .

texiual orgaxiizalimi"; the nature of the source and medium, the

*_existing climate of public opinion, and the like).” -
© - This. generalization, unlike the preceding four, serves to -
note ‘that such: variables exist; rather than conjecturally to ex- .

plain thcxr ‘pbr(')‘(:esisfof._inﬂueﬁ@@ and effect. The sole point which |

~the gchérélizafioﬁ ‘makes "r.e'g"ﬁr-dihg. that process is that it diﬁgr‘(sii :
" from the process of mediation cited in the first three generaliza-
Dol v“"G:(:ﬁerali?éiti:c)n nimber 5 is dccordingly of only very limited
"+ organizational and theoretical helpfulness. It serves to under-

_score gene’raliia’vtidr'lsil:th'rdugh 3, and that in two ways:

S (1) It'removes from the province of those generalizations a -
- group of factors which pertain to the communication itself or to
" the commuinication situation;- =L o S

(@) 'ﬂlu:s_‘ﬁilderséores fhe‘i)rgjljdsitiéxfs that the forces cited -
. in tlie earlier-generaliZations aré external to the communication,

»thtlt_'thcky' mediate the éﬂec_f of the communiczition Upbr_x its audi-

: ence, and that they in}fﬂct constitute a class of {actors as yet‘only
: hazily déﬁnéd,‘b_utﬂ clearlyv‘ disti'n'bt_ frc)“m‘ such other {actors as the
"% " textual characteristics of the communication itself, or the nature
" lofits souree. L T e L :

Ll f'"I'l’xev’pfcét:ht':'E'lu'tho'r_ liavs'_'.’r'él‘)véétécwlly aysserkléd»_th_zit he considers’ -

PN I e A
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all qf tht? generalizations exploratory, and that he considers their
emendation to be both inevitable and ‘desirable. Ceneralization

- “number 5, which is essentially an acknowledgement of what the

other generallzatlons do not cover, is particularly in need of such
refinement, ‘ :

Summary

Yari-ous aspects of the communication itself and of the com-
- munication situation appear to be related to t
efficacy of mass communications.” . ' :
1. Sources, or, more precisely, the audience’s image of-
sources, aﬁects the audience’s interpretation of the communica- -
‘tion and its persuasive effectiveness. Sources regardedb as cred-

he persuasive

‘.‘lhlt.‘,, trgstwort]_xy, o:'high in prestige apparently abet persuasion;:
~ while sources inspiring more negative images apparently ]iindel:
Apt?rsuasign. The differential effect tends, however, to disap ear
o y@th‘ the passage of_th‘rl‘e. Highly specialized ‘sour’t:es appea}z’to '
- be more persuasive for their own specialized audiences than are

- more gener@l 'so'urces'ifor the same audiences. ‘
2. The mass media are themselves widely regarded with awe

which they are vehicles. -

3. The several media appear to be in themselves differentially

and apparently confer status on the persons and concepts for

eflective as channels for persuasive communication, over and

aboye the fact that they normally draw on somewhat different
audiences, e ' '

a. In laboratory experiments, wherein all conditions other -

_thafl— the media are kept constant, formal personal "appeal is
: typlgally found more effective than radio, which is in turn found

more effective than print. Television and films 1

4 may be hypothe- -

51zed to fgﬂ between personal appeal and radio,
- b. In'real lif'ev situations, informal personal appeal has béen
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consistently found to be more effective than any mass, fnedlum,
but it is nevertheless not essential to successful persuasion. The
relative eflicacy of the mass media varies .so,\.videly fro.m (:;}e
" lopical arca to another as to defy generahza.tlon. -Multl-me ga
’L'l.snge supplemented by face-lo-facecontact is believed to be

peculiarly eflective and has characterized various highly suc-. .

~ cessful propaganda campaigns. ‘ . ' :
. ¢. Each of the media has been ascrlbedv various advantages
 which are believed, but rarely demonstrated, to be related to

I si iliti i such char-
that medium’s persuasive capabilitics. These include sucl ‘

acteristics as the unique ability of print to permit the audience .

member to govem‘his rate of exposure, and the ability of »the
broadcast media to provide the audience member with some
‘sense of personal participation. Other such characteristics are

_cited above-too briefly to be susceptible of further summary.

‘d. The degree of technical efficiency -with wh.ich a meditlml;s
used may. obviously aflect its persuasive efficiency. Variables
~:j_.pertaining't0 presentation techniques (pace, camera .t;lqgles, etc.)_
*are discussed in a literature far too vast to be here_rmewed.
V v4~.'Various éontént characteri‘sti‘cs‘_and devices appear to be‘_
- related to the ability of mass communications to persuade.
a. T wd-éidéd presentation (i.e., citation of arguments .on both

‘sides of the quéstion ) is more eflective than one-sided presenta-

. lion as a device for converting lhe'highly educzxted, and as a
'shfcguard bagainst,later counter-propaganda. One-sided presenta-

- c oy : . . . | . 'Ited -
tion, however, is more effective in converting the less educated,

is ' : ive as i i ice; and is less
.is generally more eflective as a reinforcing device, and 1

- likely to boomerang;, It is an e{ﬁcient ‘in.OCulator against later
counter-propaganda provided that the gud]enc? I.nel‘nbers‘ fc;.re Te-
quired publicly to commit themselves; whether it 15. mor'e effective

- under these conditions than two-sided presentation is not yet

known. . .

" 'b. Persuasive communications which explicitly - state. con- .
~  clusions are '-mOré;likcly,to be eflective than Fhose which allovy
" audience members to draw their own conclusions. Action recom- " .

- that years of
_summary.
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mendations, also, seem more likely to be followed as they are
“the more specific and explicit. ‘

c. Communications which evoke extreme fear are less likely

to persuade the audience to take precautionary actions than are

- communications which do not so strongliy emphasize the threat.

d. Repetition, particularly repetition with variation, has heen

consistently. found to increase the e{ﬁcﬁcy of persuasion. Cumu-

lative exposure to propaganda, however, has on some occasions

been found to be more effective and on other occasions has Deen
found to be no more effective than single exposure.

- e. Communications which offer ways of implementing (“can-
alizing”) the existing needs of their audiences are more likely
to be successfully persu‘asive than communications which undertake
to arouse new needs and then suggest ways of salislying them.
This distinction is peculiarly pertinent to the difference between

“mercllandising commodities and [merchan

‘ ndising] citizenship®?
or other attitudes.. ‘ : '

f. Hundreds of studies have investigated the effects of vari-

‘>ableAs‘pe.rtaining ‘to organization and presentation, such as the

order -of topics and of arguments, montages as opposed {o no
‘montages, camera angles, ete. The literature on these topics is so
vas't.an,gli the findings so varied and ofteén so specifically focused

‘ co‘llAation wduld_bé prerequisite  to any general

5. Persuasive communications in accord with majority opin-
ion, or which are believed by their audience to be in accord with

majority opinion, are likely therefore to be eflective among mem- .
‘bers of the minority who do not share the opinion. If, however,

the minority is extremely small, it is likely to be composed of
persons who are particularly resistant to conversion. The re-

_sistance of su}chﬁdevia.nts appears to be intensified when they are
~aware that other people, or even one other person, think as they

do. - -

6. Theoretical Considerations. The topics of this chapler are
covered by the fifth of the five generalizations proposed in the
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Introductlon That generahzatlon serves to note that certain
: phenomena and processes are not covered by the preceding
- generalizations. It is less helpful in regard to the topics to which
- it'refers than it is in underscoring the characteristic identity and
- -processes of the factors to which it does not 1efer——1e ., those
‘ 'covered by the precedlng generahzatlons . '

- THE EFFECTS OF

SPECIFIG TYPES OF
MEDIA MATERIAL

Part Two



