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CHAPTER 10 

Persuasion 

Persuasion research in mass communication examines the process of,attitude 
formation and change in audience members and the modification of behavior 
based upon attitude chang4Its roots are in antiquity and it  remains one of the 
most prolific realms of mohern communication scholarship. 

Any individual or group that has some stake in influencing mass audiences 
stands to benefit from this particular arm of communication research. Adver- 
tising agents, consumer product manufacturers, politicians, and public service 
or,&ations are a few of the groups that use research findings to their practi- 
cal advantage. Knowledge of persnasive ?rdIamces is also important for coa- 
sumers, votzrs, and other audience members who wish to protect themselves 
from being manipulated. 

(persuasion research differs in a n  important way from most other areas of 
media effects research Most persuasive messages are intentional; that is, they 
are designed to have an intet~ded effect. Media effects in other realms of effects 
research (e.g., aggressive- b e h a m e r  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 c k a i n  processes ogttitude changC$sychologists 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 
"routes 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 areview, 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 153 
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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 tliat we included a sepa- 
rate chapter for each. 

RESEARCH TRADITION 

When radio became popular in the early part of tlie 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 powerfill 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 tlie media to influence the masses: In 1929 news of 
the crash on Wall Street brought nationwide panic; in 1938 Orson Wells's War 
ofthe Worlds broadcast resulted in cases of hysteria that received much publicity; 
finally-perhaps most sigruficantly-Adolf Hitler's rise to power in Germany 
underscored the frightening potential for mass persuasion by means of media 
communication 

During World War 11, researcher Carl H o v h d  contiiied to learn about the 
effects of persuasive messages on attitude change through his study of soldiers 
who viewed m3ih-y trainkg films. Hovland found that fhe soldiers learned 
new infomtation from the films, but the permasive power of& films in &&- 
irtg changesin aattitudesand behavior was ~iltheeknited. P e s d n ,  Eovland 
found, was contingent upon any number of variables that s u v d  to ~ o d e r a t e  
the effects (Hovland, Lumsdaine, & Sheffield, 1949). 

After the war, Hovland continued his research on persuasion at M e  UN- 
versity. His research priority became the identification of the moderating vari- 
ables fhat 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. Tliese 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 tlie 

early years was not based on thebest research designs. For example, little effort 
was expended toward measuring people's attitudes prior to receiving tlie p rop  
aganda messages-a crucial factor in proving that attitude change had actually 
occurred due to the propaganda message. 

Social scientists continued to study tlie effects of persuasive messages in the 
1940s and 1950s, using more rigorous empirical methods. H. Hyman and P. 
Sheatsley (1947) found tliat to be successful in cl~an,@ng attitudes, persuasive 
messages had to overconle certain psychological barriers. Other social scientists 

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

! dates in the 1940 presidential 
election (Lazarsfeld, Berelson, 

I 
I 

& Gaudet, 1948). 

I 
P. Lazarsfeld and his col- 

leagues determined that media 
I 
! messages served primarily to 

i reinforce existing attitudes 
rather than to cliange anyone's 

Credibility and liability of a message source Op"on. Media messages did 

atfeels Lhe power of a persuasive message. seem to influence certain mem- 
So~rtrc: O tiP/Phofo/Riclmrd Drrio bers of the community who 

were respected for their knowl- 
edge of current affairs. These 

opirzioii lenders, as the researchers called them, had tlie personal influence to 
change the attitudes of others in the community. Thus, media influence was 
descriL>ed as a fro-stcp floui or i~zrlir~cf cff2cts situation in which media messages 
inffluuiced opinion leaders who, in furn, influenced others in the community 
via uilcrpersonal communication (Katz & k a r s f d d ,  1955). 

T11rough the years, communication scholars have debated the extent to 
which mass mediated messages l m e  the power to persuade audiences- Most 
recent research has showm that persuasion is not simply a stimutus-and- 

< 

response-type situation, but a more complicated process that emphasizes the 
rccq~fivi ty  of the receiver, or his or her willingness to receive the message. 

.. L- 
A., 

AV!TUDE, EMOTIONS, BEHAVIOR, 
AND PERSUASION 

To ~~nderstand the persuasion process, one must first understand the concept 
of nffrfride. A person's attitude can be dehned as that person's "abstract evalu- 
ahon of an object" (Cliaiken, Wood, & Eagly, 1996, p. 702). Others have defined 
attitudes as "people's general predispositions to evaluate other people, objects, 
and lssues favorably or unfavorably" (Petty & Priester, 7994, p. 94). 

Whatever the definition, most contenlporary research involving persuasive 
eih:,:l:+ places much importance 011 the critical role of attitudes in tlie persuasion 
p ~ i l i ' ~ ~ ~ ~ .  Attitude is viewed as tlie all-unportant mediator that stands between 
tlir acq~tisition of new persuasive information and subsequent behavioral 
change. If tlie new information changes a person's attitude, then beliavioral 
change is more likely. 

What ach~ally causes a cl~ange in attitude? What internal processes come 
intc~ play? Are people motivated to change their attitudes and behavior to gain 
rewai.its o r  avoid p~~nisli~nent, or d o  they make the change due to some other 
reason? 
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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" i n  this case 
refers to something being iircansistent. 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 old 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 (i.e., their behavior) produces a negative state of arousal tliat 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 isnot  as  important in producing attitude change as is the person's 
perceptions nbollf the consequences of his or her actions (Cooper & Fazio, 1989. 

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 mate discomfort- 
However, if the role player adopts the advocated position,Ytwould no longer 
seem harmful to persuade others to hold the same attitude. Attitude 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 genedimtion 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 u p  to 
believe that homosexuality is horrible. Perhaps the person has camed 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, where co-workers, clients, or subordinates might be 
gay or lesbian. The person may even come to like and respect some so-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 co,snitive dissonance by changing attitudes toward the homosexual 
community. 

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

F%RSUASION MODELS ' - 157 
C~IAPTER 10 

Through the yedrs, a number ot rescarchcrs have ctcvcloped various moclels to P~.rs~nrnsian 
explain the persunsloll process. Some ot the major models are discussed below. 
Special emphasis is given to tile Elaboration Likelihood Model, or ELM, kvh~ch 
provides one of thc most cotilprehensive explanations for persuasive processes 
in terms of ~nediated com~iiunica tions. 

McGuire's Comrn~~nicalion/Pers~~asion Matrix Model 

W. J. McGuire (1985,1989) introduced a mvdel to explain persuasion effects by 
identifying ilzpllfs and o~~ttlr~fs. Inputs, or independent variables, include the 
source, the message, the recipient, the channel, and tlie context of tlie presen- 
tation of the message. Inputs are variables controlled by the person or group 
attempting to persuade or influence audience members. Outputs, or dependent 
variables, are variables that fall under the control of the individual audience 
members. These variables include exposure to the information; attention to the 
information; interest, comprehension, and acquisition of new knowledge; 
yielding to the weight of the message and clianging the attitude; remen~berir~g 
of the information and new attitude; retrieval of tlie informa tion; tlie conscious 
decisioli to act according to tlie new attitude; action based upon that decision; 
reinforcement of the new behavior; and consolidation of the new attitude. 

McGuire's model has several shortcomings (Petty & Priester, 1994). The first 
is its lack of detail regarding the process of actual yiclcIing to a new attitude- Sec- 
o~ld, the model assumes that the input and output variables are seq~lcntinl; that 
is, they mus* occur in ihe order listed in order to have persuasive effects. k'et 
more recent research has shown that the variabl2s d o  not need to be sequmtial 
for persuasion to occur. Tlie 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 (GreenwaId, 1968; McGuire, 1985; Petty 

Input Variables (Controlled by Communicator) 

Source Message Recipient Channel Context 
Output Variables (Controlled by Receiver) 

Exposurt? Attention Interest Con~preliension 

1 Acquisition Yielding Memory Retrieval 
Decision Action Reinforcen~ent Consolidation 
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158 & Cacioppo, 1981). For example, a person might acquire and learn new infor- 

SECTION TWO mation but refuse to change his or her attitude, or a person might conceivably 
nreorya~zd Co~~cepfs 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 m'atrix model, several 
researchers developed the theory of cognitive response (Greenwald, 1968; 
Petty, Ostrom, & Brock, 1981). According to this theory, an audience member 
does not yield to a new attitude after simply learning a new message Yielding 
depends upon cognitive responses to the m e s s a g m r  what he or she flziizks 
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, 19S6b) extended the theory of cognitive 
response and devdoped atheoretical model to expIain theproces-.es that occur 
when a person $el& to a persuasive message. Their Elaboration Likelihood 
Model-ELM) ey~&s -the process of persuasion by idenwing theliielihood 
of a person to elaborate copitively or think very carefully about a persuasive 
message 

The model plppo~s,hvo distincfroutes that may be taken in order for per- 
suasion to result:renfrill~dpen-ier& The ceizfrg rotlte to persuasion requires 
much cognitive effort on the part of d audience member in order to judge_ the 
merit of the advocated position or persusil~_e message. T h e  message recipient 
listens closelv to what is said, then evaluates the information in liqht of past 
experiences grid p~ev&ous knowledge. During this process, the f2fm;s 
opinions abouilhe message--either favorable or unfavorableand 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 usually 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 co,@tive 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). 

Therpqiphern~~ozi@,tp persuasion may occur in any number of wags, none 
of which involves considerable cognitive effort. Siiizple ctres in the context of the 

message are more responsible for the change in attitude than a purposeful 159 
effort to process and understand information. For example, a relaxing scene by CHAPTER 10 
a calm, crystal blue mountain lake in a television commercial might cause the Penunsio~z 
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-khat is associated with the 
product. 

The z~se 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 Bll 
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 bnizdzungoiz 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 s d m G y  
people in agreement, the speaker's message must be tme. Such an-inference 
served as a cue that the message of the speaker was valid,and f i e  bandwagon- 
effect occurred (Axsom, Yates, & Chaiken, 1987). 

Ln contrast, persuasion by way of the central route has been shown to be 
more succes&d -m Icq-term attitudechange than persuasion th10~1& more 
peripheral mutes- Peripheral route persuasion has been shown to besufcess 
fnl in the shortrun, but over a peiiod of h e  the strensh of i5e peripherai cves 
weakens. A person's mood and feelings may change, for example, or cues are 
no longerassociated with certain messages. P&y and Caaoppo (1986a) found 
that in terms of resistance to attack and durability, attitude changes that 
occurred &bugh the peripheral route were much weaker than those that 
occurred through the central route. 

When the likeliltood for clnborntioir is high (eg., when 
the message has personal relevance for the audi- 
encc member, when there are few distractions), a 
pcrson is motivated to listen to the message, men- 
Lalljl process, and evaluate the information. Periph- 
eral cue variables are likely to have less impact in 
such a situation. 

Wi~ell the likclil~ood for elnborntiorl is low (e.g., 
when the message has low personal relevance or 
there are many distractions), the importance of , peripheral 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. 

Wrnl tlte li!icliltood for elnbornfion is moderate 
(e.g., when the audience member has some knonrl- 
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 (carem 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 t l ~  carefully about a message. One 
of the most important of these variables is that of persalznl relmnlzce of the mes- 
sage (Brickner, Harkins, & Ostrom, 1986; Leippe & Elkin, 1987; Petty, Cacioppo, " 
& Haughred t, 1992). 

Two important studies illustrate the strength of the personal relevance vari- 
able. Petty and Caaoppo (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 s b n g  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 
"youn rather than the third personproEom "he" or "she." Those who zrweived 
messages containing "you" were shown to listen m d  process the information 
more carddy- Like the other study, as themess- i n c r e a s e d i n p e a d  rele- 
vance to the audience, strong arguments became more persuasive and weak 
arguments became less persuasive. 

Researchers have idenfified other v&ables that provide the necessary moti- 
vation for a receiver to think carefully about a message. One of these mvolves 
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, & Heesaaer, 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)- 

decreases, peripheral cues become more potent. Petty and Priester (1994) - reviewed the researcl~ findings to identify several variables that serve as sim- 
ple cues. These included: 

"Peripheral Cue" Variables 

A number of variables have been shown to affect the persuasion process b 
means of the peripheral route. According to R. E. Petty and J. Pries 
ern1 cue can be defined as "a feahue of the persuasion context that a 
able or unfavorable attitude formation even in the absence of 
consideration of the true merits of the object or issue" (1994, p. 106). 
lihood of mental elaboration (careful cognitive processing of 

1. The likability or attractiveness of the message source. 
2. The credibility of the source. 
3. The number of arguments the message contained. 
4. How long the arguments were. 
5. How many others were perceived by the viewer to agree with the position, 

also known as the bandwagon effect. 

The Role of Variables 

For persuasion to occur, three factors must be present. Asor~rce must deliver 
a persuasive messnge 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 arpunent itself when the likelihood of elab- 
oration is high (Petty, Cacioppo, & Goldman, 1981). Research has also shown 
that such variables either enhanced or weakened the likelihood for persuasion, 
depending upon the strength of the argument (Moore, Hausknecht, & Thamo- 
daran, 1986; Heesacker, Petty, & Cacioppo, 1983; Puckett, Petty, Cacioppo, & 
Fisher, 1983). An attractive or expert source made a strong argument stronger 
and more persuasive, but the same type of source made a weak argument 
weaker and even iess persuasive 

Variables that could be considered message factors would include aU the 
informidional items indnded m amessage. Laen  thelikelihood for eIaboration 
is Iow, the informational items in the message serve as peripherd cues. When 
the likelihood for elaboration is high, the items are processed carefully and are 
not merely peripheral cues. Research has shown that the addition of weak argu- 
ments in support of a position for each of the low and hi@ ELM conditions 
results in a di&rent outcome. When informational items are peripheral cues, 
the addition of weak supporting arguments makes persuasion more likely, but 
when informational items are evaluated cogently as arguments themselves, 
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 PeQ, Scftumann, Richman, and Stra&- 
man (1993) revealed several ways in which the recipient's mood influenced the 
persuasion process. Partidpants saw a product advertisement while watching 
one of two television programs, either a pleasant situation comedy or a neutral 
documentary. In the high involvement or high elaboration likelihood condition, 
participants were told they could select a free gift afterward from several brands 
of the product in the commercial. In the low involvement or low elaboration 
likelihood condition, participants could select from several brands of another 
kind of product than that depicted in the commercial. The study revealed that 

CHAPTER 10 
Persuasion   Určeno pouze pro studijní účely  



162 viewing the pleasant program not only made people evaluate their own moods 
S E C ~ O N  Two more positively, but it made them evaluate the comme&al product more pos- 
Theoyand Concepts 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 mod& A team of researchers found 
a sleeper effect when a conmnmicatos elaborated on ideas included in an initial 
communication (Priester, Wegener, Petty, & Fabrio-, 1999). The sleeper effect 
ocmed whenever persuasive influences increased rather thvl &ECEX& with 
the passing of time3vo other researchers provided an ELM approach to ex=- 
bing persuasive processes in the modification of attitudes due to aspects of 
identity or self-concept (FIanihg & 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-schema (Petty Wheeler, & Bizer, 2000). 

MO-DELS 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 I* 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 liilks 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 renso~zed ncfioil n i ~ d  plnllized 
belzaz1ior nrodel and the nlrfo111nfic nctiz~nfiolz 11zodel. 

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 deade to engage or not engage in a given behavior" (1975, 
p. 5). The model hypothesfzes that people make the decision to behave or not 
to behave in a certain way based upon two criteria. The uerson's attitude 

ges in a particular behavior, he or she carefully weighs the personal advan- 
or disadvantages of doing so. If engaging in the behavior comes at a cost, 

at cost is considered and carefully weighed against the perceived benefits of 

en (1991) revised the model to include the notion of planned behavior. 
ition to basing intentions for action upon attitudes and the behavioral 
of others, the expanded model reveals that intentions to act are also 

upon the perceived co1ztrol t l~e  person has over t l ~ e  behavior- 

1 Automatic Activation 
The automafic activation model proposes that behavior follows automatically 

enever an attitude comes to mind. The process is spontaneoTm and does not 
Ive any extended reflection or reasoning on the part of the individuaL R EXL 

01, the originator of the modeI, offered two contingent circumstances 
attikdes ts ,@de behavior automatically (1) if thereis spontaneous 

the a- w h r ~ ~ e r  the object of the a i d e  is present, and (2) if 
% perceived accordiog to the a&de (if the attitude % favorable, it 

perceived f z v a n b I ~  it=-davorable, it is perceived unfavorably). 

RECENT,RESEARCH AND FUTURE TRENDS -. 
As we i~mtioned in the introduction to this chapter, the research literature 
related to the effects of persuasive media messages is so vast that we include 
separate chapters for the domains of advertising, health, political camp&,ons, 
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 ideii tified 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 inELuence in the persuasion 
process have also interested researchers. M. Burgoon and R. S. Klingle (1998) 
reviewecl research on the importance of gender differences in persuasive com- 
municat~ons. They argued that, generally, men are more persuasive and 
women are more persuadable, but the sex of the communicator and the strate- 
gies oT the persuasive message are important determinants. As for the con- 
nection between emotion and persuasion, P. F. Jorgensen (1998) discussed the 
importance of emotions in the formation and change of attitudes in the per- 
suasion process. 

l'hc I::ik between attitudes and persuasion has received attention in recent 
years I'ctty and Cacioppo (1996) surveyed the different theories reIated toper- 
c ~ r a c i n n  2nr-1 rhzinves in afihirles and beliefs. D. R. Roskos-Ewoldsen (1997) 
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164 accessible from memory are more likely to influence a person's reception of var- 

SELT~UN TIZIL~ ious messages. He aiso proposed a model to demonstrate the transactive rela- 
T I I C L I ~ ~  nr l~ i  C U J I C C ~ ~ S  tionship between persuasion and attitude accessibility. 

In the future, persuasion researchers will continue to identify and study 
the many variables at work whenever persuasive messages reach audience 
members. The important influences of individual attitudes and individual 
emotions on the power of persuasive messages appear to be especially illumi- 
nating in our ever-increasing understanding of the persuasion process. 

S U M M A R Y  

Persuasion research in mass communication examines the process of attitude 
change in audience members and the modification of behavior based upon atti- 
tude change. Persuasion is an intentional process. 

Research on the persuasive power of mass media began in the 1920s and 
1930s when radio and films were popular. Harold Lasswell found that propa- 
ganda messages had had powerful effects upon audiences during World War 
I. Several events provided evidence for the influential power of the media.- 
news of the Wall Street crash in 1929, Orson Wells's Wnr of tlze Worlds radio 
broadcast in 1938, and Adolf Hitler's rise to power in Germany. During World 
War 11, Carl Hovland found persuasion was contingent upon any number of 
moderating variables- 

Hovland found that successful persuasion involved three steps: (1) listen- 
ers must pay att~mtion to a message, (2) they must comprehend the message, 
and (3) they must acceptthemessage Theaedibilijr oithemessage source, the 
type of messase appeal, the order of the arJgnnents presented, idenScation of 
the audience mernbz wikh certajir goups, artd s p d c  personaliq character- 
istics of audience members all affected persuasive power of media messages. 

In the 1940s and 1950s, persuasion was studied using more rigorous empir- 
ical methods. Hyman and Sheatsley found that attitude change required persua- 
sive messages to pass over certain psychological barriers. Katz and Lazarsfeld 
described media influence as a two-step flow or indirect effects situation in which 
media messages influenced opinion leaders who in turn influenced othersin the 
community through interpersonal communication. 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. Most 
contemporary research places considerable importance on the critical role of 
attitudes in the persuasion process. Attitudes can be defined as "people's gen- 
eral predispositions to evaluate other people, objects, and issues favorably or 
unfavorably." Attitude is the mediator between the acquisition of persuasive 
information and behavioral change. 

McGuire's model explained persuasion effects by identifying inputs (vari- 
ables controlled by the persuasive source) and outputs (variables controlled by 
audience members). The model has been crikicized for its lack of detail regard- 
ing the process of actual yielding to a new attitude and its assumption that the 
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 v e 9  carefully about a persuasive message. 

The ELM proposes two distinct routes--central and peripheral. The centraI 
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 bandwagon effect are more 
responsible for attitude change than any considerable co,pitive effort. As the 
Iikelihood of mental elaboration (careful processing 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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,ty jako niifeho pozitivniho, v Sirgim pojeti Ize hovofit i o negativnich hod- prokkal zmEnu postojli provizejici zmEnu pracovni role u priimyslovjch dElnk%: 
. Shils, 1962) pfijal pozdiiji toto SirSi po- jejich postoje se miinily ve smEru jejich novtho pracovniho zaiazeni a v pnlbzhu 

sveho komplexniho pojeti hodnoty, kterk odpovidi Easu se tyto zmzny zvEt3ovaly. Liebexman je mEril na ,,promanaZCrskjch posto- 
eti komplexnosti postoje: ,,iidouciLL vyjadhje afek- jich"; ti, kte3 se stali pomocniky rnish4, zvySovali svk syrnpatie k ,,manaiCrski 
(,,selectionu) konativni sloiku hodnoty (postoje). poziciLc a ti, kteii se stali pomocniky ve skladu, plizpfisobovali svk postoje ttto 

to smyslu pak precizovali pojem postoje D. Katz a E. Stotland (in: S. Koch, pozici. D. G. Myers (1993) to vyjidfil nhledujicim grafem a vjrrokem: ,,Kariera, 
,,Postoj mfiie bft definovin jako tendence neb0 predispozice individua kterou si zvolili, ovlivnila nejen to, co Einili v zamEstnbi, ale take jejich postoje" 

oviini urEitCho objektu, neb0 symbolu tohoto objektu, urEitjrm zpfisobem. - vyvinuli postoje odpovidajici jejich novt roli. 
h i  spoEivii v pripisovini vlastnosti, kterk rnohou bjrt umistiiny v kontinuu 

j-Spatnjr'. Postoje jsou v tomto smyslu produk- 
ocesu, v nEmZ jsou, jak jii  bylo nmaEeno, inte- 

nativni sloiky psychiky. Slovy vyjidlent hod- 
, pevnE vytvolenk, zafixovank hodnoceni jako 

Eeni. Oboji je vic nei pouhk vEdEni, vyjadiuje subjektivni vfznam ob- 
subjekt hodnoceni, coi poukazuje na to, i e  dominantni funkci v hod- 
aji emoce. Kolem emocionilniho jidra hodnoceni (postojfi) se organi- 
itivni a konativni sloiky tohoto vztahu. 

n a :  obecnE Ize iici, Ze postoje de- 
ntni se zpdsoby jednini, pokud to si- 
i nE m i  subjekt pozitivni vitah (po- 
ekt dostateEn6 motivovh k jednkni 

to pomoc poskytnout. AvSak je z n b o ,  
, kdyi? situace nedovoluje, aby jim po- 

oci je politicky neb0 jinak riskantni neb0 
i e  dfivodb nemusi vefejni? vyslovenk mi- 

ovat skutec'njr postoj subjektu. Proto jsou respondenti dotaz* 

procento , , , , pornocnici rnistrir 
promanaierswch 
postojd - pornocnici ve skladu 
l oo  
90 

80 

70 -Le - -m.4  erg-  
60 

@( 
@ 4 @  

50 

10 i! o ! 
pied PO PO 
zrnenou 1 roce 2-3 letech 

eni postojfi anonymni. Postoj tedy zaklada urEitou konativni PO- ZrnEny v postojich, odpovidajici novi: pievzat)irn rolirn (podle D. G. Myerse, 1993). : 

alizace v pfisluSnkm jednini vSak zftvisi na situaEnich podmin- 
1, jemuZ je vySet?ovanjr niijak sympatickf, se mfiie pokusit po- Podle D. Stahlberga a D. Freye (in: W. Stroebe, M. Hewstone a dalSi, 1992) 

adnE7?ebo tajn6 pomoc, jestliie to okolnosti dovoluji. JestliZe souhrnnE vzato d3vEjSi studie o vztahu postojb a chovini nebyly nijak zvlaBtE 
atie'%stiv& ale mfiie se projevit jen vlidnEjSirn zachkenim, plodn6, nebot' byly piiliS globiIni a nediferencovant. Proto pozdZjSi autofi navr- 
projevit vfibec. Zda je vySet?ovanI5mu poskytnuta pornoc, E i  huji, aby byla o tkka tEchto vztahfi postavena jinak, nap:. ,,Za jakjrch podminek 
tak6 na postoji vys'etFovatele k vySet?ovhi, ke spravedlnosti stiivi souvislost mezi postoji a chovhim?', ,,Ktere jink faktory urEuji tEsnost sou- 
tvzeji sjrsttm propojenjlch vztahfi jako pojmy, ale na rozdil vislosti, jestliie byla nalezena?" a ,,Kte j m i  prostfedkujicimi pr0rnEnnjrm-i ovliv- 

e se uplatiiuji logickt relace, se v systCmu postojfi uplatiiuji iiuji postoje chovkni?" D. G. Myers (1993), kte j problim vztahu postojii a cho- 
W. Herkner (199 1) navrhl, aby se rozliSovalo mezi ,,postoji vini Siroce diskutuje a dospivi k oboustrannk ziivislosti obou tEchto prominnjrch, 

podn6tu neb0 k pojmuLL, nebot s obojim jsou spojena od- soudi, i e  mySleni n h  pfiv5di k akci, ale take akce nis piiv6di k mygleni; kdyi 
nk souvislosti: nap?'. pozitivni postoj k politicktmu pro- n6co Einime, rozvfidime ideu Einu, za kte j se citime odpoviidni, a to, co jsme uEi- 
atickt sbany rnfiie b$ spojen s negativnim postojem nili, pok l idhe  za spr6vnk a spravedlive. Podle Myerse pak ti3 teorie vysvEtluji, 

anifestdch tito strany. proE naSe akce ovliviiuji nGe post 
nutno uvaiovat take vliv jednhni na postoje, zejmtna - teorie sebeprezentace &i, i e  lid6 ici svI5 chovhi" doufaji, i e  uEini dob- 

konkvhim urEit6 role. Tak napf S. Lieberman (1956) .- - j dojem a budou adaptovat svk p bS)b)$Ca&i#& s jcjich kcerni; *. 8- 
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- teorie disonance vysvEtluje zmEny postojd tim, Ze pocitujeme napEti, kdyi jed- Podle W. Herknera (1991) vystupuji diskrepnce mezi postoji a chovsnim . 

name v rozporu se svjrni postoji, a abychom ji redukovali, sv6 chovfini vnitinE jednoduSe proto, i e  chovhi je zivisl6 na nauEenjch alnebo z jin6ho dfivodu vy- 
ospravedlfiujen~e; tvofenjch anticipacich d c s l e d ~  chovfini (odmEny a tresty); proto mohou vystu- 

- teorie sebe-percepce Bkii, i e  Einime urEit6 inference, kdyi pozorujeme sv6 povat diskrepance mezi postoji a zpiisoby chovfini. Ty mohou podle jinjch  auto^ 
vlastni chovani, a kdyi jsou naSe postoje kfehk6 neb0 obojetnt, o c i t h e  vystupovat i proto, i e  mohou existovat rozpory mezi postoji a ~otfebami, nap?. je- 
e v pozici vnEjgiho pozorovatele sebe samjch, ,,odbvodiiujeme" si sv6 cho- dinec m i  odpor ke krideiim, ale jestliie dlouho hladovi, mdie se poku- ai t ukrfis t 
v h i ,  abychom se nedostali do vnithich rozpon5 (inference piisluSn6ho nEjak6 jidlo, v nouzove situaci v5bec se ElovEk mcie vzdfit celC iady svfch pb- 
postoje). .+. vodnich postojii, coi  mdZe znamenat jen jejich doEasnou zmEnu. U lidi, u kter)ich 
I. Ajzen a M. Fishbein (1977) uEinili pokus vysvEtlit vztah mezi postoji a cho- je chovbi zarnEfeno vjhradnE na vn6jSi zpevnEni,, a u nichi tedy neni vyvinuto 

vinirn na z5kladE empirickiho materi6lu a vyj6dZli tento vztah nhledujicim sebetresthi za inkonzistentni chovhi, bude postojovE diskrepantni chovsini vy- 
sch6malem: stupovat velmi Easto, nebof je situaEnE podminEn6 (W. Herkner). Tlak na postoj 

mohou tedy vyvijet jak v n i w  stav individua (pot?eby),'fak i vnEjSi okolnosti (26- . . 
brany vyjadiovat pied nEkte j m i  lidmi sv6 skuteEn6 postoje nejen vdEi nim, jest- 

+ 

MinEni osoby, i e  jistd osoby nebo 
skupiny Zekkvaji, i e  by mEla, resp. 
nernEla toto chovini uskuteEnit, -+ 

postoj chOvini liie je na nich subjekt zivislj). Typick$m pjiikladem takov6 diskrepance je licho- 
ceni (ingraciace) o s o b h ,  jichi si subjekt ve skuteEnosti nevEi, ale od nichi za . 

relativni dlileiitost to oliekivii odmznu. Je-li postoj silnEjSi nei vnEjSi tIak (subjektivni noma), bude . . . 
postojovych a nor- chovhi ziviset vice na postoji k chovhi a intenci, a naopak (ve smyslu teorie 
mativnich rozvah ,,uvGenCho jednML). 

Vnitini skladba postoje: Jii zde bylo poznamenino, i e  ka5df postoj ma ti3 
subjektivni norma komponenty, kognitivni, emotivni a konativni (snahovou). Jedna z nich mhie bjrt 

n jeji rnotivace splnit toto Sekivini. 1 (podle a Freye, Stahlberga 1992) 
v o k e  o smfSleni, dominuje-li emotivni komponenta, oznaEuje se to slovem 
dominantni, ale obvykle jsou vyvEen6: dominuje-li kognitivni kornponenta, ho- 

sentiment. M. J. Rosenberg a C. I. Hovland (in: C. I. Hovland a M. J. Rosenberg, 
Tato teorie (,,theory of reasoned action" - ,,zdfivodnEnC akce") vychhi, jak na- 1960), kteE vytvofili jednu z teorii postoje, vyjadiuji jeho vnitmi skladbu nasle- 
znaEuje schema, z vnithi interakce vlastni tendence subjektu k urEit6mu cho- dujicim schkmatem. Postoj je zde chipin jako konstrukt, jeho komponenty jako, 
vini a sociilniho tlaku na toto chovtini neb0 proti nEmu. Vjsledkem je postoj hypote t ick&konsm odvozen6 z pojeti postoje a jeho pozorovatelnjch ~rojevfi' 
k vlastnimu chovani a vjznarn piedchizejiciho srovn6vini, kter6 mi povahu (postoj je c h i p h  jako ,,predispozice odpovidat na urEitou tiidu stimulfi urEitou 
rozhodovfini mezi vnitinim a vnEjSim tlakem. To pak vede k limyslu chovfini tiidou odpovzdi"). 
provest, Ei nikoli. P o k ~ d  se motivace tyEe, vystupuje zde ve ~ V O U  smzrech, kterC rntfitelni nezfivisle intervenujici prornEnn6 rneiitelni zivisle prorntnnd 
lze chfipat jako vektory: je to motivace vlastniho chovini (nap?. navkat kon- promEnnd 
takt s urEitou osobou) a rnotivace podrobit se postoji vztainych osob a skupin 
(nap?. ,,co by tomu ZeMi rodiEeu). To mfiie vyvolat konflikt apetence-averze. V O V ~ ~ O  syst~mu 
Rada empirickjch ndezd tuto teorii potvrdila, jin6 vSak poukazuji na ne- 
liplnost promEnnfch, s nimiZ opemje. Stahlberg a Frey uvidEji nrisledujici pFi- 
klad tdto teorie: Osoby budou vykazovat aktivni 3etfeni energii, jestliie vEfi, 

(osoby, situace, sociilni 
i e  zaprv6 Setfeni energii povede s velkou pravdEpodobnosti k pozitivnim dd- vnirnini 

sledkfim, jako napi. k zajiStEni zdrojh energie pro pE3i generace, resp. s ma- liognice\ verbilni vyjidieni rnintni 
piny a ostatni objekty 

lou pravd6podobnosti k negativnim ddsledEm, jako jsou Skody na iivotnim postoje) 

prostfedi (postojov6 komponenty), a f e  zadmh6 pr'iiteli5, rodina a koIegov6 jsou 
pozorovatelnd jednini, 

toho minEni, i e  by mEli BetYit energii, a jsou posl6ze motivov5ni chovat se zpd- verbilni vyjidieni vzta- 
sobem, kterj odpovidd oEek6vinim vztainych osob (komponenta subjektivni Chovhi\ hujici se k jednini 
normy). /! , O r  
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- Kognitivni komponenty (smjgleni): zahrnuji to, co subjekt o objektu svkho po- Funkce postoje: Postoje maji urEit)i individudnj vjznam, nejsou to epifeno- 
stoje vi, jeho poznatky o objektu postoje. mkny, njbG zkuSenosti organizovank vztahy k hodnoth. D. Katz (1960) rozli- 

- Emotivni (afektivni) komponenty: zahrnuji emoce, kterk objekt postoje v sub- Suje nkledujici funkce postojb: 
jektu vyvol6v5 (sympatii, antipatii, hnEv atd.). - Instrumentdni, adjustaEni neb0 ut i l i th i  funkce: Pozitivni postoje si subjekt 

- Konativni komponenty (behaviorilni predispozice): vyjadhji snahu Ei pohoto- v y t v g  vbEi objekhlm, Mere jsou asocioviny s odmEnarni, jsou zdrojem aktu- 
vost chovat se vbEi objektu postoje urEitjm zpbsobem. &ich neb0 oEekivanjch odmEn, a negativni postoje pak vbEi objektbm asoci- 

Emociondni ko~nponenta urEuje silu postoje, nebot mu propijEuje subjektivni vjr- ovanjm s tresty neb0 oEekivinim trestb - vyjad'uje tim urEitC zobecnEn6 zku- 
znarn: extrkmn5 pozitivni neb0 negativni postoje jsou nejsilnEjSi a souvisi s osob- Senosti (nap?. negativni postoj k manielstvi jako spoleEenskC instituci mfiie bjrt . 
nosti jedince tak, Ze plni urEitou integraEni funkci (viz dile o funkci postojb). vyjidfenim zklamhi z vlastniho manieistvi neb0 podcen6nirn hodnot, kterC 
EmoEnE silnE akcentovank postoje, zejmina p?edsudky, mohou bft zcela iracio- pi'insi, E i  nedfivzrou, Ze tyto hodnoty pfinese priv& jemu, apod.). 
nilni a mohou byt provheny falegnjrni informacemi. Emotivni komponenta po- - Ego-defenzivni funkce: Postoje mohou chrinit integritu osobnosti, nap?. tirn, i e  
stoje tedy urEuje jeho intenzitu a tato intenzita postoje mbZe byt vyjifiena po- redukuji lizkost neb0 kompenzuji negativni sloiky sebepojeti tim, i e  podcefiuji 
zici v prostoru kontinua od extrkrnnE pozitivniho p?es neutrdni k extrkmn6 negativni vlastnosti, kterk si subjekt pfipisuje (nap?. nedostatek odvahy nebo , 

negativnimu postoji: dbvgry), chrhi  jedince pied uznhim nepiijernnjch pravd o jeho Einech a vlast- 
nostech (liberalistick6 postoje mohou bjrt napi. druhern sebeobrany proti piiliS 

postojovi kontinuum (Bipky naznaEuji gradaci postoje) volnkmu zpbsobu iivota, kte j jedince znejishje). 
0 

- - - - - - 
I+ 

+ +-I- I +++  - Hodnotov6 expresivni funkce: Subjekt mbie nachizet uspokojeni v tom, i e  vy- 

zccla stiedni mimi 

jadsje svk postoje a zasazuje se za jejich realizaci, napL v politickim neb0 ni- 
m i n i  stiedni zceia boienskkm iivot6, mi ie  se demonstrativn6 hlhit k postoji, kte j vyjadhje jeho 

negativni negativni negativni pozitivni pozitivni pozitivni sebehodnoceni, piipadn6 mu umoiiiuje odreagovat urEitk afekty (nap?. bojovna 
neutrilni religiozita neb0 naopak ateismus Ei vyjidieny politickj nizor umoifiuji od- 

(ambivalentni) 
reagovat napEti z kritickkho vztahu ke spoleEensL~m pornEsm). 

- Kognitivni funkce: Kaidy ElovEk m i  tendenci k uspoiddh~i poznatkb o svEtE Neutrdlni postoje se tjkaji nevjznarnnych o b j e k ~ ,  piipadn6 o b j e k ~ ,  o n icE  sub- 
i o sobE samkm, nachbet urEil$ Ed, chipat smysl udilosti a vztahd mezi nimi, jekt nic nevi (respondenti je vyjadhji pozici ,,ani-ani" neb0 ,,nevW apod.). Zato 
strukturgvat svou zkugenost, a tato tendence se projevuje i ve vytv5?eni postojb, extremni postoje, vyjddienk nap?. vjrokem ,,Jsem rozhodn6 za znovuzavedeni 
kterk spojuji pozntivhi a citEni v urEity system hodnot - nejde tu ovSem jen trestu smrti", jsou nejintenzivnEjSi, jako takovk jsou take nejvice odolnk proti 
o funkci EistE kognitivni, nfbZ tak6 o subjektivni vjrznam poznatkd. zmEnE, ale frekvence tEchto postojb v populaci bfv5 pomErnE mali. Vztah inten- 

Existuje tedy subjektivni *znam postojk a to tzv. postojb ,,centr8lnichU, kterC zity a frekvence postoje vyjadhje nisledujici obrizek. 
vyjadi%ji vztahy k vjrznamnjm objektbm (napi. k rodinE, zarn&stniini, druhjrm 
Lidem, k sexu, zibav6, vedeni domicnosti a k hodnotam, kteri Elovtk uznavd 

h - 
za vjznamnk, jako je napi: liska, pfitelstvi, svoboda atd.). Naproti tomu ,,pe- 
riferni" postoje se tjrkaji mCn6 vjznarnnjrch objektb (nap?. vztah k arnerickC 
zahraniEni politice neb0 ke stinkovkmu prodeji apod.). OvSemie plati, i e  vjr- 
znamnost objektu je subicktivni a Ze pro majitele Einiovniho domu bude vj-  
znamnf vztah k vlidni politice nijernnkho, kteri bude lhostejni ElovEku, kte j 2 

Y 
!!? 
C 

vEk mnoho a ty vytvifeji urEitj system postojii, interindividuiilnE velmi riznj, 
s fiznou lirovni jednotnosti, konzistence, nebot' postoje jsou rnezi sebou rbznE 
propojenk. Tendence ke kognitivni konsonanci, kteri zahrnuje i konsonanci 

proti neutdlni pro emotivni, sm6iuje ke sjednocovini postojb, k souladu v systkmu postojb, kterj 

Vztah intenzity a frekvence postoje. je vSak o p b  zaloZen na psychologick~ch, a nikoli formilnE logickjch vztazich. 

w bydli v rodinnCm domku a nijemnk ho nezajimi. A privE tento subjektivni vj- 
znam postojfi zaklidh jejich vjSe uvedenk funkce. Hodnoticich vztahb m i  Elo- 
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sloiek, ale jde tu op&t 
ina, ale souEasnE ho 

v mnohem obdivoval). 
- Interkonexe postojh (jejich vzijemni spojitost): Postoje mohou bjt  na sobE 

celku, co i  vSak opEt nevyluEuje pozitivni pomEr tfeba k mistnimu panu far&% rtknE zfivislC, nap?. ficta k otci, kterj je vEiici, mdie u jeho syna vyvol6vat po- 
JednotnEjSi postojovjl system je odolnEj6i vCEi zmEnitm, je stabilnEjSi, svEdEi zitivni postoj k nfiboienstvi. Cim jsou postoje vice psychologicky propojeny, 
o psychologicky pevnE propojenjlch vztazich, ktert vyznaEuje nEjaki ideovfi tim jsou odolnEjSi vDEi zmEnh. 
dominanta (nap?. konzervatismus). V tomto smyslu vyjadfuje system postojd - Konsonance v seskupeni postojd (tj. jejich shodnost, relativni jednota): shodn6 
riiznt firovnE hodnoceni, od specifickjch a i  po nejobecnEjSi, kterfi jsou ozna- postoje se mohou podporovat, a b j t  tak odolnEj6i vgEi zmEnh.  Disonance v po- 
EovBna jako ideologie. stojich zaklfidfi tendenci k jeji redukci. - 

- Sila a mnoistvi uspokojovanfch potfeb: Postoje uspokojuji urEit6 potieby je- 
~irovefi dince, nap?. jistoty, pozitivniho sebehodnoceni a dalii!'cim vice vjznamnfch - 1  

ideologic ~ O N ~ I M ~ ~ S ~ ~ U S  potieb uspokojuji, tim jsou vice rezistentni v6Ei moinjlm zmEnh,  nebof pod- 
poruji vnithi integritu, stabilitu osobnosti. 

- Centr6lnost vztaZnfch hodnot: Za centrdni jsme jii oznaEili postoje, ktert mi 
droveti e h e  st r ih i  pro-n&obenske 

p,t~otisrnus pastoje cenlrisrnus \jchova deft postoje jedinec vdEi objekfim, jei maji pro nEj ~ ~ k n a m ,  a jako takov6 jsou take odolnt 
v6Ei zmEnh.  
DalSi podstatnou charakteristikou postoje je, Ze vystupuje na ~ z n 6  lirovni obec- 

nosti (viz obr. str. 138). V tomto smyslu se pak rozliSuji hodnoty obecnC a in- 
strumenMni: obecnou hodnotou mhie byt nap?. svoboda, Stbti, moudrost, zdravi 
a dalSi, ktert vyjadbji obecnE smysl Zivota; instrumentalni hodnoty jsou pak ty, 
pomoci nicM se smysl iivota a obecnt hodnoty napliiuji, tedy jejich prostfedky, 
jako je nap?. rnanZelstvi, ktere miiie bjlt poklfidho za prost?edek k dosaieni ii- 
votniho StEsti; jeStE specifiEtEjSi hodnotou pak mGZe byt urEitjr typ manielsk6ho 
partnera. KoneEnE ve smyslu toho, co bylo uvid6no o vztahu postojii a chov6ni, 
je tieba odliHovat postoje jako konstmkt vnitfnich predispozic a vyjhdienk postoje 
v ~ z n y c h  zpfisobech chovhi (jednhi, FeeE a vyraz). VjSe uvedent potvrzuji 

Vztah mezi ideologii, postoji a specifickymi hodnocenimi @I. 1. Eysenck, 1957). 
experirnenty M. J. Rosenberga (in: M. Irle, 1969): pokusnk osoby mEly uspofidat . 

seznam hodnot podle svych osobnich preferenci (osobni hodnotovt hierarchic): 
D. Krech, R. S. Crutchfield a E. L. Ballachey (1962, slov. 1968) podali nfisle- Potom posuzovaly objekty postojii, v jake rnEe usnadiiuji, neb0 znesnadiiuji 

dujici pFehled charakteristiky postoj8, v nEmZ se uplatfiuje zTetel k jejich moZ- dosaieni hodnot. Index postoje by1 sumou dileZiiitosti hodnoty a instrumentality 
nym zmEnk. objektu postoje. Tak je moino postoj chipat jako strukturu sloienou z instru- 
- Extrtmnost postoje (tj. zcela pozitivni neb0 zcela negativni hodnoceni nEjak6ho mentality a hodnoty cile. 

objektu) je men5 Eastit, ale intenzivni, a jako takovfi nejvice odolnfi vdEi zmE- Postoje vyjadFuji hodnotici vztahy, poukazuji tedy na to, co subjekt pova- 
nim. Zuje za vfznarnnt, co pfitahuje jeho pozornost a co si zapamatov5vh. V tomto 

- Multiplexita postoje: Postoj m62e bjlt jednoduchy nebo mnohotvknjl, zaloieny smyslu vystupuji takt postoje jako determinanty procesii zpracoviv5ni 
na jedintm ,,faktuc' nebo na mnoistvi poznatl5 (nap: postoj k bjlvaltmu So- informaci, cog se projevuje jiZ na lirovni vnimfini aktivnim vyhlediivinirn 
vEtsktmu svazu mhie bft zaloien na v6tSi Ei menSi mile poznatkij o praxi ko- postojovE: relevantnich infonnaci, dile n h  j i i  z n h o u  tendenci ke kognitivni 
munismu neb0 mDie mit 6irSi zmadnu). Jednoduche postoje se mohou snad- konsonanci (vytvzeni souladu mezi poznatky) a posleze lep6im zapamatova- 
niiji mEnit ve sviij protiklad nei multiplexni postoje, her& jsou zase p5stupnEjSi nim postojovE relevantnich infonnaci. Postoje talc v y t v ~ e j i  jakjsi percepEni 
z m E n h  ve svt intenzitE. a pamEt'ovf filtr a deterrninuji i mySleni subjektu ve smEru kognitivni kon- 

. -- 
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sonance. Vliv postojd na zapamatovjni potvrdily j i i  klasickk experimenty vfenk myslicc (,,the open and closed mind") M. Rokeache (1960): mysl je 
K. Lewina a G. Murphyho (1943) se dvEma skupinami studentb, jednou za- ,,otevPenaa pPedevSim tomu, co je v souladu s jejimi postoji. Pokud m i  jedinec 
mEienou prokomunisticky a druhou zamEienou antikomunisticky. ObEma sku- vytvoienk pevnk, jrraznk a konzistentni postoje vdEi urEittrnu objektu, nejsou 
pinim by1 zadin k nauEeni materiil, jehoi obsah by1 jednak souhlasnjr rozdily v zaparnatovini pro- a proti-argumentd vdEi tEmto postojfim vjrznamnk 
a jednak protikladnf jejich politickkmu zamEieni. Materiil by1 rychle pPeEten (W. Herkner, 1991). Vliv postoj6 na vnimbi pak prokhaly experimenty L. Post- 
a studenti pak m61i reprodukovat text, kte j se v podstatE sklidal z pro- a z anti- mana, J. S. Brunera a E. McGinniese (1948): u pokusnfch osob byla nejprve zjiS- 
komunistickk argumentace. Materiil mEl bft reprodukovin jednak ihned po t6na jejich z5jmovi a hodnotovi orientace a pak jim byla exponovina slova aso- 
pieEteni a jednak po tjrdnu a dale a i  po dobi: EtyP tfdnd. Dosaien6 vfsledky ciovani s touto orientaci, pfiEem? byla Easovd expozice slova prodluZovina tak 
pfinigeji nisledujici obrizky. dlouho, ai pokusni osoba toto slovo rozpoznala. Vjrsledky, kterk'pfiniSi nhsledu- 
AEkoli rozdil v dosaZenjrch vjsledcich neni vidy statisticky vjrznamn~, ukkalo jici obrhek, potvrdily hypotkzu: Eim pozitivnEjSi bylo hodnoceni dankho slova, 
se zde, i e  existuje tendence lkpe si pamatovat to, co odpovidi dankmu postoji. tim rychleji bylo rozpoznho. 
Tato tendence byla p r o k k h a  i dalzirni experimenty. 

Vjrsledky uvedenkho experimentu se zapamatovivinim postojovi: relevantnich '5 
r -10.. 

materiilb jsou v souladu s teorii kognitivni konsonance a s teorii ,,otevlenk a uza- X 
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6as v qdnech Podle L. Festingera (1964, zde podle W. Herknera 1991) disonantni informace 
neni vidy odmitha, ale miiie bf t  i vyhled5vha, kdyi 1. subjekt je minEni, i e  ji 

Anti-sov6tska skupina mbie odporovat, a 2. kdyi si mysli, i e  ji bude moci v budoucnosti pouiit. TO zna- 
uEeni zaporninitni meni jistou revizi pdvodni Festingerovy teorie, podle nZ subjekt mi tendenci VY- 

"r - hledivat konsonantni informace. J. Reykowski (in: S. Nowak, 1973) zkoumajici 

1 Vl El vztah postojh a osobnosti soudi, i e  existuji dva 5znk mechanismy postojd: je- 
.c den se opiri o spojeni symbolii reprezentujicich objekt s popudovE-emocionil- 
'5, c nimi strukturami (vytvG se proto, i e  pfinBSi uspokojeni neb0 Skodu), druhj se .- > -z:, 9 -A 

/c- ---. 
x c =  x. vytvG v& spojeni s kognit:vnimi strukturami (vytvg obraz svEta, hierarchii vg- - >-o dW u e e  d %-- znamd a systkm norem chovini). To odpovidi dv6ma firovnirn psychickt regulace 
'g Fg chovini, emocion~6-motivaEni a kognitivni, kterk spolu vytv5Peji ,,orientaZni sir' 

Eas v Vdnech a ji odpovidajici ,,hierarchii vjrznamb". 
Spolu s tdmatem vystupuje problirn taxonomie hodnot, kte j souvisi zejrnkna 

UEeni: pro-sovStsk6 ---- ----- Zaporninitni: pro-sov. -- --- -- -- 
anti-sov8tsk8 anti-sov. s moZnosti jejich srovnivaciho vjrzkurnu. 0 takovou taxonomii se pokusil M. Ro- 

keach (1968 a pozd.). RozliSil osmn5ct cilovfch a stejnjr poEet instrumentilnich 
Vysledky experimentd s pametni reprodukci pro- a antikornunisticwch rnateriglb. hodnot. Jejich seznam je ndsledujici: 

. - -  -. - -  .. .- - 
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poiadi hodnot 

Vfsledky experirnentd s expozici hodnotovi: 
vztainfch slov (podle W. Herknera. 1991). 

. .- 
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em hodnoty kliEovj psycho logic^ 
hodnot a hodnoceni v psychologii dosud vEnov6na 

je tat0 problematika obsaZena jen 
- vzruBujici iivot (alrdvni obecnE. Byly provedeny rozssihlt vqzkumy postoji a formulov~y jejich dilEi te- 

orie, jako nap?. teorie kognitivni disonance a dalSi, ale esenciini problematika 
hodnot v nich byla dotEena jen povrchn6, azkoli, jak znovu poznamenfivime, je 

- jistota pro rodinu (starat se o svi milovani) - odvaha (stiit za piesvLdPenim) to problematika z hlediska psychologie kliE0~8. 
- svoboda (nezivislost, svoboda rozhodovhi) - shovivavost (bgt piipraven jinym promijet) UtviiFeni postoj6: Postoje vyjadhjici vztah k hodnotw piedpoklidaji vEtSi 
- Sltsti (spokojenost) - pomoc (starat se o blaho druhfch) Ei menSi IISI-IJ orientace ve svEtE tEchto hodnot, kterf je zaloZena na zkuSenosti, 
- v n i h i  harmonie (soulad se sebou samym) - Eestnost (upiimnost, pravdivost) 
- zrali liska (duchovnt-sexujlni dfivtrnost) - fantazie (smtlost, tvo6vost) a jsou tedy jako takovt produktem uiieni. Hodnotovi orientace se vytvGi jig 
- nirodni jistota Cjistota pied 6toky) - nezlvislost (sobtstaEnost, sebedbvtra) u ditEte rantho vEku v pGb6hu jeho p r i m h i  socializace, kdy se p0stupnE od- 
- piijemnost (piijemn);, slastiplnj iivot) - intelekt (inteligentni, reflexivni) poutivi od sv6ta vrozenjch smyslovjch hodnot, jejichi.!.obecnjm krittriem je - - A  

- spaseni (k vtPnemu iivotu) - logicw (konzistentni, racionilni) smyslovit pfijemost, a zaEinit se seznamovat s hodnotami svCho socihlniho pro- 
- sebedcta (respekt k sobt samtmu) - milujici (ntin);, oddan);) stiedi. Obecn6 feEeno ditE, pozdEji dospivajici a dospElj, se uEi ocefiovat, co je 
- spoleEenski uznini (respekt, obdiv) - poslugn); (vtdom); povinnosti, respektujici) 
- pravt piitelstvi (lizki kamaridstvi) dobrt a co Spatnk, a to ve dvoji roving: v roving spoleEensko-nomativni (CO za - zdvoiil); (dobie vychovan);) 
- moudrost (hluboki porozumtni iivotu) - odpovtdn)i (spolehliv);) dobrt a za SpatnC poklid5 jeho kulturni a sociilni prostiedi) a v roving subjek- 

- ovlidajici se (zdrienlivy, disciplinovan);) tivni (co je dobr6 a Spatnk z hlediska subjektivni zkuSenosti). Pojeti dobrtho a Spat- 
nkho je pfedevSim funkci emociondni zkuSenosti, nebot v podstatg odpovida zit- 
kladnim Einiteliim uEeni, odmEnitm a trestilm. Dobrt je to, co pEnGtSi neb0 slibuje Rokeach tyto hodnoty stanovil na z6kladE studia literatury a exploraci respon- 
p k k s t  odmEny, a Spatnk je to, co pfiniSi neb0 slibuje pfintst trest. Chovhi se dentil a jsou podkladem testovini hodnotovk orientace. Existuji vSak i jinC pokusy 
v tomto smgru instrumentalizuje tak, aby se jeho subjekt vyhjbal trestfim a dosa- o taxonomii hodnot, resp. jejich typologii, nap?. E. Sprangera (1921), jenZ hovoii 
hoval odmEn. Subjekt si osvojuje urEitj o s o b ~  systkm apetenci a averzi, je ur- o ,,typech Zivotni orientace", kterk vychkeji z dilEich oblasti kultury a h e  je a- 
Eitjrmi objekty pfitahovcin a jinyrni odpuzovin, protoie v interakci s prvnimi za- dit na nisledujici ,,individuilni duchovni akty", j i d  odpovidaji pEslu8nt typy: 
kouHi odm6ny a v interakci s druhjrmi tresty. PostupnE si vy tve  vnitmi sit' pozniivaci, estetickt, ekonomickt a niibo5enskt; k tomu pfistupuji jeStE ,,spole- 
predispozic k hodnoceni objekt6, v jejii tvorbE se uplatfiuji i principy zobecfio- Eenskk duchovni akty", sociani (sympatie) a politickt (moc). Sprangerova typo- 
v6ni a rozliSmM. Vytvi.3 si kognitivni obraz svEta a paralelnE s nim systtm sub- 

logie ,,Zivotnich foremcL, z nichi kaidii m i  uriiitou dominantnf hodnotu, je nhle- jektivnich vyznmfi objekth a vlastnich Einnosti a vztahfi mezi nimi, kterC tento 
dujici: 

obraz svEta zahrnuje. To je velmi obecnC vysvEtleni utvjieni postojfi, ktert lze 
Zivotni forma: Cile: schematizovat takto: 

- teoreticki - obecni 
- ekonomicki - uiiteEnt 
- esteticki - obrazni 
- niboienski - totjlni hodnota 
- socillni - sdruieni 
-politicki - panstvi 

Sprangerovy ,,iivotni formy" reprezentuji z a a d n i  kategorie hodnot, ale jeho 
typologie mit uZ jen historickjr vfznarn, nebot' vychhela z exkluzivni ,,duchovEd- 
nC psychologie". Na Sprangerovu kategorizaci hodnot vHak navizal G. W. Allport 
(1933). Faktorova analjza hodnotovych orientaci vedla k identifdcaci fi dimenzi: 
StEsti, zdatnosti a dominance (R. Oerter, 1970). H. J. Eysenck (1960) vSak rozli- 
Suje dva poljmi, na sobE nezivislt faktory Zivotnich postojb: mEkliost-tvrdost 

NEktert objehy vnEjijgiho svEta a vztahy mezi nimi pro subjekt vjznam nemaji, 
jint objekty a vztahy tento vjrznarn maji, a to v rfiznt miie, nebot' interakce s nimi 
vyvolitvaji u jedince lPlznt a SznE intenzivni emoce. R. H. Fazio (1990) chape 
v tomto smyslu postoje jako pmgtni asociace mezi objektem postoje a hodno- 
cenim tohoto objektu. Konkrttni vjrzkum uEeni se postojtim pak vychazi ze vztahc 

1 A? 

obraz 
svEta 

--0 

0 
0 
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0 
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a Ballachey (1968) fonnulovali tezi, i e  ,,postoje se vyvijeji v procesu uspokojovCid svztluji utvGeni postojfi klasickjrm podrniiioviinim, a dalSi. E. H. Witte (1 989) for- 
potfeb", kterou dile rozvedli takto: ,,pZznivi postoje se rozvijeji k piedmEtfim a Ii- muloval deset postulit~I, kterC shrnuji d z n i  pojeti uEeni se postojfim a vytvseji 
dem, ktefi uspokojuji poEeby jedince" a ,,piYznivE se vyhodnocuji i piedmEty slou- zikladnu pro jejich experimentiilni zkoumhi. AvSak zisadni problem, jak u i  na 
Zici jako prostiedky k dosaieni cile"; ,,nepfiznivt postoje k piedmEtbm a lidem" to bylo poukhino, je v tom, i e  uEeni se postojdm v laboratoiich za experimen- 
si jedinec vytvsiii', kdyZ jsou pfekskou v dosahovini jeho cild. Doklidaji to vjr- tilnich podminek je znaEn6 zjednoduSeni toho, jak probihii uhriiieni postojfi v pod- 
sledky vfzkumu M. J. Rosenberga (1956): ,,smEr a intenzita citii k pTedmEtu po- minkich kaZdodenni zkugenosti, tedy zjednodugeni skuteEnosti, kteri je sloiitZjii. 
stoje souvisi s n5zor-y jedince na instrumentdni hodnotu daneho piedmEtu pfi uleh- 
Eovhi neb0 zarnezovhni dosGeni jeho cilii". Jinak TeEeno, ,,pTedmEt postoje, kte j Zajimav); experiment se vznikem postoje provedl G.  H. S .  Razran (1940). Objektem postoje byly 

politick6 slogany jako ,,Pry5 s vglkou a faSismemL', ,,Amerika FeriZanbm" apod. P k d  vlastnirn je poklidh za prosEedek dos&eni cile, se hodnoti pozitivns, zatimco piedmEty, 
experimentem musely pokusnt osoby tyto slogany zhodnotit. Pak 6yly slogany rozdEleny na dvE stejni 

ktere jsou poklidhy za zdroj frustrate, se hodnoti nepfiznivr (Krech, Crutch- poloviny. Prvni polovina slogan6 byla pokusnym osobam znovu opakovina, zatimco jim bylo urnoi- 
field aBallachey). E. Tkaczykovi (in: S. Nowak, 1973) zddraznila viidEi roli emoci nEno pojidat piitom velmi chutni jidla; pii opakovini druhi poloviny byly vystaveny nepiijemnj'm 
v ,,uEeni se hodnotWL, dile to, Ze emoce mohou bft vyv016vhy ve rbanh i  i non- zvukcm. Aby byly vyIouEeny pamitni efekty, byly uiity jeXtE dalSi ne-~perirnentilni slogany, ktert :. 

, 

vSak nebyly systematicky spojoviny s piijemn)imi a nep5jemn);rni podnity. . % verbjlnimi kognitivnimi podnEty, a dospi:la k zivEm, i e  uEeni se hodnolSm, tj. 
Vjsledky ukkaly, i e  slogany asociovant s jedenim byly hodnoceny podstatnE pozirivngji nei  v podstatE emotivnim vztahdm, probihi nkledovn5: , Jedinec vykazuje chovhi 

slogany asociovant s nepYijemnjmi zvuky. Experiment by1 opakovin v jint formE a dos2hlo se stej- 
vfiEi urEit6mu objektu. Toto choviini vyvol6vi aprobaci nebo dezaprobaci okoli. nych vjsledk6. 
Ddsledkem toho je, i e  bude verban& klasifikovanC jako ,vhodnCL neb0 ,nevhodneC. 
Verbilni reakce ,vhodnEL bude asociovina s odmhou a Ask6 pro jedince emo- U vytvAFeni postojfi by1 zkoumh take druh zpevnEni: P. Ekman (1958) zkou- 
tivni zabarveni. Verbsni reakce ,vhodneL se stane podnEtem, vyvolivajicim ur- ma1 postoje k trestu smrti u pokusnjrch osob a zpeviioval je verbdnE slovem 
Eite emotivni stavy. V tCZe situaci uEeni se urEit6 instrumentdni chovitni stane ,,dobfeLL a neverbani5 lismEvem a souhlasnjrm Ijv2nh-n hlavy. Zjistil, i e  oba druhy 
podnEtem vyvolhvajicim verbjlni reakci. Mohli bychom tedy iici, Ze jedinec se zpevnEni maji zhruba stejnjr vliv. Pfi vytvseni postojd je vSak ddleZiti zejmkna 
uEi jednomu z vjrznamb slova ,vhodnjr6." Tento postup objasfiuje podle Tkaczy- s6manticki generdizace: B. F. Riess (1940) a dalSi zjistili, Ze dzkost asociovani 
kove jen ty piipady utvseni hodnoty postoje, kdy: 1. hodnota je vyjiidfena ver- s urEiqm slovem se roz';Ela nejen na podobnE znEjici slova, ale pzedevgim na 
bilnE a 2. vyjidieni verbani hodnota vzbuzuje emoce. AvSak priv6 tat0 inter- slova stejnkho obsahovCho vjrznamu. 
vence verbiilnich podnEh3 v uEeni se hodnoth  je podstatnk nebof ElovEk i sve DalSim problemem je imunizace postojii, tj. jejich odolnost vdEi zmEnE. 
nonverbiilni zhuSenosti s hodnotami verbalizuje, uklitdi ve sve pamEti nejen smy- W. J. McGuire (in: L. Berkowitz, 1964) soudi, i e  tu jde o analogii imunity vfiEi 
slovjr, ale i dmanticw vzorec hodnot a na z5kladE toho je s to dospivat k siman- chorobh  -mganismu; ma16 divky Einitele vyvolkajiciho chorobu mobilizuji 
tickym generdizacim a diskriminacim, kterE svgt jeho hodnot rozBiiuji a souEasnE obranni schopnosti organismu. Imunizace je liEinni tehdy, kdyi se podzi pieko- 
specifikuji (napi. hodnota spravedlnosti diferencovani na spravedlnost soudni nat dvE dikosti: osoba, jejii postoj by1 napadnut, neni dosud vycviEena v obranE 
a rnimosoudni). Tkaczykova soudi, i e  tento verbklni aspekt uEerd se hodnotkm je a neni k ni ani motivovha, protoie svfij postoj pokIidk za nenapadnutelny. Podle 
diileiitf, protoie ,,lehEeji se vyvolivA generalizace emotivnich reakci na v e r b W  McGuira Ize tyto tEikosti pfekonat tim, Ze se u tdto osoby vytvoii' motivace 
nei mimoverbdni podnEty". To je talc6 doIoZeno empiricky (nap?. G. Razran, 1949, k obranE, kdyi se ji piedvede napadnutelnost jejiho postoje ve formi: zeslabenE 
a dalBi). ,,Uiivajice odpovidajici verbrilni oznaEeni, miiieme tim rozEEt rozsah kritiky, a tim je vedena k vyvinuti obrannych argumentfi. McGuire soudi, i e  ze- 
situaci vzbuzujicich emoce." Take Tkaczykovi, podobnE jako Krech, Crutchfield slabujici protiargumenty posiluji odpor vice neZ silne protiargumenty, i kdyi ty 
a Ballachey, ktere jsme uvedli vjrHe, spojuje uEeni se hodno th  s cili i s prosEedky maji zpoEitku silnjr vliv. 
jejich dosahovani v r h c i  instrumentdniho podrnifiovM. To je na p ~ n i  pohled ZmEny postoj8: Postoje jako produkty uEeni se mohou za ureitych podminek 
logicke: hodnotu ziskitvi nejen cil, ale i proseedek umoiiiujici jeho dosaieni, mgnit, nebot vSe nauEen6 je podminEn6, a tedy relativnE trvalC, i kdyi urEitk zku- 
a protoie v riiznych situacich to mohou bft dznC prosEedky, kterk slouii k do- genosti mohou vest k trvaljrm ddsledkGm. V sociilni psychologii se zkoumal pie- 
saieni tChoZ cile, rozsah pozitivnich postojd se zvzt'suje, a to nejen pEmou zku- devSim vliv komunikace na zmEnu postojd, tj. v podstati: vliv informace, coi je 
Senosti, ale i kognitivni extrapolaci podminek, za nichi bylo dosaieno uspokojeni 

i 
ovSem opCt znaEn6 zjednoduSeni. Vfznamne postoje jsou stabilizovanC a v bEi- 

pot'ieb y. nCm ZivotC se obvykle nemEni, a pokud se mEni, pak vlivem vjrrazn6 korektivni 
Vypracovky byly ovSem dznC modely utv6Feni postojii, zaloZen6 na po- zkuSenosti; tou mfiie bft nEjakjr psychice otfes, Zivotni krize apod. S pokusy 

znatcich z psychologie uEeni, nap?. A. W. Staats a C. K. Staats (1958), kte3 vy- I o zmznu postojd se ovSem ElovEk setkivi relativng Easto, kdyi je vystaven 
I 
I . .- 
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pdsobeni propagandy politicljch stran, cirkvi a Siznjrch dalSich instituci, kdyi ho H. C. Triandis (1975) pak na zjklad6 empiricych poznatkd urEil nkledujici 
navStEvuji pEsluSnici niboienskjrch sekt a pfesvEdEuji ho o pravdivosti sv6ho faktory zmZn postoje: 
uEeni, kdyi mu masmedia prezentuji riizni: pozady, fivahy atd. Tlaku na zmEnu ii- 

- ddvEryhodnost zdroje informace votnE vyznamnCho postoje se ElovEk brini, protoie takovjr postoj, jak u i  vime, 
- atraktivita zdroje informace m i  ddleiitou funkci, pfispivi k psychicke integraci jedince. Zejm6na obtiini je 
- moc zdroje informace zmEna extremnich postojd ve sw3j protiklad, nap?. vjrraznC niboienske zaloieni 
- styl, struktura a obsah informace v ateistick6 p?esvEdEeni neb0 naopak, coi se oznaEuje jako konverze. PravdEpo- 

dobnEjSi je jen zmEna intenzity postoje, jeho zeslabeni neb0 zesileni, at u i  ve To jsou vSak v podstatE hlediska omezeni na experimentilni p'i'stup. PonEkud 
smEru pozitivnim, neb0 negativnim (nap?. vfiEi vlidni politice). Za iidouci je po- SirSi pojeti podminek, za nichi dochhi ke zm6nE postoje, maji E. F. Mueller 
MM5n boj proti urEitjrm pfedsudkhn, zejm6na rasovjrm, kte j je ovSem veden a A. Thomas (1974): 
z nlznych pozic, neziidka takC z pozic jinjrch piedsudkfi. Boj o vEdomi a svEdomi - ,,Prolomeni hodnotove struktury": V extrkrnnim piipadE, kte j je ovSem nezi- 
ElovSka je v podstat6 bojem o jeho postoje a nabyvft na intenzitE zejmkna pfed konnjr, ale byl, jak jsme j i i  uvedli, pouiivk proti zajatjrm americkym leteckym 
volbami a v pn5bEhu n5zn)ich kampani (v minulosti nap? ,,boje za mir", nyni nap?. dfistojnikiim Ciiiany v obdobi korejske vilky, je tzv. ,,myti mozku" (,,brain was- 
,,za ochranu iivotniho prostfed?'). Podle naivniho nhoru mohou zmEnu postoje hing"). SpoEiva v pokraEujicim pokofoviini jedince ai do doby, kdy zaEne po- 
ovlivfiovat fakta, kterijsou prezentoviina, avSakrozhodujici je vztah jedince kfak- chybovat o svkm dosavadnim smjrgleni; pokoFovinim se podkope vira v sebe 
tdm, nikoli fakta sama, nebof ta mohou bjrt popiriina neb0 deformovina, vytv5i-i- sama a vezme se ElovEku moinost vyrovnat se s pochybovinim. SouEasn6 de- 
li kognitivni disonanci. Ddleiitjr je kontext, v jakkm jsou fakta prezentovha, a dd- privaci vSech Zivotnich funkci (jedeni, piti, spani) se dos5hne stavu infantilni 
~Eryhodnost jejich zdroje. NsobivEjSi mohou bjrt fakta afektogenni, vyvolivajici zivislosti, k t e j  se neoEekivanou n6hlou zm6nou denni rutiny jeSt5 vystupiiuje. 
silne afekty, ale i t6m se mdie jedinec brhit, ohroiuji-li jeho psychickou integ- Kdyi se v jedinci vzbudi pocit, i e  ,,neni nic", ,,naoEkuje se" mu iidouci po- 
ritu. Krech, Crutchfield a Ballachey (1968) rozliSuji njsledujici druhy zmZn stoj, kte j je nucen veiejnE demonstrovat. 
postoje: 1. sourode zmgny, kter6 se t)ikaji zesilovini pozitivniho neb0 negativniho 

. 
- Vytvofeni motivace pro piijeti novCho hodnoceni: NejprirnitivnEjZi formou je 

postoje, a 2. nesourodi: zmEny, kdy se urEiti mira pozitivniho postoje mEni muEeni (n&ili, zarnezeni spiinku, socidni izolace), jimi se jedinci odebiri 
v urEitou miru negativniho postoje neb0 naopak (,,zmEna znamenka") a kdy se osobni sebeuznini a udrZuji se v nEm pocity viny, Ze je zavgechno, co se s nim 
zeslabuje poE5teEni kladny neb0 ziporn)i postoj. VyjadFuji to p?ehlednE ngsledu- dEje, zodpovEdn9. Tim se vytvoii pohotovost piijmout vSe, co je mu piedlo- 
jicim schematern: Zeno. N~existuje ElovEk, k t e j  by mohl tomuto tlaku odolivnt, jak o tom svEdEi 

moskevskt procesy z tiicitych let, kdy se souzeni piiznivali k nejtEZSim ,,zlo- 
kongruentni m 6 n y  EinCm". Uplatiiuje se nejen pot?eba zbavit se nepiijernnosti, ale i poEeba osobni 

+ ---t integrity a souhlasu, v nEmi se spatiuje nadEje na zichranu. - - CviEeni noveho postoje: Jestliie se zniCi identita jedince, je schopen pzijmout 
,.- . negativnf postoj pozitivni postoj vHe, co se mu nabidne. Opakov5nim se pak novE pfijat6 udriuje. 

. <  + To jsou ti? zpdsoby, resp. t?i f5ze ,,myti mozku", kterk vedly u postiienych ke 
f-------- - skuteEni5 zmEnE smySleni: tak se dos5hlo zm6ny antikomunistickjrch postojd v pro- 

inkongruentni zm6ny komunisticki u zajatjrch americkjkh dfistojnikd. NemtnS dramatick9 je vliv psy- 
Druhy zm6n postojb chick6ho traumatu, nap& znisilnEni, kter6 mdZe u postiienk ieny p?ivkst radi- 

(podle Kreche, CrutchfieIda a Ballacheye. 1968). k i h i  zm6ny v postoji k sexu, a tim i vdEi muidm urEit6 kategorie neb0 vfiEi muidm 
vdbec. Vlivn6 jsou tedy p?edevSim pEm6 osobni zkGenosti, ale jde take o druh 

SouEasnE uvedeni autoii formulovali dv6 hypot6zy tjrkajici se zmEn postoje: postoje: mnozi lidi:, kteE byli pEmymi svEdky nacisticljch neb0 komunistickych 
- ,Za jinak stejnych podminek je vidy lehEi navodit sourodou nei nesourodou zvErstev, zmEnili radikdn& sv6 pdvodni politick6 postoje a stali se z nich odp6rci 

~mEnu.~' nacismu a komunismu. ZveiejnEni otfesnjrch hygienicljch pomErfi na chicag- 
- ,,Cim je postoj zxtr6rnnEjSi, vice multiplexni, konzistentnCjSi, Eim je propoje- swch jatkich, k nZmui doglo ve dvacitjrch letech, piineslo vlnu vegetariinstvi. 

nEjSi a shodnEjSi, Eim vice slouii p o t i e b h  a je centrid116 hodnoceny, tim se po- Otec, kter6mu zemVelo malt5 ditE, mdie ztratit svou dosavadni vim v boha, ale na- 
m6mE IehEeji dosjhne sourodi zmEna." opakmnozi vEziiovd nacisticech a komunistic@ch koncentraEnich tibonl se stali 
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i, a m i  tedy i svk aspekty etick6, nejen EistE 
istil, i e  existuji lidk s tendenci k ,,defini- 
asno a odmitat neurEitosti, kteii nesnGeji 

dvojznaEnost. M. Rokeach (1960) uiil zde jii zminEn6ho pojmu zavienii mysl 
a emocioniilni, pii'padn6 kombinovanou argumentaci. PfesvidEovini Ei  pPemlou- pro uzavfenost nEkte j c h  osob vdEi novkmu poznki, coi je vlastnC druhem dog- 
vini se oznaEuje jake persujze a J. Gric (1985) je definuje jako ,,takovC ovliviio- matismu. Charakteristickk pro mnoho lidi je tzv. ,,Eerno-bilk mySleniU, kterC ig- 
vfini, pii kterkm se recipient pod vlivem pfesvEdEovatele dobrovolnE, zaintere- nomje fakt, i e  objekt mfiie byt nahliien z Sznych zornjch lihlb, a tak vykazuje 
sovani a ziiEastn5nE ujiSti?je o zdfivodnEnosti nijjak6hoS,stanoviskaCL. Jde tu tedy ~ z n k  vlasmosti, neni jen ,,Eernyu, neb0 ,,bilf“‘ velmi Easto byva ,,Eerno-biljr". 
o profesiondni Einnost, providinou v r h c i  psychagogiky neb0 psychoterapie ZkuSenjr subjekt m i  k dispozici vztdn6 schCmata, kteri reprezentuji urEitk 
(persuhivni psychoterapie), kde se uplatiiuji jin.5 podminky neZ v bEint inter- uspofidini jeho zkuzenosti, a tedy i urEit6 ~~spof id in i  jeho iivotniho prostfedi 
personilni interakci. W. S. Howell (1969) uvidi nkledujici kroky SCeji pojatkho a sv&ta vdbec. Podstatnjmi prvky tEchto schCmat jsou kognitivni konstrukce 
pTesvEdEov5ni: 1. vzbuzeni a udriovhi pozomosti pfesvEdEovantho, 2. vyvolibi a s nimi spojenk emoce, kterk vytvgeji urEitj systkm v~znamb. Jako takovi vy- 
pfisluSnych motivb, 3. spojeni motivu s pfesvEdEov5Lnim a 4. vytvoIeni specifickt stupuji tat0 vztaZn5 schemata jako Einitel.5 interpretace situaci. Plastice pfiklad 
reakce, kted je ZBdouci, a jeji upevnEni. Rfiznk n6botensk6 sekty vyvinuly riiznk toho uvidi Th. M. Newcomb (1950): dPevombec vidi strom 6plnE jinak nei bo- 
postupy pfesvEdEov6ni vytypovanfch osob, kter6 se s n s i  ziskat za souvErce tanik, nahliZi ho ve svkm vztaZnCm schkmatu jako dfevo, kterk se hodi ke kiceni 
a Eleny sekty; nEkter6 z tEchto postupti jsou slabSi formou ,,prani mozku". V pfe- k prodeji apod. PEsuzuje mu hodnotu, kteri vypljv8 z jeho vztaZnCho schCmatu 
svijdEov5ni se uplatiiuje Iogickk Ei racionilni a emocionani argumentace, pa- k tomuto objektu, a tak ,,~dpovidajici posouzeni vniman6ho objektu neni urEo- 
padnE kombinace obojiho. Emocionklni argumentace pfisobi pr imhE na.city, ale v h o  jen jeho vlastnostmi, nfbri talc6 souvislostmi, v nichi je objekt vnimin" 
podstatnE m6nE na chovini a jeji vliv je spiSe okamiit);, Easem slibne. Proti (Newcomb). Kdyi; prSi, mfiie strom slouiit jako piistieSek jak dievorubci, tak 
afektogenni argumentaci, kteri vyvol6vi strach, si m6ie subjekt vytvofit obranu i botanikovi. ,,Jinak voni seno konim a jinak zamilovan~m," napsal polsky satirik 
(,,mnE toto nebezpeEi nehrozi"). Za urEiWch okolnosti se mdie vytvofit tzv. ,,bu- J. Lec. C ~ O V E ~  se uEi uspoZidivat objekty vnEjgiho svEta pomoci mySleni i citEni: 
meranzovjr efekt", tj. postoj, proti nEmuZ se argumentuje, se mdie naopak jest6 ,,V kaZd6m p5padE je vztah mezi pfedmztem a pot?ebou urEovih nejen samym 
vice upevnit. Dochhi k tomu zejmkna, kdyi se ,,tEik15 argumenty" uvidEji na pfedmitem, njbrZ i vztahem mezi pkdmztem a st5vajicim vztainjrm syst6mem. 
zaEatku pfesvEdEovjni, kdyi se uviidiji piiklady, kterk neodpovidaji &wSenostem Existuje-li vztainy systCm, dostivi se pfedmEt do vztahu k redukci popudu, a je 
piesvEdEovantho, kdyZ se pFesvEdEujici osoba z a b 9 i  jen svymi dfikazy a opo- tim utvofen neb0 posilen pozitivni postoj viiEi nEmu. Je-li vztainjr systCm nahra- 
miji vyvracet dhkazy druhk strany a ovBem kdyi se v pfesvEdEovhi objevuji Zen jinym;'vstupuje pFedmEt do vztahu k silnEjSimu popudu a povstdv6 negativni 
protimluvy. P?esvEdEovhi musi vthhnout do hry motivy pfesvEdEovanCho (napf. postoj nebo je tento postoj posilovh" (Newcomb). Rozhodujici roli tu opEt hraji 
,,musite se SetEt pro svk dgti, kterk vris budou potfebovat"), musi aktivovat pIiro- asociace objektu s emocemi subjektu. 
zenC tendence p?esv&dEovank osoby. Na nEmeckk vojiky by1 bihem druht svbove 
valky shazovin let& s timto textem: ,,Kdo pokraEuje ve vdce, bojuje proti svym C. Leuba a G. Lucas (1945) provedli experiment s hypnotizovanymi pokusnymi osobarni. Kaidi  

z nich byla postupni: uvedena d o  S k t n i h o ,  kritickiho a hzkostniho stavu. Vidy, kdy? byla z loho ktr- 
dEtem." Emocionani argumentace je v podstatE sugestivni vliv, zaloZenjr na rdho stavu probuzena, byly ji exponov5ny obrikky piedstavujici rnnohoznatni socidlni sciny a po- 
piesvEd?ivosti urzitjrch evokovanjrch emoci a aktivaci podvEdomjrch sklond kusnk osoba je m61a interpretovat. P o  druhirn a po t7etim hypnotickim sravu byly pokusnym osobdm 
a tuieb. Racionfilni argumentace nemfiie od pfisobeni na emoce zcela abstrahovat, piedvedeny t y t i i  o b r b k y  souEasni: se sugesci, ie  je  nikdy piedtim neviddly a ie o nich nic nevypo- 

nebot' ty hraji v postojich z8sadni roli. Pouiiva se pi? tom riiznych osvEdEenych vidaly. Pokusni osoby p o  probuzeni z k d d i h o  uvedendho hypnotickiho stavu interpretovnly piedlo- 

posfxpb, nap?.: i e n i  obrbky, kteri  byly stejnk, v novjch vjznamech, kteri odpovidaly piedchbejicimu stavu. NapL 
po vsugerovanim pocitu Sttsti dilvaly pokusni osoby odpovgdi ,,Dobie s e  bavi", ,,To je prima", po kri- - rymus ano-0dpovEdi: pFesvEdEovhi se navodi jako diskuse, v nii se pfesvEd- tickim stavu ,,To je dtsni", ,,To se nehodi", po ~izkostn&m stavu ,pomnivlim se, i e  zde nEco neklape". 

Eovan6mu pfihraji za sebou jdouci othky, na nEZ musi odpovEdEt ,,anoU, a pak .,Nikdy se nevi, jak to dopadne". 
se n&le prezentuje urEit5 nabidka Ei argument pfisobici ve smEru p?esvEdEo- 
v h i ;  existuje tendence odpovEdEt rovnijZ ,,anoU; Postoje se utvzeji a m6ni vidy v urEit6m kontextu, kterj je d5n z jednt strany 

- technika spolubEZce: lid6 chtEji Einit a vyznivat to, co Eini a vyznivi ~Etgina; psychickjrm stavem subjektu a z druhk strany celkovou situaci. Zbstaneme-li nyni 
proto je ddleiitk pksvEdEit je, Ze to, co by mEli uEinit neb0 jalq? postoj by mili u dankho tkmatu zmzn postoje, Ize ii'ci spolu s j i i  zminEnjrm Triandisem, i e  in- 
zaujmout, Eini a maji vSichni jako nEco samozfejmkho. formace nepfisobi nikdy sarna o sobE, njrbri v kontextu dan6 situace a svtho 

4 P ,  
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zdroje, tj. dfivEryhodnosti, atraktivity a moci informitora, svou strukturou a ve Th. M. Newcomb, R. H. Turner a Ph. E. Converse (1965) formulovali nisle- 
vztahu k psychickemu stavu pzjemce. Tyto druhy informaEni vzta2nosti byly dujici podstatn6 podminky zmgny postoje: 
v socifilni psychologii podrobnt zkoumiiny. W. Herkner (1991) zachycuje tyto - ,,ZmEna postojd zivisi na recepci novjrch informaci, kteri z hlediska zaintere- 
vztahy nisledujicim schematern, v nCm5 pln6 Sipky znizoriiuji zikladni vztdnC sovan6 osoby se takovjrm Ei jinym zpfisobem vztahuji k objektu postoje." 
aspekty piijimiini informace subjektu: - ,,Postoj vdEi nEjaktmu objektu se zmtni, jestliie se zmEni kognitivni obsah ji- 

neho, s nim spojeneho objektu." 
Pmni podminku Ize formulovat take tak, i e  ,,postoje vdEi objektbm podlehaji 

A 
i 
I 
I 

zmtn.5 tehdy, kdyZ novt informace vyvolaji zmtnu vnimantho obsahu objektb". 
Jako p w a d  uvfidEj i: objev, i e  ten skrornny ElovEk v pomaEkanim modrim ob- 
leku je slavnjrm autorem novel, ktert jsme obdivovali, pfinGi dfivku novgch in- 

) sdtleni -------- forrnaci a je pravdEpodobnt, Ze zm6ni nG postoj vdEi ntmu. Podle uvedenych au- 
informfitor -------- EIl + 

t 
subjekt-piijemce 

o ntm. V uvedentm pEkladE budeme autorovi novel piipisovat dvE negativni vlast- 
to13 rozhodujici neni zmtna emoci vdEi danimu objektu, nybrZ novb informace 

nosti: 1. nedostatek dtistojnosti a 2. , jeho zmatkanjr odEv". Zmtni se obraz ,,ob- 
divovaneho autora", nejpme se zmEni kognitivni obraz objektu a nfislednt takb 

Pozitivnt hodnoceni informfitoi? (komunikdtoi?) jsou v p?esvtdEovhi dspBntjSi emociondni vztah k ntmu. Obt vjrSe uvedenk podminky zmEny postoje jsou 
nei neutrfilnt neb0 negativnE hodnoceni. Hodnoceni se tykd dbv6ryhodnosti ko- vlastn6 komplementimi. 
munikfitora (jeho odbornosti, podobnosti se subjektem, at' uZ je to podobnost zi- Pokud se tyEe emociondnich vztahb k objektu, podle ~ewcomba, Turnera 
jmovi nebo podobnjr sociilni pfivod, ale i jeho vntjgi vzezfeni, nap?. obleEeni, a Converse existuje nfisledujici tendence k vystupovhi ttchto vztahb: 
chovfini a dalgi). ,,Tytti argumenty jsou liEinnEjSi, kdyi zjevn6 pschizeji od po- 

emoce: objekt: 
zitivnt hodnocentho (dbvtryhodnbho) komunikfitora," piSe Herkner a uviidi nC 

1 nizky stupeii centrfilnosti (psychologicky odlehl j )  
sledujici tabulku, kterii to dokazuje v)isledky empirickeho vjrzkumu. slab6 male spojeni s cili jedince 

malk zisoba informaci 
objekt postoje procento pokusnjch osob, kterk vykazovaly zmtnu V souvislosti s timto pFehledem Ize pak tezi tEchto  auto^, i e  nejprve se mEni in- 

v oEekfivanCrn smtru 
formace b sbjektu a pak emociondni vztah k ntmu, ponEkud upiesnit v tom 

velmi ddvtryhodnj priun6rni: dGvtryhodnj smyslu, i e  zmEnu postoje nevyvolivaji jakikoli informace o objektu postoje, ale 
komunikfitor 

pouze informace emociogenni, t m e  kognitivni a emociondni zmEny jdou pii- 
antihistamin 22.6 13.3 nejmenSim ruku v ruce, paralelnt. SouEasnE je nutn6 pfipomenout vybtrovf vztah 
atomovi ponorky 36,O 0-0 
ocelEsk9 pnimysl 22.9 -3.8 subjek-tu k informacim a fungoviini principu kognitivni konsonance, resp. diso- 

,,. kina 12.9 16,7 nance, jakoi i celkovf situaEni kontext (pfijemni E i  nepzjemnd situace, dbvtry- . . 
primtr 23.0 6 6  hodnost komunikitora, zpdsob a struktura jeho sdtleni a dalSi). 

Rozhodujicim faktorem zmtn Ci rezistence postoje je sama osobnost E i  subjekt 
Jdc o vjsledky experimentu, kte j provedli C. I. Hovland a W. Weiss (1951), kteR Eetli pokusnjm postoje, jeho psychologickk vlastnosti, k nimZ patii i mira ovlivnitelnosti, pfi- 

osobim kritk); Elinek o uvedenjch Etyiech objektech postoji. Jedni skupini: pokusn);ch osob bylo padn6 sugestibility, kterii negativnt koreluje s mirou inteligence (vysoce inteli- 
sdtleno, i e  Elinek pochbi z ddvtryhodniho zdroje (odborn); Easopis, autor-vEdec), druhi skupint, i e  gentni osoby jsou m5Io sugestibilni), a ovSem ji i  mnohokrit zmintnfi subjektivni 
pochki od mint  ddvtryhodnkho zdroje (populhiho Easopisu). Uvedenk procenta zm6n vyjadhji 
procento zmEn v Gekfivanim smtru minus procento zm6n v opaEnim smtru. eznamnost postoje, souvisejici s jeho stabilitou. Mnohyrni autory je zpochyb- 

iloviina existence ovlivnitelnosti jako obecne vlastnosti a ovlivnitelnost je spiSe 
DbvEryhodny komunikitor tedy zmEnil v pdmttu tCm6T u 1/4 pokusnych osob rozpouStEna ve vlivech vn6jSich Einitelb, coZ se zdi  bjrt jednostranni, nebot' ovliv- 

jejich postoje, zatimco m6nE dbvEryhodnjr dostihl zm6ny jen u neceljrch 7 pro- nitelnost souvisi take nepochybn6 s vnitinim stavem subjektu. Cim pozitivntjgi je 
cent. NicmbnE v jednom piipadE (kino) se objevil opaEnf esledek. Herkner to vztah ElovEka k sobE samemu, tim men3 je jeho ovlivnitelnost (L. Berkowitz 
vysvEtluje tim, Ze je to vyjimka zpiisobenii ,,ne optirnilnim pokusnym materib a R. M. Lundy, 1957). Ovlivnitelnost je jednak osobnostni.rys a jednak souvisi 
lem" (na kino si lid6 vytvzeji vlastni ustden6 nizory). s aktudnh stavem subjektu a se strukturou situace. 
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Pkdsudky jsou zvlZtnim druhem postojii a jii  slovo samo naznaEuje, i e  jde vbEi bilk rase jim zase umoifluji okridhi  a olupovini piisluSnikb ttto rasy. Pied- 
o n6co piedem vytvoientho, pievzattho. Slovo pfedsudek m i  pejorativni vjrznarn, sudky tak mohou vystupovat ve funkci ,,domnEliho alibi" (Krech, Crutchfield 
protoie je obvykle - ale nesprtivnz - spojovino s negativnimi a neodbvodn6njrrni a Ballachey). Dde  se podle tEchto i jinjrch autori v piedsudcich uplatiiuje potieba 
postoji, obvykle vbEi urEitjrm menHintim (nap:. piedsudky viiEi cikinbm, diive prestiie: n6kteE stojici na nejniigim stupni ZebiiEku spoleEenskt prestiZe si 
vbEi Zidfim - rasisticky zaloZeni piedsudky). AvSak pfedsudky mohou takt sou- najdou jint lidi, vG2i nimf se mohou citit nadiazeni, nap?. u AmeriEanb to mohou 
viset s atribucemi urEitjrch vlastnosti urEitym jedincbm, a to nejen negativnich, bft MexiEant neb0 EernoBi. V rasovjch piedsudcich je pZedmEt tEchto piedsudkb 
ale i pozitivnich: typicem piiWadem je atribuovhi Z i k f ~  uEitefi (inteligent- interpretovh vfdy j&o n&co niZSiho, minEcenn6jZiho (nacistickk pojeti iidb jako 
ni-pilni, milo inteligentni-lini). G. W. Allport (1954), kte j napsal obsfhlou ,,podlid?' apod.). Rasisticky zaloient osoby tak mohou kompenzovat komplex 
monografii o piedsudcich, upozorGuje na to, Ze latinskjr>iivod tohoto slova (prae- . vlastni inferiority: v nacistickt ideologii byla proti ,,podlidemu postavena skvElB 
judicium, pfedpojav dsudek, ale takt ve smyslu pfedvidavtm) prose1 historicky ,,iuijskiL4, resp. nordicki rasa. 
tierni stupni transformace, nei se ustail na souEasntm vjrznarnu, k t e j  New Eng- AvHak byly zkouminy i jint nei jen rasovt piedsudky, kterC nejsou jen EistE ; 
lish Dictionary (podle Allporta) vymezuje takto: ,,CitEni, piiznivt neb0 nepiiz- psychologickou zileiitosti, nap?. proE jsou ,,krisn)im liqem" piisuzoviny pozi- . -J 

nivC, vBEi osob6 neb0 vEci, apriomi neb0 nezalofene na aktuilni zkugenosti." S h  tivni sociilni vlastnosti a naopak. Podle D. G. Myerse (1993) nastivi od Sedesi- 
Allport pak podal ntisledujici definici piedsudku (,,prejudiceu): ,,Odvratny (,,ad- tjrch let zm6na v pojeti piedsudkh; nejsou spojoviny jii  jen s projekci nepiitel- 
vertive") neb0 hostilni postoj vbEi osob6, kteri nileii ke skupin6, jednoduge proto, stvi, ale jsou chipiny take jako ,,produkt normtilniho mysleni". Myers m i  ovSem 
i e  nileZi ke skuping, a proto se piedpoklidi, i e  mii ziivadni (,,objectionable") na mysli sterotypy, hovoz vSak o kognitivnich zdrojich piedsudkfi, za nEZ pova- 
kvality piipisovant ttto skupin6." Typickjm piikladem takto pojattho piedsudku iuje hlavni: vnimanou podobnost a odliSnost, kterti se uplatiiuje nejen ve vztazich . 
jsou rasisticki pFedsudky. V tomto smyslu mohou mit pkdsudky nejen individu- mezi jednotlivci, ale i mezi skupinarni. Podle G. W. Allporta (1954) ,,etnickt pied- 
Blni, ale i skupinovou formu (heterostereotypy - obrazy jednt skupiny 0 jint, ne- sudky jsou antipatie zaloieni na chybnjrch a nepruZnych generalizacich", coi j e  
piitelskt skuping). Za podstatnt znaky pfedsudkfi lze poklidat: 1. jsou to emoEnE: vgak charakteristika, kterii plati o vHech druzich pfedsudkb. Mnohi piedsudky se 
siln6 akcentovanC ,,postojeC', 2. jako takovt jsou velmi odolnt vfiEi zmEnh.  ,,Kog- vkaji lidskt fyziognomie, nap?. spojovhi dobromyslnosti s kulatym obliEejem, 
nitivni komponenta piedsudku je oznaEoviina jako stereotyp" (H. W. Bierhoff, energie s vystupujici bradou, smyslnosti s masitjrmi rty apod. Take v t6chto pfi- 
1993). Taki piedsudky jako jint extrimni postoje mohou bj t  ,,vjrrazem hluboko padech jde o chybnt generalizace, kteri piechizely z generace na generaci, ale 
leiicich rysii osobnosti" (Th. Adomo a spolupr,, 1950). Bliie funkci pPedsudk3 jejichi historickjr pfivod je jii sotva zjistitelnjr. 
objasiiuji Krech, CrutcMeld a Ballachey (1968): ,,Pfedsudky mohou slouiit fiz- PovEr- je moino chipat take jako druh postojfi, a to vjrazn6 iracionilnich, je- 
nym funkcim, nap?. mohou ospravedliiovat patologickt5 nepiitelstvi, zdbvodiiovat jich vymeieni vSakvyZaduje dalSi specifickt znaky, ktert by odliSily pov6ru a vim. 
kulturn6 nepiijatelni potreby a choviini ve sluZbE Lulturn6 piijatelnjch aspiraci, G. Jahoda (1969), kte j napsal monografii o psychologii povEry, poukzuje na ne- 
pomoci zvliidnout potlaEeni potieby, zdbraznit city sobectvi, ochrinit proti ohro- schfidnost riiznjrch pokusf~ definovat pov&ru, nap:. nepravdEpodobnosti existence 
Zeni sebelicty, pornoci k bohatstvi, poskytnout ,rozurnnt6 vysvEtleni, proE BovEk jejiho p?edm6tu nebo obsahu, protoie ,,kddjr novjr objev dezaktualizuje Erist sta- 
zbstivi chudj." Podle uvedenych auto115 rasov6 pfedsudky ,,slouii podpofe j c h  soudb o tom, co je a co neni pravdEpodobnt, a vytvE zMady novych oce- 
agrese navozent frustraci", a to hospodGskou, sociilni, politickou neb0 sexurn,  iiovhi". KromE toho ureith pojeti povEry, kteri je ch ipha  jako nEco pejorativ- 
zejmina chronickou. Citovani autofi se odvolivaji na vyzkum A. A. Campbella d o ,  posouvaji do jeji oblasti fakticky vSechny n5boienskt systtmy, i tzv. 
(1947), v n6mZ se ukhaIo, Ze ,,osoby, kteri byly odhadnuti jako nespokojeni s je- ,,vyspE1iu, jake je nap?. Eesfanstvi. Existuji kultury, nap?. afriEti ASanti, ktert jsou 
jich vlastni ekonomickou situaci, projevovaly nepfitelski postoje vhEi Ziddm Eas- veskrze pov6reEnt. Vime nap?., i e  strach z tiiniicictky, vira v uhranuti, v moZnost 
tEji nei ty, kterC byly ekonomicky uspokojeni". A dale poznarnenivaji, i e  pied- obcovini s duchy zerrSeljch, v ,,koCku pies cestu" apod. jsou poklidhy za ,,hrubi 
sudAy mohou slouZit maskovhi potlaEenjrch impulzfi chamtivosti, krutosti povEry". AvSak jak je odliSit od viry v ,,orgonovou energii" neb0 v ,,moc Ducha 
a dalHich. Piikladem jsou pHsluSnici nacisticlccch zvlztnich komand, jejichi iko- svattho", aby byly Setfeny nadEje zboinych? PovEra je, podle Jahody, druhem 
lem za druht sv6tovt vaky bylo vyhlazovat iidovski obyvatelstvo na dobyttm bludntho mySleni a mi, jak jinak, koieny v nevEdomi. 
lizerni byvaltho SovEtskiho svazu a kteE si poEinali pfi tom neobycejng sadisticky Teorie postoje: Podle W. H. Bierhoffa (1993) je nejdiletitiijbi teorii postoje 
(zabijeni Zen a dcti), protoiepfijali nacistickjr pfedsudek o ,,iidovskjrch podlidech" v souEasnosti ,,teorie plhovantho jednhi" J. Ajzena (1988,1991), kterii byla vy- 
a protoie jim piLijeti tohoto piedsudku umoiiiovalo, alespoii mnohjrm z nich, od- vinuta ,,teorie 0dfivodnE:ntho jednhi", zde jiZ zmin6nt. Bierhoff sim shrnuje 
reagovavat vraidEnim svt potlaEenC sadistickt sklony. Pledsudky mnoha cikinh tuto teorii v nisledujicich tezich: 

1 cc 
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- Chovbi jsou bezprostiedn6 pied?azeny behaviordni intence, kterd umoiiiuji 
piedvidat choviini, pohwd je pro osobu kontrolovateln6. 

KOMUNIKACE 

- Vnimand kontrola choviini se vztahuje na rozsah, v nEmi je chovhi subjektem 
kontrolovatelnt. Intendovand chovini je tim pravdEpodobnEjgi, Eim vEtSi je dd- 
vEra ve vlastni schopnosti uskuteEnit je. 

- Behaviorilni intence jsou ovlivfiov5ny Eemi Einiteli: vnimanou kontrolou cho- 
v h i ,  postojem vdEi chovhi a subjektivni normou (tyto koncepty byly vy- 
mezeny j i i  diive). V riiznfch oblastech chovhi maji tyto faktory Nzny vfznam. 

- KaZdy z tEchto ti3 predikitor51 intence m i  z a a d  v minEni, a sice v min6ni Soci&E iijici druhy zviiat spolu komunikuji, sdEluji si urEitd informace, dorozu- 
o chovini (postoje), v minEni o normich a v minEni o kontrole. Jejich posu- mivaji se. Funkce dorozumivhi je Gejmi, je to pfedevSim upozorfiovini, nap?. na 
zovbi  vychizi z modelu oEekivM-hodnota (tj. ze subjektivniho odhadu nalezenou pastvu neb0 na nepfitele, ale take na vzd5leni se od stida apod. RBznt 
pravdEpodobnosti dosaieni cile). druhy zvEat vyvinuly r51znd zpdsoby kornunikace, nap?. prostfednictvim dotykd, 
Empirickd ovEieni tdto teorie ukkalo, Ze  behavior^ intence a v&ani ken- pachb, skfekti a dalSi. Z n h j  je tanec vEel medonosnych, vlastnE urEitt pohyby, 

trola jednM jsou nezivisld a nejdbleiit6jSi predikitory chovM. Teorie pak podle kte jrni vEela pfi nivratu do 61u signalizuje sv);m d r u i k h  smEr a vzd6lenost vy- 
Bierhoffa umoiiiuje piedpovidat zm6ny postojh, zejmtna na z a a d E  ovliviiovSLni datnd pastvy. H. a M. Fringsovi (1964), ktefi se zabyvali komunikaci zviht, chi- 
minEni argumenty. Podle naSeho soudu je to teorie jednostrann: kognitivisticki pou dorozum'vini se jako vnitrodruhovou zileiitost: ,,k vlastnimu dorozumivhi 
a vztahujici se opEt, jako vEtgina podobnych teorii, spize na umEle vytvoiend nei dochbi tehdy, kdyZ vysilatel i odbErate1 signdd nileii k timui druhu". Vibi-li 
skuteEn6 iivotni podminky chovhi. Jinou teorii ,,dynamiky postojfi", kteri neni napf. rozehfitt lidskd tElo komiiry, neni to dorozumivbi, ale vabi-li samiEka mo- 
talc 6zce kognitivistickii, vytvozl J. M. Rosenberg (1960), kte j spolu s R. P. Abel- t j l a s e m  t6lesnym pachem sameEka, je lo komunikace. SloiitEjSi je to s vGni kvEtG, 
sonem take fonnuloval ekonomiclj princip: pi7 pFevidEni inkonzistenmi struk- kteri jako chernickj signal vibi vEely neb0 jinf hrnyz, nebot existuji rostliny, ktert 
tury v konzistentni bude z Nznfch moinosti vybrk postup, kte j je spojen s nej- vydgvaji vdni neb0 pachy v urEitjch obdobich dne neb0 noci, kdy se odbyvaji lety 
menSi kognitivni Einnosti. hmyzu, kte j je mdie opylit. Takd lid6 emituji feromony, kter6 rnbhou mit 6Einky 

na druhd pohlavi, anii si jejich pach uvEdornuje. Je to takt komunikace? Jinou zi- 
hadnou formou lidskd komunikace je telepatie, druh rnimosmyslovtho vnimini 
urEi@ch.informaci, jehoi fyzikdni i fyziologicki podstata neni dosud objasnEna. 
Odbornik na lidskou kornunikaci C Cherry (1966) piSe, Ze ElovEk vyvinul dife- 
rencovan)i system komunikace, kte j Cini moZnyrn jeho sociilni Zivot: ,,Kornuni- . 

kace je v podstat5 soci5h-i zileiitost." Specifickfmi formami lidsk6 komunikace 
je mluveni a psani fez (jazyk); komunikace Eini l idsl j  a socidni iivot vdbec prak- 
ticwm, znarneni organizaci, m i  sociilni funkci. Cherry nepod5vi Zadnou definici 

b - .. , komunikace, ale E.k& Ze neni komunikace bez systtmu znd& a pravidel operoviini 
s nirni; znaky pak n6co reprezentuji, jsou to signdy, symptomy a symboly, ktert 
maji urEit)i sdileny vjznam, jsou nositeli informace. Pfikladem je slovo ,,pozor", 
kterd na nEco upozoriiuje, sjovo ,,ddm6', ktert oznaEuje, slovo ,,vstuptel', ktert vy- 
bizi, neb0 gesto, kterd vyjadkje pokyn, a jint, kterk vyjadkje hrozbu. ,,Kornuni- , 

kace znameni, i e  informace pzechjzi z jednoho mista na druht" (G. A. Miller, 
195 1). To znamenii, i e  informace je pfediviina jednou osobou druM osobE neb0 si 
ji jedinec obstarivi s&m z urzitdho zdroje, napf ze slovniku. V prvnim pfipadz, 
a o ten n h  pejde, je komunikace socidni akt, kte j mhie byt jednosm~mf, nebo, 
rozviji-li se napf v rozhovor, je to druh interakce. V tomto srnyslu, komunikace 
jako druh s o c i W  interakce znameni jednostrannt sd6lovini neb0 vzijemnou 
vymEnu informaci. Jejim prosEedkem jsou nejen slova a gesta, ale choviini vdbec, 
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.--- - -- .- - - - -- communicatioli itself; and (4,) certain miscello~leous aspccls of 

i the social situation in ~vhicll the conimunicatio~i is receiverl. 
Tlie eiTecls of some of tliese raria1)lcs will he founrl to 1)c cs- 

plicable, to some clegrec, in terms of llie crtra-communica~ion 

Contr ib11:tor-y il spe c Ls of = 
mediating factors, such as preclisl~ositions, group norins, anrl thc 

t like, ~vliicli have already been cliscusscd. But*.this tlicoretical 

i orientation does not seem capable of T V I I O ~ I ~  exp~aining t~ieir 

the C o ~ n l n ~ l l i c n . ~ i ~ n  and power. Rather ~l ian indulge in long and undocumented co~~ jec -  
ture, the author has elected to regard tlicm, at lcast'f*r L ~ I F !  tiriic ..=. I being, as residual variables, ~vbose proce,sses of eficct are not ~ e r  

the Coln.l~lullica ti011 Situation 1 wholly clear or classifiable. Tlicir esisterice is acknorvlerlgecl in  
generalizations nunll~ers 4 and 5-particularly number 5-wliicli 1 frankly serve, in the present tentative state of tlie gei~oralizations. 

1 to take note of residual phenomena. All of tlie conrmoaication and . 

1irt.1-odz~ction 

situation variables to l ~ e  discussed ~vill, ho\vcver, be recognized as 
constituting an order or class obviously ul~likc 1!1e cxlrn-runl- 
munication factors to .cvliich generalizations 1 tlirougl~ 3 rc~lrr. 

Tllc S O I I ~ C I ?  
/ nnrous A S P E C T S  of mass communications 

lhernselvcs and of the situations in ~vhicli conlrn~iriications oc- 1 AUDIENCE-3MAGE OF TIIE SOURCE 
cur have l~een found to be related to tlie effectiveness of persua- The source of a cornmunicatio~~, or, to be more esact. :l;i: 
sion. 1n reference to most such variables, existing data do not 1 ,o,rce as oonceireLl ]ly the audicncc, has becl1 sllolvll Lo i l ~ f l ~ e l ~ r ~  
pennit valicl distinctions to be drawn between tlicir coutrib~~tion 1 the persuasive cficacy of t l~c  cornin~~~licatiorl itself. I n  g r ~ ~ v a ! ,  a 
to processes of reinforcement and their contril~u~ion to processes I sources ~v11icl1 the audiencc holcls in higli esteem nppcar to fncili- 
of convcrsioii. Tliey haye simply bcen fonlid to render persuasion tate persuasion, ~vhile sources ~vl~icl i  tlie nudier~cc holrls ill lo::. 
g ~ ~ e e r l l y  nlore (or less) effec~ive. l 'hcy may tlius be said to in- ! estcem appear to constitute at least a temporary I~alldicnp. '['l~r: 
vrcnsc son~e~vllat tlie ease of reinforcing existing opir~ion, and j possible bascs of such esteel~i are l~crliiips i nGn i~e l~  varij~l~le. 
to rctlucc sorne~vilnt t l ~ c  clificulty oE acl~ieving coriversion. i Audiericcs have 11een shown, for esaniple, to rcspol~cl par~iculnrly 

Wr, will llcre nlake no attempt to dehnc tlie L'co~nnlunicntion 
i 

well to sl>eciIic sourccs I~ecause tl~cy consirlcrcd thcin of I~igli 
situnti~il," hut ~vill  regarcl i t  irorn a hroacl point of view as in- i prestige, liiglily credible, cspert, trushvortliy. close to tlicnisclves, 
c l ~ i d i n ~ :  (1) the u~~mccliatc sourcc of coinrnunication; ( 2 )  tlie ! or just plain likable. 
~ncrlium tlirougll rvliicll it is transmitted; ( 3 )  tlie content of the The i~ i f l~~ence  of so~uces 1~11ich tlic ai~diencc considers liigl~ly 

93 i 
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credible or less crecliblc, t rustwort l~~ or u n t r ~ s t w o r t l ~ ~ ,  and the source in the course of an ol)inion test. The differerlces betrveeIl 

.I like, has been extensively investigated by the Yale Communica- tile two groups immecliately reappeared, a l t l ~ o u ~ h  the amount of 

:GI ti011 Rcscarch Program.' IIovlarld and Weiss (1951), for ex- opinion cllnnge did not rise to qaite its original Ierel ;nnollg lllose 
;; 
-,I ? o ,  

; I I IL~I~C,  l ~ r ~ ~ ~ ~ ~ t ~ d  college students wilh a series of four articles for ~vI1om lllc colnm~~nicntion 11;id ller~l attribLllcd c.l l igll  
tlcaIirlg r e~~~ec t ive ly  wit11 the sale cf anti-l~istami~le drugs, the credibility" sonrce. 

! 
I~osil)il i ty of building atonlic-l~owerecl sulmarir~es, tlic: couscs of I These phenomena are not easy to explilin, Tile tlrjft, irlclurl- 
it stcc:l sliortage, aritl tllc future of the motion picture industry. ing the upward drift of the "lo~v credibility3 group, is not tILle 10 

I'acIl of tile articles was attriluterl for one Ilalf of the group to a their simply forgetting the source. IIovland anc1 17eiss in fact 

source previously establisl~ecl as having "high crcdilility," and I found that the two groups could name the source equnlly ,vell a 

for the other half to n source establisl~ccl as having "low montli after the exposure. They suggest that persons '.n~ust 1,e 

crcdilil ity." less likely wit11 the passage of time to assacia~e spontorzeor~sZ~ LIIC 

Colnrnu~~ications attributecl to high cretlibility sources were I content with the somce and that . . . the passage of tinlc serves 

  no re often considered "fair" than were the same communications to remove recall of the source as n mediating cue t l~nt  leads to 
I 

~vllen attributecl to low credibility sources, ancl their conclusions rejeotion."' This I~ypotllesis, homcver, has yet to he valitlatctl. 

lvcre more ofteri consiclered "justified." The major clifferential, 
>. 
,?! Iiowever, occurred in regard to opinion change. Net change in ;I! ' 

A single discrepant nole among these findings is 1,rovidecI L]- 
Mandell and Hovlaud (1952). Tlrey exposed two groilps to a coin- 

'3i . the direction interlded by the conimmlication was found, directly munication advocating devaluating the currency, ascriberl in tlie 
I ;~l ter  exposure, to be three and one-half times as great among 
f ! 
:I .' ~ l ~ o s c  who read the communications attributed to the high 
:I . 
1 8  crcdiLility sources as i t  was among those xvllo read tlie same 
!I , 

:i 
communications attributed to low credibility sources. 

'rliis differe~~tial does not, however, appear to be pe rn~a~~en t .  !; 8 

case of one group to a cLsuspect" source, and in the cnsc: of tlie 

other to a "non-suspectn source. No significant Jiflerence was 
found between the two groups in terms of imlnediate ol)iriiol~ 
change. IIovlancl, Jnnis, and Kelley ( 1953 ) suggest t l ~ a ~  tllis 

- discrepnqt finding may manifest the tlifIcrir~g ilnl~or~ancc of 

- Opinion tesls aclministered a month later sllowed no significant various componerzts of credibility, such as "intention, expertness, 
4: . I .. . tliffcrence between the groups. Tlie amount of change in tlie higli and trustwortl~i~iess."~ 
i/ 
.! credibility group had decreased, ~vl~i le  the amount in the low Despite this one discrel)ant note, and desl~ite tile still I~nzy 

I. I 
credibility group had increased. knowledge of the causes of the shift over time, tlle ~veiglit of 

Investigating this pllenomcnol~ fur~her ,  Kelrnan arid Hovland evidence from the Yale studies is quite consistent. I t  indicates that 
1; , F- 

(1353 jipursucd a study ge l~e ra l l~  similar to that of Hovland ant1 

1 I 
sources regarded as credible, trust\vorthy, nncl the like facililale 

I Weiss ( 1951 ) , except tliit the topic involved treatmellt of juvenile persuasion, while sources ~vllicli the audience regards negatively 
! 

clelincIuents nr~d the source was varieil in re ie rc~~ce  to apparent corrfer a llandica~) wl~ich is partially overcolne by t l~e  passage of 
*r 

cony~etencesAad fairness (versus bias) as well as mere creclibility. f time. 
I 

1 Immediate rlifferenccs of the same general order were observed, Tlie findings of tlie Yale Co~nli~unication liesearch I'rograrn 

1 and the same clrift to~varcl similarity occurrecl over a space of i are in general accord with tliose of various less esllaustive or less 

thrce weeks. At t l~at  time, Keln~nn ancl LIovla~lcl "reinstated" the precisely focused stuclies. Eettelheim and Janowitz (1950 1, for 
i 

i 

- - .  
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/ example, mailed anti-Semitic literature attributecl to various 
I sources to 50 Gentile mnles. They found the propag.nncla was more 

likcly to hc: cflt.cti~e if ascribccl to a known Jew; the readers 
aI) i~;!rc~~~ly sr.fi"rc1ctl sucli autl~orship as c'objcctive." Freeman 
ant1 T"i;rcks ( 105.5 1 found that esperimental subjects ~vlio liked 

Y 

I)rmv T'ca~son to begin wit11 were more ayt than those 1~110 did 
1101 to nssulnc opinions or to modify tlieir existing opinions in 
tllr ilircc~ion of 11is "~~rctlictions" after hearing a tapc of one of 
l~ i s  l~roatlc,ns~~. E;islilcr (1950) follncl that tlie degree to ~vhich 
s111)jects llclcl Catl~olic priests in Iligll esteem was crucially related 
to tllc nmount tllcy learneil from the fill11 Keys 01 the Kingdom 
ant1 to the cstcnt to wllicll tl~cir opinions were lnodified in the 
direction oi religious tolera~ice. IIis findings underlirie tlie impor- 
tance of the arrdience's inrage of tlie source, as opposed to the 
actual source. The film was in fact a coln~nercial production ~vhich 
tlcalt ~vitll R Catl~olic pricst, 1\.11o ~vas, of course, portrayed by a 
~)rofessional actor. 

The power of prestige sources to assist persuasive communica- 
tion appears to he manifest in the peculiar sales ability of some 
of tlic more luminous stars in mass media's p lasy .  At least part 
of tlicir auclier~ces apparently rcgnrcl tlie stars as sources (rather 
tlian as transmission be l~s ) ,  and ap;larently aclditionally regard 

i 
tllcln as parent surrogates, as love objects, or, in estreme cases, as 
persons n~proaclling om~iiscicnce. At the hciglit of her career, for 
cxamplc, Kate Smitli succeeded in obtaining "tllirty-nine million 
dollars of C~var] bond pleclges in the course" of an 18-hour radio 
~nara~llon.' Sorne of tlie apl)nrently bought tlieir bonds 

! ~nercly because Kate Smith advised it. Q~~eriecl as to what they 

tliouglit of her, such persolls repliccl that 

"Slie talk 1101~ llie ~ n o ~ l ~ e r  talk In tile chiltlren." 
"You know whal slie says is trl~e. Next tn God 

slie conies when s11c ~ c l l s  i t  LO you."" 

There is some evidence and ~nucll reputable conjeclure t l~at  
even lesser lunlinaries achieve consiclerable andierice prestige 
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from the mere fact of their being carried by the media. The un- 
realistic auclience concepts of such celebrities as Smitll, Arthur 
Godfrey, and various others are similarly l~elievecl to be. in part, a 
product of tlieir position on the media. Both of these poinls ~vill 
be discussed belolv in reference to the e.ffects of the mass i~lctlin 
tl~emselves upon the persuasive power of the cornm~~nications t h y  
disseminate. For the moment, it need -merely he noted t l~a t  
prestige sources facilitate persuasion, and that Lcing featured - t' by the media may very well increase prestige. . i 

SPECIALIZED SOURCES 

Highly specialized sources, directed to special interest. occu- 
pation, or age groups, and tlius not in a true sense mass meclja, 
have been observed to be especially persuasive for their particular 
audiences. Most sucli appeals are made in print since the espellse 
of radio, television, or screen production ior small audiences is 
ordinarily prohibitive. 

The audiences for such specialized publications apparently 
regard the publicatio~l as voicing their own personal intercsts and 
they are thus more likely to accept its advice. Lazarsfeld, Berel- 
son, and Gauclet (1948), for example, found that in 

Erie  count^ in 1940, the Farm Journal was mentioned as  a concrcle 
influence upon changes in vole intention as  frequently as Collier's. 
despite their great difference in  circlllation. and l l ~ e  To~vnsond pub- 
lication as  frequently as  Life or the Snturday Evening Post.a 

The effectiveness of such specialized publications is probaLly 
increased by the fact that exposure to them is likely to be l~iglily 
selective and in accord wit11 group norms and interests. It  is quite 
possible that persuasiveness may even be correlated with degree 
of specialization, i.e., that very higlily specialized publicalions are 
still more persuasive than the ordinary run of specialized pul~lica- 
tions. A recent study of how cloctors came to adopt a new drug, 
for example, found some indications that learned journals devoled 
to special branches of medicine were more influential amorifi sucl~ 

L 8 

specialized practitioners tlian were the journals directed to the 
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i' ~~rofcssior~ as ;I ~vhole.' Such l ~ i ~ l ~ l y  sl~ccialized p1lb1ic:itions are 

i ~ o l ~ n l ~ l y  regardctl by tl~cir readers as pec~~liarly "cspert" sotirces. 

Tllc mass n~ctlia arc tlicnlselres invested wit11 an aura of 
prestige 1)y a large por~ion of tlieir audience. Tlle process ilivolved 
can no longer be traced in detail, nor has it been eq~Iicitly 
tlocumented by altitude studies. But it is a nlatter of conlmon 
ol)sc.r\ration that the merlia are regarded by many in tlieir audi- 
ence rvilll considerable awe, ancl tlint ~nedin recognition or 
c.r;pousal i ps0  /acto confers a degree of prestige upon tlie concept, 
Iierson, or ~ ~ C I I C Y  SO rccopized. Lazarsfeld and hlerton (1945) 
ilre particularly cogcnt on the topic. They observe that 

The Inass mcdia confer status on public issues, persons, organiza- 
tions. and social rnovcn~ents. 

C n ~ r ~ ~ n o n  cxl~ericnce as well as researcl~ testifies that the social stand- 
ing of ~ ~ e r s o n s  or social policies is raised when these com~nand Iavor- 
aide attention in tlte mass ~ncdia. In ntany quarters, for example, 
t l ~ c  slrpl~ort of a political cantlidate or a public policy by Thr: Tinzcs 
is takcn as  significant, and this s111111ort is regarded as  a clistinct 
asset lor thc candidate or the policy. lvhy? 

For sorne, the editorial vielvs of The T i n ~ c s  represent the considered 
d ~ ~ ~ l e l l t  01 a grotlp of experts, thus calling for the respect of lay- 
en. 13i1t illis is ol~ly one element in the status conferral function of 
e mass metlia. for enhanced status accrues to those who 111ere1y 

receive illtention ill the media. quite apart front any editorial sup- 
port. 
, . I h e  niass lneclia 1)cstow prestige ant1 e ~ ~ l l a n c e  the a~rtltority of in- 
tlividunls ant1 groups by lrgitin~izing their stnt.us. Recognition l)y the 
prrss nr radio or ~nagazines or ne~vsrecls testifies that one has ar- 
rivrrl, illat one is imporlant enough to have 11ee11 singlet1 out from 
the large anonymous masses, that one's I~ehavior and opinions are 
sig~iificailt enougli to require public notice. The operatio11 of this 
status collierral fr~nctio~t may Le witnessed most vividly in the adver- 

tising pattern o f  testimonials to a rlro~li~ct by ' L p r o ~ n i ~ ~ e ~ ~ t  Ilrol~lr.'. 
Within wide circles of the population ( t l ~ o i ~ g l ~  not ~vil11i11 cel.tailt 
selected social s l r n ~ a ) ,  s11~11 te~t imo~lials  not only enl~nnce 111e prcs- 
tige of the proilucl I I I I ~  also reflect prestige 011 the person wlrn 111-o- 
vides tlie testirnoninls. They give ~ ) r ~ b l i c  notice tllat the l a ~ . ~ c  i l ~ ~ t l  

powerful world of commerce regards I~irn as  11oseessing s~~llil:icrllly 
high status for his opinion to count wit11 nlany 11copIe. In a rvc,r~I, his 

, . testimonial is a testimonial to his own status. . . . l l ~ e  al~llicnces 
of mass media appare~ltly sul~scrihe to 111e circular belief: "If yo11 

i really matter, you will he at  the focus of mass attention anrl. if yo11 

a are at  the focus of Inass attention, then sr~rely yo11 must really 
rna~ter."~ 

i 
I Hovland (19541) has also remarked upon tllis ccl~alo" eIlnct 

of media prestige and called for further rescarcll 0x1 its processes 
and cornponenL7. 

The prestigt of ~nedia transmission apparently acts, anlong 
other ways, to increase the persuasion potential of communica- 

E tions. maples, Berelson, and Dradsbaw (1940), for ernmplc; 
? 
I 

concluded from a study of case l~istories that "an attitude frr- 
quently changes from a subordinate to a dominant position wlics 
it is justified by the autliority of print,""and ive rvotilcl probably 

> be justified in ascribilrg similar polvcr to tlie otltcr nleclin. Orle 

/ might postulate tliat tlie broadcast media and filrns have s011lr 
I .  

i; 
degree of similar authority. 11 

I:! Tlre prestige native to tlie media, some lvriters beliew, is 
/ /i sufficient to allow them to build niedia person a 1' ities into the kind 
,I.  i ' i  of "prestige sources" ~vliicll are in tllcmselves aids to persuasion. 
ill. 

Merton has sl-iorvn, for example, that Kate Smith's pbenomcnal :;I 
, a =  i success in selling rvar boncls was due in no small measure to her ,;I: 
!!ii 

having been variously built up as a ccs~mbol  of sincerity, [and] i ' i . .  

i of trutll" and a person "competer~t in public alTairs,'"'' whose 
advice was ips0 jacto to be trusted. Artl~ur Godfrey, Walter 1 Winchell, and variolis other luminaries, current or fdecl, may 

i; probably be assurned, clesl~ite tlie lack of precise documentation, 
1 to be or to have been si~nilarly persuasive for at least parts of their 
f i audience. Mr. Wincliell's advices, for example, have beon crcrlited i 
i 
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lvitll causing major stock market fluctuations and with hindering combined media appeal than by a campaign using a single 

the national campaign for anti-polio inoculations. medium. 

The findings of sucll laboratory experiments cannot, however, 

~ I F F E R E N T I A L  ~ERSUASIVE I'OWER OF THE SE'S'ETtAL MEDIA be autonlatically generalized to real life situations. LaboratoT 
subjects are ordinarily artificially motivated to IJay attention to 

Consitlcral)le rcsearcli on the relative ~)crsuasive polver of the communications, and the material to ~v l~ ich  they'are esposecl is 
several ],cars out the ~vi~lcspread belief that tlley are in fact 

typically controlled wit11 regard to length, content, etc. I ~ ~ ~ ! ~ ~  
diflercntinlly llcrs~~asive. Altl~ougl~ some generalizations may be as possible, all conditions but one, viz., the nledium, arc 
IIrsitantlY (lrar\qi, the data more clearly indicate that tile relative - 

held constant. Under normal conditions, horvever, ~ $ ~ s l l c l l  con- - >  
polrcrs of [Ile difler markedly from one persuasive task to 

stancv obtains. The audience may set down ille newspaper or 
ano~l~cr .  switch ofl the radio or TV set at will. Sorne may be to 

A of laboratory stoclies, pursued for the most part in the 
one brief con-munication by radio, while their neigllbors are 

pre-tclevision years before 1935, indicated rather colisistently that 
exposecl to six7 two7 or none by print or lelevision. In sllort, 

formal face-to-face contact (e.g. lecture) was more eificiently conditions under ~vllicli tlie persuasive polvers of tile rnet1in are 
tlla~l radio (or sucli approximations as tapes) and compared in the laboratory cannot be assumed to obtain jn [he 

radio more efficiently persuasive than print. Tile typical work-a-day world. 
procedure and filldings are exemplified in the lvork of Despite these different conditions, findings generally silllilar ! 
(1934) rvl~o exposed tliree matched groups of university students to those of the laboratory experiments were obtained by Idazars- 

1 

to texts 011 war, religion, birth control, and econonlic issues. The feld, Berelson, and Gaudet (1948) in tlieir studr of tile cflects of 
identical material was presented to one group by a lecturer, tb ' the 194.0 election campaign among voters of Erie County, Ollie. ! 

anotller group via a wired speaker, and to tile tllird group in Personal b~fluence-here informal, as oljposetl to the forlllal 
, 
i 

for111. The lecturer was found to be the most effective in lectures of_ the laboratory studies-was ol)served to be Iuorr: 1 
nlocliIying opinions, the wired speaker next most effective, and tile effective thgn radio, 1v11icll was in turn observ&l to he nlore I 
prillled material least effective. Similar findings were obtained by effective than print. The investigators aclvance vario~ls corljectllral , 
~ ~ ~ ~ ~ \ r ~ ~  (1935, 1936) under roughly similar circumstances. bases for this llierarchy, most of ~vliicll concern tile degree to I I 

Cantril and Allport (1935), after reviewing a n m b e r  of exl~eri- i lvliich the audience member is personally involvecl, or feels lliln- t 
mcllls, also lend their support to the apparently unanimous self to ~~ersonally invoh~ecl, in tlle coamluuicatio~l situnlion. 

I opiIlion tllat personal addrcss is superior in persuasive power to Sucll conclitions, tlle authors believe, are at their lleigllt in per- 
nlechnnical aural appeal, lvl~icli is in t- superior to printed r sonal co1ltact, are reduced in radio listening, and are lolvcr 
appcal.ll in reading. If personal involvement is really critical, televjsjon 

Experiments tllot comparerl the effects 01 siegle alld multiple 1 might be eq~ected  10 be more persuasive than radio, and srcoll,-J 
only to 1)ersonal influence. Oddly enougli, no studies of tile rcla- lneclin exposure typically found lnultiple media exposure to be i. tive pcrsuasi~e elficiency of radio and tclcvision have reacllcd tile more pers~lasively effective. Rose ( 19.1.5) , for esanlple, cites 

scvcrnl rnucll earlier stuclies in justification of liis stand that public domain." 

Stoufler (1940) has suggested, and others have echoed, religious and racial prejudice can be more effectively io~lgllt 
I 

t 
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another rcason for the apparent persuasive superiority of, radio , 

over ne\vspa~~ers. Print, he notes, reaches an audience with a 
so~ i~cwl~a t  higller eclucntion level t11ar1 tlie overall audience for 
r:~tlin. 'I'hc less ctl~~cated, llc suggests, lnny also be less critical and 
Illort: suggestihlc. 

A vcry cliflcrent picture of tllc relative persuasive powers of 
the media emerges from the exl~austive study reported by Katz 
and Lazarsleld (1!I55). Tllcse ir~rrstigators, as I)reviouslly noted, 
identified cl~anges that lind taken place anlong 800 .cvornen over a 
period of some moritl~s in regard to food pnrcllasiug habits, per- 
sonal fasl~ioll prcfcrenccs, and opir~ior~s on 1)ublic issucs. They 
also i~ l~ui rcc l  into how rcsponJen~s had come to attend particular 
movics. 

A l t l ~ o ~ ~ g l ~  t l ~ e  study was s~~.ciGcallg focuscd on the role of 
personal influencr, many such c11a11~es ancl clecisions wcre found 
lo have taken place ~vithout ally rccollcctcc1 personal influence 
whatever. In approximately 60 per cent of tlie opil~ion changes 
in reference to public issues, for example, no personal influence 
could be cliscovered.'" 

Wlicrc personal influerlce dicl a part, I~owever, it was 

typically four~cl to be more effective than any of the mass media, 
alt11ough the degrce of its superiority varied from one topic of 
clccision to anotller. T l ~ e  relative influence of the otlier media was 
found to vary so widely among the sevcral topics as to defy any 
attempt at generalization. The study clearly suggests that persorlal 
influence is more persuasive than mass communication, but tllat 

p- . . - no mass rnedium can be assumed to be generally or always more 
persuasive illan any other mass medium. The nature of the topic 
mnst be taken into account, and to do so properly ordinarily in- 
volves estensive research. 

The earlier findings of the laboratory studies and the later 
linclings of Katz and Lazarsfeld are not easy to reconcile. We 
~vould seem, ho~vever, to be justified in conclucling that: 

(1) All other conditions being equnl, as they are in tlre 
laboratory, iace-to-face contact is more efficiently persuasive 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 )  All other conditions are, I~owevcr, rarely eqz~al ol~.tside o/ 

tlze laborntory. The media are, to hegin ~vitli, cliIferentinlly 
attended. Some topics, furthermore, may be susceptible of better 
presentation by visual rather than oral means, or 1)y print ratl~er 
than by film, while for other topics no si~cli tliflerances exist. 1'11~ 
relative persuasive power of the sevcral media is thus, in real-lifc 
situations, likely to vary from one topic to another. Personal in- 
fluence, ho~vevcr, appears to be generally more persuasive than 
any of the mass media. 

MULTI-MEDIA USAGE SUPPLERIENTED BY 
FACETO-FACE CONTACT 

The combined use of several media plus face-to-face contact, 
formal or informal, is believed by hotli master propagandists ant1 
by social scientists to be a peculiarly effective technique of per- 
suasion. 

Comparative studies of this technique as opposed to appeal 
througl~ more limited channels are sparse indeed. Staudohar and 
Smith (1956) fourid that tlie film Tzuelve O'Clock High l~roclucetl 
more favorable attitucles toward discipline among Air Force 
trainees when it was preceded or supplementecl by a lecture t11ar1 
~vhen it was presented alone. More or less similar findings are 
reported by a few other studies, but these latter typically mi- 
ployed such poor methodology as to inspire little or no confidence 
in their finclings. The problem is, in sllort, almost untouched by 
disciplined research. Combined appeal l~as ,  however, char- 
acterized various highly successiul propaganda campaigns. The 
Nazis, for example, supp16menled their domestic media cnm- 
pnigns by local cliscussion groups, ancl tlie same tcchniquc is 
typically employed by Communist govern~nents whenever they 
come to porver.14 The singular persuasive successes of Father 
Coughlin in this country in the 194a0's likewise followed upon his 
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j simultaneous use of newspapers, pamplllets, radio, and local dis- . a more active, creative participation on the part of the reader 

: cussion groups. than is demanded of tlie audiences of other media, because the 
, I  Sucli multi-media usage, sul)plrmentecl by face-to-face contact, communication is less "structurccl"; i t  does not confront tlic 

not o~lly I>laces the propn3~ncla I~ciore tlie some~vllat difierent 
3 

reader r ~ i t h  a visi1.1le or  auclil~lc speaker, as do film, ratlio. nlltl 

autlienccs of the several media, ]jut derivcs estra per- TV, ancl therefore permits him grcater freedom to nssigri or 

s~rasivc powcr from two other sourcc;. Tlie lnerc prcsence of the imagine nuanccs, interpretations, and tile like: Tlic rearlcr is 

lncssage on mass mcdia probably confers status on the speaker, thougllt to be Less personally involved 111~n is the radio listener 

on the movement as a ~vhole, ancl on tlle local group, whose or screen viewer in the sense that lle does not fecl that lbe is bc:ing 

. . nlembcrs may come to regard tllernselves as part alicl  arce el of a personally acldressecl, but, at the same time, to l ~ e  nlfi;re i1111olv~d - + 

national entcrpri~e. '~ 111 acldition, the local organization may : in the sense that 11e is forced to participate creatively in this lrlore 

f~r~ictiori as n primary type group, whose norms are tailored to impersonal type of communication. Sucll creative particjl,ation 

tlie goals oi the communications. is supposed by some observers to be persuasively advantagco~~s , '~  
but the hypotllesis has never been tested. I t  nlay be aclcled t l~a t  

UNIQUE ADVANTAGES ATTRIBUTED TO T H E  SEVERAL MEDIA creative participation, if i t  esists, seems not unlikely to prodncn 

Certain characteristics of each meclium are belie\led by vari- 4 at least occasional critical reactions and at least at sucli limes, to 
ous social scientists to provide that medium with unique capabili- 

1 
hinder persuasion. 

:I ties as a persuasive instrument. Some of these characteristics are '. The broadcas t i l~~  nredia, i.e., radio and television, ant1 ptlr- 
i: pntenlly obvious, others have been clocumented, and some remain ; i lnlrely conjectural. None has been, explicitly shozctn to contribute 
I I 

!. 
!: to pcrsr~osiorr, but because all liave been tllought to do SO by 

cnrcful obscrvers, they seem worthy of at least brief mention. . 

;I I'rint, alone ainong the media, allows the reader to control the 
occasion, the pace, and the directiorl of his exposure, and  emits 
him easy re-esposure. More easily tllan other media, p i n t  allows 
a tol,ic to be developed to ~vllatever length and wit11 whatever 

t coml~lexity seems desirable. A series of laboratory es~erinlents, 

t icularl~ television, are able to provide tlieir aucliencrs ~vitll a 
sense of participation, personal access, and "reality" ~ r l~ i c l l  ap- 

- proximate face-to-face contact. In  addition, the t ~ r o  media reach 

W+ ,;. . virtually the entire population, including certain groups sac11 as 

.?: the very old, the very young, and tlie less educaterl, rvlio are not 

;; so easily a~cessible to the other media, and 1v11o may 11e lnore 
suggestible. Radio (or  otller types of purely oral prcse~itatiol~j 
was found by tlie experiments cited above to produce greater 

, . retention of s i r~~p le  material than cloes print, especially anlong the 

mostly conclucted during or before the 1930's, suggests, but does less educated and less intelligent. Raclio is believed Ily solne 

1 not conclusive~y prove, tllat print l~rocluces superior retelllion of . writers to allolv greater "structuring" or creative particil,n~ioil 

co/rzplex factual n~aterial tllall does oral presentation, 1,ut that the than does tlie concrete imagery of TV. I t  is per1laps the lllost 

salne advantage does not obtain in regard to simple material.'" easily used of all tlie media, but it is also the lnost c;isually 

As noted before, print nlay be readily usecl to reach s~llall and attellcled and seems now to serve more typically as n source of 

sl)ecialized audienccs for which otller lnedia ~roulrl be l)rol~ibi- i background entertairincnt than as a target of conccntraterl altc~l- 

tiveIy expensive. I t  is trarIitiona1Iy associatccI rvitll culture, and tion.'' 

rnny carry a higher prestige for some ~ c o ~ l e  t11a11 do the other The visr~al nrrdia, i.c., tclevisio~i ant1 film, arc \viJcly 1 , c l i r ~ ~ t l  
ll~eclia. In  addition, print is believed by some observers to &nand f to be ul~iqucly cllectivc silnply bccausc tlicy are visual. Dolll 
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mctlia have been observed to command more complete attention 
irorn tl~cir a~rcliences t l~an [lo t l ~ c  othcr media and to lje at times 
completely preoccupying, esl~ecially for cllildren. R group of 
rclatetl sluclies pllblished in 1933 revcaled that most cl~ildren and 
many atlults tcnd to accep~ unc~~restioni~lgly all presumably factual 
irlfor~~r:rtion in films, and to retain sucll information peculiarly 
~vcll. A series of later studies. takcn as a ~vholc, provides con- 
tradictory findings in regard to whether material presentecl over 
tr.lr?vision is or is not bcttcr retained tlran comparable material 
~~rcscntc~ ' I  by lecture, print, or radio.'" 

Facc-to-jnce contact inay be carried Q U ~  on a more persolla1 
basis tlran meclin contact, and may be tailored continually to the 
s11cciGc rcsistanccs and se~~sitivities of the listener. It  is frequently 
part and parcel of the process of opinion leaderslrip, and is com- 
rnonly the cliannel tlrrougl~ ~rhich  the impressive power of group 
nornls is brought to bear.20 

) I  , 
TECIINICAL MEDIA USAGE 

! Any nretliunn may, of course, Le used well or poorly, and the 
Irrnllncr in ~vliicli i t  is used may obviously alIect the degree to 
.rvliicll its persuasive messages are effective. Format, volume, pace, 
camera angles, and a thousand other variables similarly associated 

/ I  

I! -r\fi~ll production tcclir~ic~ues have been found to affect the overall 

! 
efTcc~ivcness of given communications. The vast literature on the 

1 topic cannot conceivably be reviewed wilhin the scope of a single , 
volunle, nor is tlie present author qualifiecl to review it. Tlie ap- 

1 

- ~xopriate  specjalizecl journals slid certain summaries of long-term 
! rescarclr i~rograms may serve as points of departure for interested 
i 

rcaclcr~.'~ 
4 
f 

Cmzterzt Cllaracteristics 

Various cl~aracteristics, devices, and tcchnicjues of content 
have been found to be related to tlie persuasiveness of corn- i 

i 
; 

I 
! 

I 

;.- 
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munications. We will here consider six of the more widely dis- 
cussed devices and tecliniqucs. Specifically, .tire will survey tllc 
data relative to the effects of: 111 prese11ti.g only one side of all 

argument, as comparcd rrritll presenling botll sides; (2)  d r a w j ~ ~ ~  
explicit conclusions, as cornpared to leaving the conclusiorls iln- 
plicit; (3 )  "threat" appeals; (4 )  repetilion and cun~ulative ex- 
posure; (5) "canalization" and providing release from tcl~sio~r: 
and (6 j order, emphasis, organization, ancl the like. 

ONE SIDE VERSUS TWO SIDES 

Communication rcsearcll has been al~nost perennially con- 
cerned with the queslion of whether persuasion is more cIlwtive 
when it presents only one side of an argunient or when it also 
cites opposing arguments. 

A series of experiments 011 the topic was concluctcd durirlE 
the war years by the Information and Education Division O F  thc 
War Department ant1 reported By I-Iovland, Lumsdaine, and Shef- 
field (1949). In general, the investigators found that piesentali011 
of ccbotli sides" was more effective in convcrting the l1$11ly 
educated, but that one-sidedness was more effective ill convcrti~~g 
the poorly educated. One-sidedness also proved gcnerally more 
efle~tive~~among men originally favoring the advoea~cd view, i.e., 
as a technique of reinforcement. 

Presenling both sides in apparent but illusory impartiality was 
also found to be likely LO boomerang for either of two reasons. If 
the pretense to impartiality is in any way suspect, t l ~ r  t1i.o-sided- 
ness becomes peculiarly ineffective; omission "of one relevant ! 

! argument against the stand taken by the programs was more 
noticeable in the presentation using arguments on both sides tl~an 
in the presentation in ~v l i ch  only one side was discussed."'Wn 
the other hancl, if the imparliality is too nearly complete, the 
propagancla may become a truly balanced presel~t a I.' 1011, in whicl~ 
case i t  will tend to be witliout effect. Waples, Bcrelson, and 13racl- 
shaw (1940) noted long ago that when "readers are confronted 
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i with arguments both for and against an issue, the effects tend to communications relative to loxvering the draft age." The experi- 

cancel 1 .  mental groups were then asked to write out their own views for 
Confirmatory findings are provided by Thistle~vaite and Kam- s a ~ublication to be distributed among their schoolmates, ~vhile 

inctzky (1355 j ,  ~vlio exposecl 750 United States Air Force cadets the control grolip simply filled out anonymous rluestioni~ai~cs. 
nrrd 4.00 high school students to varioy versions of a t a p 1  com- Both groups were then cxposed to a second conimunicatio~l ~j-hicll 
rrulnication favoring United Statcs pal.ticjpation in the Korean opposed the views expresser1 ill the original one. Net c l ~ n n ~ r :  ill 
IVar. Some of the tapes included refutatiox~s of kno~nl  counter- the direction of t11e second coniniuniciitio~l was four tilllcs ns 
argu~ncrils, others elaborated up011 those countcr-arguments be- . - common (25 per cent: G per cent) among the co!~~.r,ol grolil) ;is 
forc refuting them, and others clicl not rnentior~ the counter-argu- it was among the experimental group in one cxpEiiment, nncl 
mcnts at all. The last were f ouncl to be generally most efiective in more than tcn times as comnlon (32 per cent: 3 per cent) in a 
inducing attitude changes in the intended clirection. Versions second experiment in ~vl1ic11 the strength of the coxilniitment 
containing refutations, furthermore, were found likely to be "dis- procedure uras increased. Put another way, the committed esperi- 

by the audience; thcir suspicions were apparently mental group resisted the second communication far inore tllan 
arouscd 1)y such a nod toward impartiality. did the unconlniitted control group. There were also some inclica- 

T~vo-siclccl com~nunicalio~ls appear, lio~vever, to be more effi- tions, ~vhicli were not, ho~vever, slatistically significant, t l~nt the 
cicnt cci~~ocula~ors" than are one-sided communications. Lums- commitment clemar~cl reduced the persuasive effect of the first 
dnine ancl Janis (1953) subjected groups of college students to commu~lication. Opinion changes in t l ~ e  direction of the first 
one-sided and two-sided versions of an alleged radio program to communication were more common among the control groups 
tlle eflcct that the Soviet Union would not soon be able to ~ roduce  than among the experimental groups in botli esperimrnts, nl- 
atomic arms in quantity. Both versions procluced a net change in tllougl~, as previously indicated, such changes were far Icss stahle 

I 

tllc dcsirecl direction in excess of 60 per cent." All subjects were than were the changes in tlie committed group. 
r tllcn cxposcd to a com~llunicatioll axpressing the opposite point Whetl~er one-sided presentation and required audicnce corn- 

of view. Net change in tlie direction of tlle original con~munica- mitment is a more or less effective inoculator than two-sided 
I 

ti011 was tl~rrea[ter fou~lcl to have droppecl to 2 per cent among tile presentation without commitment is not yet known. 
group originally exposed to tlie one-sided communication, but to The relative value of one-sided and two-sided coinrnunications, 

i have rcninined al~ove 60 per ccnt for those ~vllo originally heard as indicated by studies to date, is succir~ctly summarized hy 

) 
the two-sidcrl conlmunication. Being made aware. of com~terargu- Hovland, Janis, and Kelley (1953), who note t l~a t  
meals had apl>nreii~lY i~loculatecl the group against tlieir sub- 

1. A two-sided presentation is  more efiective in the long run than a 
sequent use. one-sided one (a)  when, regardless of initial opinion, the audience 

I t  must Lc noted, l~o~vever, that one-siclei1 coinn~ux~ications is rxposed to si~l~serluent cn~~nterpropspanda I cscept as  inrlira~cd 
sccm ablc to serve as chcient inoculators that nndience below], or (b) when, regardless of subsequent exposure to col~ntcr- 
mcnrbers nre requireti to  co i i~ r~~ i t  11l.er11seZves 111cLlicl~ alter being propaganda, the audience initially disagrees w i ~ h  the con~nlentator's 

position. 
~n:~10scd: to the con~nlunicniion. In two esperi~ner~ts reporteel by 

-1 IIovln~ld ct  nl (1957), 11igh scliool students were dividccl inlo 2. A two-sided presentation is lcss eflective than a one-sided i f  111e 

control and e ~ ~ e r i n ~ c n t a l  groups, both of wllicll were esl~osecl to I i 
audience i~litially agrees will1 the comme~l~ator's position ant1 is not 
exposed to later cou~lterpro~,aganda."" 

4 
[ 
b ! 
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It may be added t l~at  two-sided presentations are generally less explicit version as compared with only 19.3 per cent for tllore 
efiective than one-sided pesentations for persons of lesser hearing the implicit version. Boomerang effects, futllermore, 
tioll are s u s ~ e ~ ~ t i b l e  of boomeranging. I t  is also occurred amollg 11.4 per cent of the audience for tile non-c+rplicit 

t o  I,(: rlo~ccl tllat it one-sided is an efiicierlt "inocu- but only among 3.3 per ccnt of t l~e  auclience for  tile 
lator" anlong persorls ~vho are thereupon rer~tliretl publicly to explicit version. 

commit tIlc?nlselves on the issue; wl~ether this procedure is a more Action in accord ~ r i t h  the r e c o n ~ ~ n e r l d a t i ~ ~ ~  of lIle corn- 
cnicicllt inoculalor tllan a two-sided presentalion willlout commit- municatioll likewise seems to hccome more l)roba]l]e as lllp sug- 

n ~ e r ~ t  has not yct becrl testcd. gestion for action becomes more er~~lici t .  Cnrtn$rrigll~ ( 1 9 1 , ~  1 

concluded, alter a study 01 war bond appeals, that "t[lc Inore 
~I'LICITNESS VERSUS IMPLICITNESS specifically defined the path of action to a tile marc likely 

ncsearch evidence strongly inclicates h a t  persuasion is likely it is that the path will be followed. Katz and Lazarsfel(] (1955 1 
lo be effective if the communication clrarvs explicit con- likewise found that tile 'more sl~ecific t l ~ e  s u g g e ~ t i ~ ~ ~  Jv~ l i c~ l  s 

c\usiolls, ~.at\lcr tllan alloxvbg aurlicnce lneillbers to draw the personal co~ltact makes, tlie more likely it is tllat ]]is or her aclvicc 

cn~~clusions tl~cmselves. will be followed."2R 
ns noted at some length above, n considerable nulllber of (1951) has pointed out at some lengtll tllat it is e=sicr 

found t l~at  communications designed to procluce to sell commodities over TV than it is to sell good eitirells~lil~, 
attitutlc collversions may succeed in communicating facts witllout because specific action may be more easily suggested 

I ~ r o ~ ~ l l c i r ~ g  the attitude changes ~vllicll are exyectecl to follow- In outlets more easily i~rovided. These c o n s i d e r a ~ i o ~ ~  go bcyos(~ ille 
instances,  he csplicit material, i.e., the facts, are successfully simple question of es1)licitness versus in~plicitness, hut in a serlse 

commuIlicated, whereas the implicit goal of the conlnlullication is they take root in that distinctio~l. 

riot attailIcc1. But, as we have out, anolller variable is in- 

vo]vcd in Illany such studies. The cxplicit material is typically EXTREME "THREAT APPEALSi29 - C ... 
rclolivcly objective, ~vhereas the inlplicit goal usually involves Aseries 01 fairly recent stuclies present, r ~ a r k a h ] ~  co,lsistest 
ovc rcon l in~  csislil~g attitudes, 1vl1icI1 are, to varying clegrees~ ego- findings to the effect that persuasive conununications .rvllicll 
inlrolYetl. I t  is not possible on the basis of existing data wllolly to ploy threat appeals are likely to he less effective as the tllrent 
cliscn~nngle tllc cffects of tllese \no variables, and i t  seen15 prob- becomes Jnore extreme. All audience ~vllose n ~ l x i e t i ~ ~  Ilavc been 
;1l,lr tilnt 11otl1 are activcly at work. too lligllly stimulated apparently tends to recoil, rather than to 

C. ullc si.l;gle stllrly on tllis gcneral topic involves material tvhich learn or to consider. 

is riot likely 10 be ego-g~volved, ancl on rvl~icll the audience is un- A now classic study on tile topic was perfornled by Janis nllrl 
likely to llave slrong pre-existing opinions. Mandell and Hovlana Feshbacll ( 1953 ) - They presented tl~rec groups of lligll xllool 
(1952) esposeS students to tape recordings 01 an alleged radio students Tvitll three versiofis of an illustrated lecture on dental 
1"ogmm dealing ~vitli  lie advisability 01 devaluating currency- hygiene. All versions cited the dangers of dental neglect and 
TIle two versiolls emrloycd were identical, except conclusions f recommencled specific procedures of tooth care. TIlc lllyee ver- 
!+,ere explicitly dralvn in one and not in the other. Net c l la~ge  in sions daered,  llolvever, in the degree to whicll they elnl)]lusizcd 

'lirection intended was $7.9 per cent for tile group Ilearing tile the p0sSd.de dire consequences of dental neglect. Tmts admillis- 

. - - .  
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tered a week before ancl a week after t l~e  lecture revealed that the 
recommended procedures were acloptecl most ~viclely by the group 
csnoscd to tlie tnirlin~um tllreat version (36 I,cr cent nct change), 

I 

~ ~ c s t  n~os t  witloly tlrc g1-or11) cs1,oscc1 to the rilorlcrale threat 

(22 1 1 ~ s  ccnt nct c d ~ a n ~ e ) ,  ancl least yidely Ily tlie group which 
myas most s1rongly ll~reatcnecl ( 8  per cent net change). Diflerences 
L~et~vcen tlie groups were still apparent a full ycar Inter. 

A scconrl and son~e~vllat sinlilar study by Janis and hlilholland 
(1OS.L) suggcsts tllat a stror~g tllrcat is in i~self preoccupying and 
may thus l~ i r~dc r  lcarning of ollicr material in the conimunication. 
llovlnnrl, Janis, and Kelley (1953) discuss boll1 of these studies 
and cor~cluclc that "w11en fear is strongly aroused but not fully 
relicvctl by the reassurances coritai~led ill a persuasive com- 
nlunicntion, tlie audience will 1)ccorne lnolivated to ignore or 
minimizc tllc importance of the t l ~ r c a t . " ~ ~  They caution against 
over-generalization of the findi~igs, suggesting that they might not 
l~old, for cxan~plc, when tlle tlireat is immediate ancl certain, and 
t l ~ c  cotnmunjcation suggests a mode of escape. 

Ilclated findings are provided by various other studies. Bettel- 
11cim and Janowitz (1950), for example, found tllat anti-Semitic 
propa6nnc1a was less likely to be effective when i t  attacked such 
l)illars of society as Felix Frankfurter and Bernard Baruch. By 
suggesting tliat such "symbols" were not to be trusted, the 
11ropafi"nda created anxiety axid l~ecame more likely to be re- 
jected; somc of the responden~s in fact tore up the pamplllets. 
Carincll ancl MacDonald (1956) see threat-avoidance as a possible 
c~l>lanation for their findings illat snlokers read iewer articles 
aljout cigarettes and cancer, ancl wcre far less ohen ~ersuaded  
tliat a cxiusative conncctinn cxistcd, than were non-s~nokcrs.'~ 

ICauJinann (1952) llas ~o in t cd  out the collsiderahle iml)lica- 
tions of ~ l ~ e s e  various f i ~ i d i n ~ s  for civil dciense programs and for 
inter~int.ional prol~aganda. Elnpllasis on the horrors of possible 
1)onil,ing niay he n I)eculiarly ineffective way to stimulate the 
I)op"lace to civil rleIcnse efforts. Voice of America ant1 liadio 
Free Europc c~npliasis on the horrors of Cominunis~a 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 CUhIULATIVE EXPOSURE 

Belief that repetition in itself helps to make persuasion s~rc- 
cessful is manifested by current adverlisit~g techniyes, oflcn 
asserted by public opinion experts, and, to a lesser extent, attestc(l 
by comm~~nications researcli. A campaign designed to im~irovc 
the public's attitude tolvard the oil industry, for d e ~ a ~ n p l c ,  was 
fouqd to have produced the greatest altitude cllauges in regard to 
those points of view ~vllicll were most often reasserted." Rose 
(1948), reviewing various earlier studies, concl~~decl that rrpeti- 
tion, particularly repetition at intervals, increased t l ~ c  persuasive 
effectiveness of pro-tolerance propaganda themes. His general 
position is in accord wit11 the views of such 11sycl1ologists as 
Thorndike and such practitioners as Joseph go ebb el^.'^ 

Analyses of the more successful campaigns of persuasion siig- 
gest, however, that altl~ough repetition is of value, sl~eer jlarrot- 
like reiteration may begin to irritate the audience. Ilel~etitior~ 1ri~11 
variation, on the other hand, serves botli constantly to remind the 
listener or reader of tlie goal of tlie persuasion, and, simultane- 

. ously, to appeal to several of his needs and drives. Thus Bartlctt 
! (1940) -proposed, without citing supporting data, that .- 

It is not sheer repetilion that is infloential, I ~ u t  repetition ~ v i l h  varia- 
tions . . . so . . . some new ~velconling tendency stands a clinnce of 
being brought into p l a ~ . ~ 4  

Researcll generally supports BarLlettYs stand. Repetitio~~ ~ v i t l ~  
variation is believed 11y Mertoll (1946), for example, to have 
contributed heavily to tlie success of Kate Smitll's war bond 
marathon. hlerton identifies some 60 appeals, each to some clrgrcr: 
distinct iron1 any of its fello~vs, and all aimed at the same goals: 
the creation and reinlorcement of the desire to buy a war bor~cl 
and the intensification of that desire to the poilit of actual par- 
chase or pledge. "Eacli nc\v elltreaty sougl~t out a l~e l r  vulr~cr- 
ability in some listeners," and rc~~eatecl esposure to tliesc v a r y i ~ ~ g  
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I :  appeals reinforced t l ~ e  growing response-tendency in inqividual to be effective when it can make the opinion or be]lavior it 

i 
f 

I listeners.35 Lazarsfeld, Berelson, and Gaudet (1948) not only espouses appear to the audience to be a mode of sat isfyi~~g their , 
I fount1 tllat varying appeals were peculiarly successful in campaign 
I existing needs. To create new needs and to impel the auclience to a 

Ir~I)apulda,  I ~ u t  also that a certain degree of ambiguity appar- particular mode of satisfying t11e1n appears a far  rnorc c]ilEcult 
c~itly incrcnscrl the eflectiveness 01 appeals by rencleri~ig them 1 task. 
susccl~tjl~le of various iriterpretations. Cartwrigllt (1949 j ,  sum- F '5 Tllus CarL.wright (19409), rqlorting on a series of stu(lics oil 

marizing the GricIi~lgs of research on war lond sales, conclucled 3 
3 mass persuasion the interests of [he Treasury Department, con- 

that "thc Illore goals xvliich are seen [by an indiviclual] as 5 siders it unlikely that such campaigns can create new needs. crro 
;ittainablc Ly a single tlle lllore likely it is that a person g induce a given action by mass l~ersuasion," Ile brlievcs, "tIlis 
will take that patli."3a Thus persons given more than one type of J I! action must be seen by the person as a patli to some goal tllat he 
reas011 to buy bonds were iouricl more likely actually to do so. 2 4 1lasmv3' Likert (195%) takes essentially the same position "11 

Tile data on effectiveness of repetition are consicierably more ~~melvl la t  more abstract plane in proposing that appeals must ]Ie 
conclusive than arc the data on t l~e  seemingly related topic of related to what Le~vin called the "life space" of the auclience. A 
cumulative exposure to propaganda. Annis and Meier (1934) manuscript "ostensibly dictated" by Joseph Goebbels suggests 
lountl exposure to seven editorials precisely as effective as ex- that existing audience attitudes may be directed toward 

postlre to filteen; ancl Bovla~icl, Lurnsdaine, ancl ShefGeld (1949) I 
objects by the use of words ~ d h c h  are associated ~uilll the existing 

frJllrltI tllat exposure to two Army orielltation films proclucecl 110 attitudes;" s ~ ~ c l l  synibol transference is, of course, part of tllp 

I consiste~~tly greater results tl1a11 exposure to a sillgle (but differ- conscious or unconscious stock in trade of virtually all succcssfuI i 
crlt) Iilrli in the same series. On tlle other hand, Peterson and propagandists. ; 

'I'llurstonc (1933) iou~ld the effect of cumulative exposure to The efGcacy of advertising, with which, however, we arc: .I 
lilnls on the same topic to be in all respects greater than tlle effect here primarily coucerned, is believed by some obserrers to I,(? 

single esposure, and the findings of these i~ivesti~ators are in largely due to its almost exclusive concern ~vith sucll canalization. 1 

,]art S~Lstar~tiated, in reference to other media, by ~azarsfeld,  I.' Even before tile days of formalized motivation researcll, \cllicll jn 

Jjer(;lson, and Gaudet (1948) a~icl by Merto11 ( 1946). These effect identifies semi-conscious or u~~conscious consumer nrcltls 
corltraJictory findings regarding cunlulative exposure are difficult and suggests nlodes of partially sating them, Lazarsicl(1 filer- 
to with the rriore consistcnt Gnclir~gs regarding repetition ton (1948) olservecl that 

9- lvitll vnri4tion-particularly since repetition with variation is, 
. . . , ?  Advertisirig is typically directed toward the canalizing of pre-eris1ing 

after all, built into cumulative exposure. behavior patterns or attitudes. It seldom seeks to illstiU nerv altillldcs . 
or to create significantly new beliavior patterns.38 

"CrtNALIZATION" AND RELEASE FROM TENSION 

Social scientists, public relations csperts, ancl the like have T ~ P ,  same autl~ors caution'; however, t l~a t  

cornmonly observed t l~at  persons are far more amenable to ]laving . . . the leap from efficacy of advertising to the asst~med eficacy of 
their existing needs implemented than they are to developing propaganda . . . is as unwarranted as it is dangerous . . . nlass prop- 

cl,tirely ne\v ~leeds. Comnlu~iicatiori research generally corlfirnls aganda typically meets a more complex situation. J t  may seek ol,jec- 
tives which are at odds with deep lying attitudes. It may seek to 

tliis vielv, strongly suggesting that persuasion is more likely reshape rather than to canalize current systeil~s of values.40 
I 
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Wiebe (1951) draws a similar if more detailed distinction be- of presentation. Included among such variables are the number of 

t~recn LLmercl~andising commoditics and citizensllip on tele- topics treated;44 the position (first, last, or intermediate) of the 

~ i s io~~ . ' " '  topic, and the order of arguments (strong before weak, or weak 

~everthcless, .rrario~ls successful c a n ~ ~ a i g l ~ s  have before strong) ;4Q11e form of the presentation ( l n o ~ ~ o l o ~ u e  versus 

~vittingly or unwittingly assulnetl for a dl time the cloak of canal- dialogue; documentary with LLvisuals" versus straigllt-for\\-ard 

izcrs. Some of the success of ICate Slnitll's marathon I~rondcast in presentation; etc.) ;4C clearly defined organizatior'l versus poorly 

the intcrest of war 11oncl sales was cluc, Rferton (1946) believes, defined o rgan i~a t ion ;~~  and a host of techlaical matters pcrtainir~g 

to her providing n liandy way in ~vl1ic11 ~vlillo were just to size of print, position of pictures, radio montages, tclevisior~ 
e ' camera angles, duration of shots, and the like. ., , .  .. al~out rencly to buy anyway could implement their intentions. -.l , 

L C  IIcr drive ~ r a s  pcrccivcd [l)y s~icli persons] as an immediate and Numerous studies of sucli matters liave been performed in the 
course of a continuing research program wl~icli has been pursued convcllicnt opportunity for removing any lingering cloubts . . . I 

[as a way] to convert an i~itelition into a ~ommitnlent."'~ Smith at Pennsylvania State University for more than a de~adc .~ '  , I  

fur t l~cm~ore made the act of purchase a mocle of releasing a ~vl~ole  Almost equally extensive programs have been pursued by or for 

range of cxisling neecls and tensions, many of wliich she first the various armed services, and the Yale Commu~~ication Re- 

furtl~cr stimulated. Slie reminded lier audience of the sacrifices search Program has recently focused its intensive ligl~t on the f 
being madc 1)y scrvicernen, by other ancl by Ilerself, same general area.40 Many of these investigations are education- , 

e l i c i t i l~~  a feeling of guilt from wllicll relief could now be ally oriented, aimed at maximizing the pedagogical efficiency of 

at~ailletl. JIy couching "her appeal . . . in terms of '~ve,' 'our' the media. Recently burgeoning studies of educational broadcast- 
anrl '11s' . . . [she] providecl surcease fro111 indivicluatecl, self- ing and television ]lave added to the already copious litrrature. 

I 

centcrcil activity and from the sense tliat the war is too big for the NO atteinpt can be made here to survey or cite the findings of 

individual's effort to c o ~ n t . ' " ~  She related bond purchasing to this vast literature. To collect and digest the studies, to idclltify 

11ringi11g tllc boys back home, and, finally, she communicated, at and c o r n p ~ e  those that are comparable, to take into account tllosc 

lcnst to ller Inore avid fans, the feeling tliat buying a bond ~vould that are no<comparable, and to present the sum of it all is a task 

involvc I)crsonaIly assisting their iclol. which ~vould necessarily occupy a consiclerable staff for several 

Thc noccls wllicll a comm~~r~ication rnay offer to implen~ent are, years. The compilation would obviously be tremendously useful, 

of course, l~o~u~illcss, and cannot here he listecl. Tlie essential and it is to be lloped that the necessary human ancl financial 

poillt is tllat corn~nunications ~vhicll seen1 to the audience to resources will be somehow brought to bear before the literature 

pronlise rclief Iron1 suc l~  esisting needs are more likely to be '. becomes so vast that i t  can no longer be surveyed at all. 

liridcly l~crsuasivr: tlian those ~vhicli are fncecl wit11 tlle task of Caution should perhaps be sounded, ho~vever, against Ken- 

crcntirlg needs to begin ~ritll. r eralizing the results of any such individual stutlies ~vith ~vliicll 
- the reacler may come in contact. In reference to many topics, tlle 

ORDER, EBIPII-IASIS, ORGANIZATION, AND TIIE LIKE findings are almost infinitely variable. The history of jnvestig n t '   on 

Virtually I~undrccls of studies llave investjgatccl \lie influence of "order" provides a superb esamplc of such variability. 111 

I I ~ I O I I  Lot11 instruction and l~crsoasion of an almost cllclless list of 1925 Lund, on the basis of an experiment, formulated his "law of 

varinblcs rclatcd to the orgal~ization of content and to tecliniques primacy in persuasion." Specifically, lie proposed that the first 

1 k. 
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i point of vierv on a given issue to which an audience was exposed Under conditions otl~er than those enumerated above, "tllr! 

; 2 was likcly to I)e more persoasively effective, and rclnain more law of primacy7' does not seem to be partici~larly valid. Tlias, tile 
i 1 l)crsua~ively eRcctivr, tllnn any lalcr counter-argumerlts on the findings al~out order of presentation remain variable, and as yet 
) F Fame subject. Tlre notion has ~lersistecl and is still occasionally 50 tied to sl)ecific situation facton as to he s ~ ~ s c ~ ~ ~ i i b l ~  ]ill]r ' 1 
: 4 c.sprcssetl today, nIthough in point of fact Lund's findings did not generalization. 
! <  rcmnined long unchallenged. During the rlest t~venty-odd years a Similar, if in some cases less erl~nustivr, variety exists regarf]- 1. j co~lsiderablc literature appeared (lealing wit11 the relative eflec- ing the findings of many of the other varinl~les pcrtaini,lg to 
1 i 
! .: livencss of first versus last position, and of climactic (weak argu- organization and presentation. Other hodies of f iscl i l~~s,  tllounll 
! I 
i l; utent first) versus anti-climactic orcler. I-Iovland (1954) ably more consistent, pertain to sl~cll t o ~ ~ i c a l l ~  or tecl~nical]~ .q)ecjflr ? 
1 :  reviews this literature and points out that virtually all ~ossible situations that they can hardly be generalized lvitllor~t fljrthcr 
( i  
I ': orders of eflcctiveness have been observed iu various studies. replicative but varied research. Above all, however, t]le litcrnturr 
; b 

IIovlanrl et nl (1957) again review the literature and report is so vast, and much of it is so s~~ecifically focused, tI~at callllot ! [ 
its well on a co~isiderable series of similarly focused studies be s w e y e d  or sulnmarized ~vithin the scope of tIlis volunlo, ]lor, 

I $ 

,. 1 :  : recently pursued at Yale University. According to I.Iovland irery possibly, ~vitliin any other single volun~e. 

The gc~ieral picture wl~icli emerges from the experi~nents in which 

! 
l o t h  sitles of an issue are presented successively is that concern as 

1 I . .. to t l ~ c  clanger of first imj~ressions becoming lasting impressions is 

I I Iirolial)ly exnggeratcd, a t  least for situations ~vllere representatives Clirrl~te of Opiraiorz 
I II  , ' .  - of hot11 sides have an opportunity to present their views. The public 
. ,. 
I .F 

is not necessarily permanently swayed by the view to which it first The persuasive success of a communication may hc allcctcd 
. A  lends a11 car, or biasecl by the nlan who first: captures its attention. by the climate of opinion in ~vhich it is received. 111 gclleral, a 
i 

?'he prcscnt group of experiments indicate the conditio~is under commun.cation in accord ~vitli the prevailing climate ol o p i ~ ~ i o n  
3 
:t 

~vl~ ic l l  tile danger of thc first side's prevailing is likely to be pro- seems more likely to attract other peo11Ie to its 11osition L ~ I ~ I I  (10~s 
,/ n o ~ ~ r ~ c r t l  nncl also ],ernlit st1111e si)ecification of procetlures which 
d a communication ~vhich echoes a minority point of vielv, 
5 minirnize such a danger. The cornbined findings from all of the differ- 

ent s t ~ ~ d i e s  reported suggest tllat the side of an issue  resented first general statement, l~o~vever, is subject to various lualifications. 
.t 
3 is likely to have a disproportionate influence on opinion under the 

- followi!~g co~~tlitions: (1) when crles as  to the incompatibility of . THE BANDWAGON EFFECT 
!;:- tliller&$t-items of infornlation are absent, (2) when the contradictory , illformn~ion is  p rese~~ted  by the same cornmr~nicator, (3)  when corn- A vast hotly of research 1 i . l~  demonstrated that people 
1 

mitting actions [of-a public nature] are taken [by the audience] adopt opinions simply because they believe tl~ose opinions to bc 
1 after only one side of the issue has been presented, (4) when the in accord wit11 the lnajpity view. The classic studies Ily Sh&f 
5 

~ S S I I P  is n ~ ~ . i ~ ~ t l a r n i l i a r  nne, ant1 (5) whcn tlle recil)icnt I ~ a s  only a 
? superficial interest in the issue (low cognitive need). When one deals (1936) and ASCII (1952) deal with judDpents about moving 
i with situations in which exposure to boll1 sides cannot he assumed, lights, relative length of lines, and tlie like, and are pertinent 
! but where t l ~ e  recipient himself controls wl~e t l~er  he will expose him- tllough tlley are tolrically irrelevant to tlle present volume. 

self to tlle second side after hearing tlie first, additional factors 
[ S U ~ I I  ns the selective processes] favoring primacy become in- Wheeler and Jordan (1929) modified studer~t opinion on campus 

3 
! v01ved.~~ issues simply by making the majority view known. Sorokirl and 

1 
3 ,  4 ,. 
I I r r .  I:' 

!,! 
?-: - - - 
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nalc]yrcfi (1932) played tnvo identical records of a symphony to stood the arguments ~vhich have convinced most Hovlnnd, 
a grollp of lislcllers informed that one record L-sdaine, Sheffielcl (1949) advance the same explnllnlion 
~ ~ a n a n i l l l o l ~ r ~ y  ju(lgcd" by a group O F  music critics 10 tile to account for the resistance of soldiers ~vho .rvere totally uIl- 
Loucr; 96 per cent of the sul~jccts tho~gll t  one s~ll)erior to affected by the film B a t h  of Britain, ~vi~ich  favorecl U.S. aitl to 
otllcr, nlltl 59 llcr cent agrecd ~vitll thg allegcd choice of ex- England duri~lg tllc early war years. The populytion as a w]lo]c, 
llcrts; Only r k  I)cr ccllt recognized tlint h e  recorrls werc identical- they point out, favored aid to Britain; those who still opl,oscJ it 

TIle same clesirc to stay wit11 the larger crolrd 113s been \\'iclely were not likely to be converted by t h e  arguments of tile 'film. 
ol)served to af~ect  opinions outside tlie laboratory and llas become Coleman, Katz, and Menzel (1960) noted a similar~p]lenomelloIl 
familiarly kllo\vn as "tile banclwugon ellect." J>azarsfeld, B e d -  among pllysicians adoptilig a new drug; afler the g&nt majoril\r 
soil, allcl Gnuclet (194.8), for exa~uple, found numerous persons in a given town had adopted the drug, there remailled a 
ill Erie ~ ~ ~ ~ ~ ~ l y  lvllose vote decisio~l was based entirely con- higllly resistant minority whose members either adopted ille (Irug 
sciollsly on tliis single crilerion. One resposclent reported, for much later, or never adopted it at all. 
example, ihat Studies wliich are not primarily concerned with mass corn- 

"Just I>r.rore election it  looked like Roosevelt would ~ v j n  so I munication suggest that members of sucli deviant mirlorilies de- 
~ v c n t  willl tile crowd. Didn't make any difierence to me ~ 1 1 0  won, but rive considerable strength from each other, i.e., from tile klIowl- 
I loanted to  vote jor the ~ u i n n e r . ' ' ~ ~  edge that there is at least some support for their opinion. Ascll 

IIoxrlnlld (1954) has suggesteil h a t  to persolls ~ ~ 1 1 0  board the (1952) for example, found that individuals were far more likely 
~ a n c ~ l v a g o n ,  tile ma jorily view serves as a "cue for the allticipated to maintain their own opinions, in the face of colltrary group 
reward of social al~1~robation."52 opinion, if they were supported by even one other n~elnl,rr of llle I 

I 
group. Coleman, Katz, and Menzel (1960) found that doctors 

TIIE RESISTANCE O F  SRihLL bIINOnITIES 
who are friends are more apt to follo~v similar tl~ernlJeulic prac- , .  

ns as the bandwagon may be, i t  is riot likely to tices .tvheasucll practices are still a matter of controversy 1hall 
lure melnlJers of small, deviant minorities, who seen1 to be ips0 they are when the practices have tlie general sanction of tile 
lncto peculiarly resistant to change. Cooper and Dineman medical community; during tlie period when majority support is 
(1951), for eraml>le, ranked various messages in the anti-prej- unobtainable, the friends seem to provide support for eac]l otller. 
u(lice film J ) ~ T L ' ~  fie A Sriclcer according to llolv .rvidely tlley were 

Ily persons ~sl io liad not seen the Blm. Bcfore-and-after 

tests of persons exposed to die film revealed that tllose nlessages 
lrllic]l a bare majority originally agreed were accepted rela- T7~eoretical C o 7 ~ s i d e r ~ t i ~ ~ l ~  

tirely lridcl aalollg tile large minority which originally dis- 
ngrecrl. 1jlL1 7,~essages tuith ruhicb a very large nlujorily origillall~ Various aspects and cllaracteristics of ~ o ~ n r n u n i ~ ~ t i ~ ~ ~  anc1 of 

ogrecd l ( ~ , l ~  or no eflcct 071 the srnnl~? nrinoriiy lullicll, origi- ' tile communication situation have been treated in tllis cllapter. rn 
nnlly disrrgrced. Cooper and Dincrnlan suggest that ~rllen devinl1t general, tllese variables are not particularly re]alecl to tllc 
Inillori~ies are very small they are likely to consist of people "'110 likelihood that co~nrnunicatio~is will reinforce or tile esisr- 
arc l)ilr~iculnrly firm in their beliefs, and \die ]lare ahea.eady with- ing o~~inions  of their audiences. All are, however, to the 

! 
t 
1. 
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I general ability of communications to persuade, whatever their of the generalizations exploratory, and that he considers their 
'i I task or goal ]nay be vis-i-vis particular audience members. Put emendation to be both inevitable and deskable. Generalization 

anolllcr \\7ny, judicious esploitation of the devices and tecllnives 5, which is essentially an acknowledgement of ,"hat tile 
citcr] 1llis cllnpter is likely to increase sornc\vllat tile ease with generalizations do not cover, is particularly in need of sucll 
wllicjl a gircn comm~~nication reinforces ~ynlllatlletic views and refinernen t. 

silllultnncously to reduce somewl~at the difIiculty it faces in con- 

verti~lg ~~ersorls  holding opposite opinions. 
'~l lCse several factors nlid characteristics are covered by the 

last tllc five generalizations proposed in the Introductio11. That S Z L ~  nznry 
proposes that "the eficacy of mass communication, 

cilIler as n contributory agent or as an agent of direct eflcct, is Various aspects of the c~mmunicatiorl itself and of tile corn- 

nf'fec~cd vnrious aspects of the rnedia tliemselves or of the munication situatioll appear to be related to the I 

situation (including, for example, aspects of efficacy of mass communications. 

teslrlnl orga~lization, the nature of the source and nleclium, the 1- Sources, or, more precisely, the audienceVs Loage of 

sources, affects the audience's interpretation of tile comnluIlica- 
1 

esistil~g clinlate of opinion, and the like) a" I - tion and its persuasive effectiveness. Sources regarded as 
8 

This genernliza~ion, unlike the preceding four, serves to 
. iJJle9 trustwortlly, or high in prestige apparently abet persuasioll: note that sucll variables exist, ralher than conjecturally to ex- ' :! 

sources inspiring more negative images apparently hinder plairl tllcir process of influence and effect. The sole point ~vhich 
persuasion- The differential effect tends, ]lowever, to disappear i 

the gcncralization makes regarcling that process is h a t  it diffen 
l+4tjl the passage of time. Highly specialized sources appear lo 

i 

from the process of mediation cited in the first three generaliza- ; i 
be more persuasive for their own specialized audiences tllan are 

I 

tions. 
more general sources for the same audiences. Generalization  lumber 5 is accordingly of only very lilnited 

2. The mass media are themselves &&Iy regarded wit]l alre organizational and theoretical helpfulness. I t  serves to under- 
score generalizations 1 through 3, and that in two Ivays: and apparently confer status on the persons and concepts for 

which they are vehicles. ( 1 )  It  removes from the province of those generalizations a 
group of factors ~vliicll pertain to the co~nmunication itself or to 3- The several media appear to be in tl~emselves differentially 

,**. 
3 .. effective as channels for persuasive communication, over aIl;l the comm~iicat ion siluation; 

above the fact that they normally draw on somervllat different (2) I t  thus uiiderscores the prol~ositions that the forces cited 
in the earlier generaliiations are external to the com1nllllication, audiences, 

tllnt they nledkte  the eITect of the co~nrnunicntion upon its audi- a. In laboratory expe$.bents, wherein all conditions otller 

cnce, and that they in fact constitute a class of factors as yet only than the media are kept constant, formal personal appeal is 

hazily dcfinecl, but distinct froln s ~ ~ c h  other faclors as the typically found more effective tllan radio, wllicll is ill turn found 

textual cllaracteristics of the communication itself, or the nature more effective than print. Television and films lnay be hypotlle- 
: sized to fall between personal appeal and radio. of its source. 

I 

TIle present autlior llas repcatetlly asserled he corlsiders b- In real life situations, informal personal appeal has heen , 
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I consistently found to be more effective than any mass medium, 
but it is nevertheless not essential to successful persuasion. The 
relative eficacy of tlie mass meclia varies so wiclely from one 
topical arc8 to another as to defy generalization. Multi-media 
usage sul~~~lcmcnted by face-to-face:,contact is believed to be 
pcculiarly efieclive and lias cllaracterizecl various highly SUC- 

cessful propagarlda campaigns. 
c.  Each oE the media lias becn ascribed various advantages 

~vliicli arc believed, but rarely demonstrated, to be related to 
that medium's persuasive capahilitics. These include such cliar- 
actcristics as the u~iicluc ability of print to ~ e r m i t  tlie audience 
member to govern his rate of exposure, and the ability of the 
broadcast media to provicle tlie aucliel~ce member wit11 some 
sense of personal participation. Other such characteristics are 
cited above too briefly to be susceptible of further summary. 

d. Tlic dcgree of technical eficiency witli whicli a medium is 
I 

used n ~ n y  obviously afiect its efficiency. Variables 

pertaining to presentation techniques (pace, camera angles, etc.) 
1 
I are discussecl in a literature far too vast to be here reviewed. 

4,. Various content characteristics and devices appear to be 
related to the ability of mass communications to persuade. 

a. Trvo-sidcd presentation (i.e., citation of arguments on both 
' 

I 
I sidcs of t11c question) is more effective than one-sided presenta- 

tion as a device for converting the l ~ i ~ l l l ~  educated, and as a 
safeguard against later counter-propaganda. One-sided presenta- 

1 tion, liowcver, is Inore effective in converting the less educated, 

is gcnernlly more effective as a reinforcing device, and is less 
likely to boomerang. I t  is an efficient inoculator against later 
counter-propaganda provided that the auclience meml~ers are re- 
quired l>ublicly to commit tliemselves; ~vlletl~er i t  is risore effective 
under these conditions tlian two-sided presentation is not yet 
kno~vn. 

b. Persuasive communications ~vllich esplicitly stale con- 
clusions are more likely to be effective than those ~vhicli allow 
audience members to draw their own conclusidns. Action recom- 
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i h .  f 
mendations, also, seem more likely to be follo~ved as they are 
the more specific and explicit. 

e.  ~o&unications bhich evoke extreme fear are less likely 
to persuade the audience to take precautionary actions tlian are 
communications which do not so strongly emphasize the threat. 

d. Repetition, particularly repetition with variation, has Ijeen 
consistently found to increase the eniciey of persuasion. Curnu- 
lative exposure to propaganda, however, has on some occasior~s 

- J been found to he more effective and on otlier occaGons lias I~ceri 
found to beno more effective tlian single exposure. 

e. Communications which offer ways of implementing ("cas- 
alling") tlie existing needs of their audiences are Inore likely 
to be successfully persuasive than communicatioris ~vliich underlalie 
to arouse new needs and then suggest ways of satisfying then]. 
This distinction is peculiarly pertinent to the difference bctrvecl~ 
rg mercllandising commodities and [merchandising] citizensl~i~)"'~ 

rs . or other attitudes. 

f.  Hundreds of studies have investigated the effecls of snri- 

: ables pertaining to organization and presentation, such as tlic 
: order of topics and of arguments, montages as opposcc1 lo nu 

montages, camera angles, etc. ?'he literature on these topics is so 
'i . vast and  $e findings so varied and often so sI)eci6colly focused -. 

that years of colletion ~vould be prerequisite to any gcneral . - summary. 

LC 

& 5. Persuasive communicatio~is in accord rvitll majority opin- - 
k>- 

ion, or rvliicll are believed by their audience to be in accortl 7vitll 

5 majority opinion, are likely therefore to be effective among mem- 

9 3 bers of the minority who do not share tlle opinion. If, lio~rcvcr, 
: the minority is extremely small, it is likely to IJC cornposerl of 
G.. ;* persons rvlio are parlicularly resistant to conversion. Thc re- ?, 

f sistance of such deviants appears to be intmisifiell ~ v l ~ e n  tl~cy are 
aware that other people, or even one otlier person, tliink as tlicy 
do. 

,.. 
6. I'lteorericnl Consideratio~zs. Tile topics of tl~is c11a~)ler arc 

6 covered by the fifth of the five generalizatio~is pro1)oscJ ill tlic 
F 5 .  
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