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Kuhgzik
tance, byvi postavena do os!rého kontrastu — tj. je nahliZena jako vice
diskrepanini od vlasiniho stanoviska, nez tomu ve skuteénosti je.

. V&8I pravdpodobnost zmény postoji je v z6ng indifetence, lhostej
nosti. tj. u ndzord, které nejsou ani pfijimény, ani odmitany a které jsou
lokaligovany ve stfedni vzddlenosti od - recipientova ndzoru,
Pravdépodobnost zkresleného vnimani je zde nejmeni,

3. V z6né akeeptance je nepravd&podobnd zména postoje ~ a to | Easted-
nd — vzhledem k tomu, Ze komunikace je tu vnimana jako podobng;si,
ne ve skutetnosti je (asimilagnf efekt, tj. komunikace umisténa bliz-
ko hranice osobniho rozsahu akceptance byvd asimilovdna smérem
k vlastnimu stanovisku o daném problému). Posilenf stdvajicich po-
stoju je zde nanejvys pravdépodobné.

2

7.3. Masova komunikace a interpersondlni
komunikace

7.3.1. Vyznam interpersondlni komunikace

Jak uvadi John Lent (1982, 14), jednou z chybnych domnének tykaji-
cich se TFetiho svéta je ndzor, Ze zde neexistuji Zddné komunikaZni sité,
pokud se tyto nepodobajf zdpadnim modern&j¥im informacnim systé-
mbm. Dal§{ jednostranriost vyzkumu spocivi v tom, Ze i kdyZ se zkou-
mal vyznam komunikace v rozvojovych zemich, nebyla provadéna ana-
lyza komunikaZnich snah, jeZ poméhaly odstartovat proces rozvoje.
Vyjimkou je studie Kusum J. Singhové (1979), v niZ autorka studuje ko-
munikaéni strategie Gandhiho a Mao Ce-tunga v prlﬂbéhu osvobozoya-
cich bojii v Indii a Cing ve &ty¥icatych (etech. Jak Mahitma Gandhi, tak
Mao Ce-tung byli postaveni pied kol komunikovat se stamiliény negra-
motnych rolnikii a oba dokézali uspét jako ,,masovi komunikatofi®, aniZ
by pouZivali inoderni- masova média.

Jak se to témto dvémia videtim podafilo? Podle Singhové (1979) oba
vyhledivali pro aktivizaci mas pomoc elit, pfidem? zdroved tyto elity
vedli k tomu, aby se vice zabyvaly problémy lidovych mas neZ problémy
viastnimi. Ke vzdgldvani elity slouZilo udrZovéni nepfetrZitého toku ko-
munikace prostfednictvim Fady novin s malymi naklady, ProtoZe pi{stup
k médiim masové komunikace byl jak pro Gandhiho, tak pro Maa pf{sné
amezen, oba rozvinuli pomérné Gspé¥nou mnohostrannou strategii ko-
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muhikace s masami, jejimiZ tfemi nejdileZit&j3imi prvky byly (Singhova
1979, 79):
~ izké interpersonalni vztahy, ve kterych byla rozvfjena a udrovana z-

kladni vzdjemnd identifikace, .

— stranickd organizace a masové organizace, jejich? prostiediictvim viid-
ci udrZovali spojeni s masami, a {
~ tisk, jehoZ dlohou bylo rozgifovat ideje a vzdslavat videe.”

Podle Singhové (1979, 101) sehrdval v komunika¢nim stylu Maa
i Géandhiho Ustfednf roli koncept symbolické akce; ,Privé prostiednic-
tvim symbolické akce oba vyjadfovali svou naprostou identifikaci s ma-
sami, Gandhtho bedern{ rouska a Maiv venkovsky styl Zivora pinily tro-
Ji funkei: zdbraziiovala se tak prostota jejich Zivota, doma tkany odév se
stal bojovym symbolem sob&stadnosti a Géndhi i Mao tak byli identifi-
kovéni s témi nejchud$imi lidmi.“ Oba dok4zali zajistit ptenos mobilizu-
Jict informace prostfednictvim tlampa&t, vyuZitim astnich komunikag-
nich kandla, raznych masovych kampani, jich# se ugastnily stovky
miliénad lidi, a pfedeviim tim, e pouzivali jazyk, kery by! vhodny a spe-
cidln€ uréeny pro jejich jednotlivé publika (masy, intelektudlni elity a pro-
tivniky). Uspéch komunikadnich styld Gdndhiho a Maa byl podle
Singhové zaloZen nejen na osobnim charismatu obou viidet, ale prede-
viim na mnoho&etném a rozmanitém proudu sd&len: ,.Poselstvi se pie-
nasela od viidce ke specializovanym mluvéim, pak ke stovkam tisict stra-
nickych aktivistd a k masdm, zatimeo tatd? sd&lenf proudila také pfimo
od vidce k masam."

SkuteCnost, Ze v rozvojovych zemich m4 interpersondlni komunikace
kli¢ovy vyznam pro rozgifovini anebo pro. blokovani novych myS$lenek
a technologif, 1ze ukdzat na mnoha ptikladech, Pye (1956) referuje o vol-
bach v malajsijském Johore, ve kterych sout&3ili dva kandidati wzipad-
nfho stylu®. Jeden kandid4t organizoval nikladnou pfedvolebni kampan.

~ Jezdil od vesnice k vesnici, na jeho shromazdéni ptichdzely davy lid a je-

ho argumentace zjevng vyvolavala mezi lidmi z4jem. Nicméné volby vy-
hrdl jeho protivnik, Vit¥z ved! nepfimou volebni kampaii a soustfedil se
na tradi¢ni vid¢i ndzorové osobnosti, ProtoZe se jeho protivnik obracel
pfimo k masdm a ohroZoval tim tradiéni strukturu autority, nzorovi viid-
ci podpotili pozdéjsiho vitéze, ktery jejich postaven{ neohroZoval.
Skute¢nost, Ze masovd média mohou snadno sklauznout do rozporu
a protikladu s tradi¢nimi médii interpersonalni kormunikace, lze nejlépe
ilustrovat na ptikladu revoluce v franu. §ahav rezim mel jeden z nejlep-
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gich systému masovych médif v rozvojovych zemich. Elity, které jiZ ne-
byly napojeny na tradién{ strukturu hodnot, u¢inily podle Tehraniana
(1982) chybu v tom, Ze poklddaly masovou komunikaci za dostatednou
nithradu a&inné politické komunikice. Mowlana uvédi, Ze modernizova-
né stfedni a vy33i tiidy v Irdnu se stdle vice spoléhaly na vn&j3i média ze
Zipadu, dokonce i ve véci hodnoceni situace ve vlastnf zemi. Zatimeo
v8ak tradi¢ni komunikaéni systém organizovany asi 200 000 mulldhy
y priblizné 90 tis{cich miesitich i naddle fungoval, oficidlni média — zv1as-
té rozhlas — ztricela na divéryhodnosti. Fathi (1979, 102) charakterizo-

val islamska kazdni takto; ,, Komunikace se déje tvati v tvaf, ale svoji po-

vahou je instituciondlni, nikoli osobni.* V pfedrevolutnim franu to
nebyla velkd masovd média, ale mald média, jeZ méla funkei komuni-
kacnich kanilt, jako napfiklad malé noviny § niboZenskym obsahem
a kolujici xeroxové kopie, které nachdzely pfistup ke struktufe interper-
sonalni komunikace. Konflikt mezi oficidlni, zdpadnickou komunika&nf
strukturou a trgdi¢nimi komunikagnimi strukturami mas (viz Fahti 1979)
byl jasn& rozhodnut ve prospich tradi€nich, divéryhodnych kanalt, jez
slouzily po staleti. Poselstvi ajatoldha Chomejniho kolovala prostiednic-
tvim tradi¢nich komunikaénich kandld, Zaroveii - alespofi tak se domni-
vi Mowlana (1979) - televize podpofila revolucionare je3té jinym zpQ-
sobem: tim, Ze se 8dh neustdle objevoval na obrazovce, zni€il sv{ij obraz
Krile kralt, BoZského stinu, Svétla Ariant. Televize ho zbavila tajem-
nosti. ‘ ,

William Hachten (1971, 13) uvid{ pfiklad t&innosti interpersondlnich

komunika¢nich systémut z Maroka: ,,Zprivy o nepokojich v Casablance

v bfeznu 1965 se v prib&hu nékolika hodin dostaly na trZi§té viech mést
a vesnic v zemi, pfestoZe vldda vyhldsila naprosty zdkaz zvefejiiovani té-
to informace v tisku a v rozhlase.* Autor poukazyje na vyznam ,;babskych
vozlI" (,mammy wagons') jako komunikaéniho média v zapadni Africe.
Jedna se o autobusy a nakladbi auta, kterymi cestuji Zeny za obchodem
z vesnic do mést, Hatchen popisuje také, jak Nkrumah vyuZil autobuso-

vych fidi¢t k tomu, aby roziitovali zprdvy o politickych udélostech v bu- -

§i, a naopak aby ho informovali, jaké je tam nazorové klima. Kromé to-
ho si Nkrumah za tplatu najimal gramotné vlddni ufedniky, jejichZ
&innost je prayidelng prividéla do buse, jakoZ i tradi¢nf méstské vyvola-
vace, aby pomdhali rozifovat zprdvy a viadni politické ndzory. Jak uva-
di Lent (1977, 178), na Bahaméch ma interpersondlni komunikace v&t§{
vyznam neZ komunikace masové, ProtoZe ostrov je pom&mé maly, lidé
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si‘ zvykli na to, Ze dstng se §ifi zprayy rychleji, neZ tak mohou ucinit no-
viny.

Shrnutf vyhod tradiénich médif uvadi H. S. Ranganath (1976, 25), kie-
ry byl ndméstkem feditele odboru pisni a dramat na indickém
Ministerstvu informaci, takto: ,,...tradién{ média zajidtuji divérnejsi siyk
s masami (jsou vlasing souddsti jejich Zivotriho stylu) nez jakikoli jind
média, jsou bohatd ve své rozmanitosti, pohotové a levn k dispozici pro
experimenty a vyuZiti v terénu, oblibend riznymi v&kovymi skupinami
i ob&ma pohlavimi, maji v&t3i potencidl pro komunikaci, jejim# cilem je
presv&dCovat, vytvéteji situaci tvati v tvif, kterd roz§ifuje moZnost pi-
mé a okamZité zp&né vazby, a pfedev§im — tato (tradiénf) média jsou tra-
di¢énimi ,nositeli témat*,*

Mezi takovd tradinf média mohou byt po¢itny napfiklad lidové dra-
ma, lidovy tanec, stinohra, loutkové divadlo, balady, vypravégstvi, bub-
novani, karnevaly, oslavné pisn& apod. Pravé proto, aby byla zachovina
kulturni identita lidového uméni, a také aby se miu dostalo funkéniho vy-
znamu v kontextu soucasné komuriikace, byl v roce 1954 v Indii zfizen
ministersky odbor pisni a dramat.

Ranganath (1976, 1982) uvadi pfehled zkugenostf z Indie. Jeho prace
ukazuje, Ze i osoby, které nejsou v zemi 4dnymi cizinci, museji postu-
povat nanejvy3 citlivé, maji-li tradi¢ni komunika¢ni kanaly prenaset mo-
derni obsah. Pfikladem toho je pokus o provid&n{ osvéty ve véci pldno-
vaného rodicovstvi mezi privrZenci bohyn& Jelamy, o nichZ se vi, e jsou
mimof4dné chudi a maji velky pocet déti, M&lo se tak dit prostrednictvim
text‘pisni této bohyné, o nichZ se predpoklddalo, Ze jsou volné a pfi-
stupné dpravam. Vybraly se populdrni herecké skupiny, které byly pre-
mluveny k tomu, aby zmé&nily obsah n&kterych pisnf tak, Ze obsahovaly
nepfima poselstvi tykajict se planovin{ rodin. Nové pisn& byly pfedem
vyzkouSeny v terénu, aniZ by vyvolaly n&jaké vysloven& nepiiznivé re-
akce. Ov3em v den velké slavnosti, kdy se tisice pFvrZenct této bohyné
shromaZdily na Saudattskych pahorcich, byla reakce naprosto odli§na:
+Byla nepratelskd od samého pocatku a stala se nasilnou, kdyZ dav zacal
hluet a hlasit protestovat proti obsahu pisi, ktery pokladal nejen za ne-
vhodny, ale i za svatokrddeZny. V zdjmu bezpe&nosti hercli se skupiny
musely urychlené vzdalit." (1976, 27). Ranganath uvadi jedt& dalif omyl
spojeny s pokusem vytvofit program obsahujfci sdélenf, je2 by mohla mit
vliv- na pldnované rodiCovstvi. Velice populdrni umélec mé&l prednést
v jedné chudé étvrti Madrasu program balad, o nichZ se predpoklddalo,
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Ze by moh| ve prospgch planovani rodiny ptisobit, ProtoZe v&tinu publi-

ka méli tvofit zaméstnani lidé, program se konal ve vedernich hodinéch,

Ten vecer se v3ak zjistilo, Ze aréna je napin&na predeviim détmi. Ukazalo
se, 7e rodide poslali déti na pfedstaveni, aby si doma mohli uZit vzicné
chvile soukromi,

Lidovi média jsou tudfZ vhodnd pro prendseni ,,modernich* sdélénf jen
za zcela specifickych podminek, jeZ se ptipad od pfipadu lisf (nzipF.
Dissanayake 1977, Lent 1982), Rozhodujici je pFitom vZdy toto hledis-
ko: Je nezbytné proniknout k mistnim nazorovym autoritdm (vudciim)

a Ziskat jejich podporu, Celkové vzaio jsou tradién{ média davéryhod- -

n&j3i neZ média masova, kterym negramotni lidé &asto nedavétuji (Gupta
1981). Kromé toho jazyk masavych médii je pro n& mnohdy nesrozumi-
telny. Pro ilustraci této situace Lerner (1958, 190) cituje poznamky liba-
nonskych vesni€ant, zaznamenané v roce 1950: ,Nechei poslouchat roz-
hlas." —,,Nerozumim tomu, Mluvi to a zpivd to." - ,,Poslouchal jsem to,
ale nerozumél jsem tomu," Jiné niznaky toho, Ze rozhlas je &asto opo-
mijen, protoZe mu nékteré skupiny nerozuméji, pochdzeji ze zjist&nf Raoa

(1966) ve dvou indickych vesnicich. Pro mnohé vesni¢any jsou modemn{ .

média n&fm cizorodym, n&im, éemu se ned4 diivéfovat. Nicmén pre-

finany optimismus ve véci vyuZiti tradi¢nich médif pro komunikovén{ -

modernich sdélenf rovn&? neni na mfst&, Tyto tradini kandly ¢asto nelze
pro 3ifeni modernich zprav pougit. Jak poznamendvé Dissanayake
(1977): ,,PHi pokusech prizptisobit tradiéni média tomu, aby vyhovovala
madernim podminkdm, se tou nejobtiZnéjsi otdzkou ukazal byt koncept
takového vystoupeni.”

Dasledkem takovych zjidt&ni by méla byt napiiklad zv14¥tni podpora
lokalnim rozhlasovym programim, je? diskutujf o mistnich problémech
v mistnim jazyce a stylu vyjadfovani, Jak ukazuji zkugenosti z Indie, rov-
néZ rozhlas a televize se mohou vyu#it pro komunikovani tradi&nimi pls-~
némi, pokud toto lidové médium kamera & mikrofon zachyt{ v jeho pHi-
rozeném prostiedi. Jinymi slovy, média jako rozhlas, televize a film
mohou pfispét k identité a kontinuité ndrodnich kultur tim, Ze vyjadif j€-
jich pavodni, tradi¢éni uméni, ‘

Dosti zjednodusené je tvrzeni, Ze moderni masovd média deformuji
vyvoj a zni¢f autentické kultury. Tak napfiklad Lee (1980, 143) ukazuje,
jak zavedeni televize pomohlo na Tchajwanu oZivit pekingskou operu,
co? je zjevné tradini uméleckd forma, Kromé toho latinskoamericky vy-
praveCsky styl telenovely, stejné jako thajsky mau lum (p¥b&h v pisni),
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jsou adaptacemi tradinich komunika&nich forem v modernich médiich
(Katz a Wedell 1978, Katz 1977). Jak Fk4 Elihis Karz (1977), existuje tu
wkiehka nadé&je, Ze vysildni by mohlo zvolit smér, jenZ odmitne obétovat
autenticitu ve jménu modernity a kiery zdroveii odmitne ob&tovat svoho-
du ve jménu autenticity", Nicmén& vzhledem k pomémé omezenému re-
pertodru tradi¢nich médif zde existuje hebezpedi, Ze jejich obsah bude
masovymi médii pom&mé rychle zkonzumovan (ve smysiu vyuZiti, spo-
tfebovéni). Na druhé strang, zvlﬁ§té ta tradi¢ni média, ktera se vazi k ur-
Cité situaci (jako naptiklad festivaly), nelze jen tak snadno pfemeénit v pra-
videlnou souddst programu masovych médiii a nemohou se vysilat -
namisto jednou roné - dejme tomu kaZdy tyden.

7.3.2. Dvoustupiiovy model toku informace ¥ masovych médiich
a difuze (rozptyl) inovaci

Ustfednim_hg@ggpﬂjggi@éh_g _modernizatniho procesu je difuze ino-
vaci. V ptipadg, Ze v komunika®nim fetézci od inovdtora k tém, kdo
maji mit z inovace prosp&ch, existuje n&jaky slaby ¢ldnek nebo odpor,
pokus o rozdifenf informaci zpravidla k ni¢emu nevede. Jednim ze
zdrojii vyzkumu difuze je kulturni antropologie 19, stoleti, kterd po-
kladala difuzi a osvojenf novych technik za zdkladni pfitinu socidlni
zmény: Oviem Gvahami o tématu difuze se zabyval také Gabriel Tarde
(1901), ktery za zakladni socilni proces povaZoval napodobovini,
Predpoklddal existenci difuzni kfivky ve tvaru S, kterd na zatdtku vy-
jadfuje pomaly postup vpted, jenz je nésledovan prudkym a rovno-
mérng se’ zrychlujicim vyvojem pokroku a jen? se pozdsji postupné
zmirfiuje, aZ se nakonec zastavi. V jeho udeni jsou rovn% odkazy na
vyznam ndzorovych autorit (opinion leaders) a na vyznam podobnos-
ti mezi vzorovou osobou a pfijimajicim jednotlivcem. Tarde tvrdi, Ze
socidlni vztahy jsou mnohem t&sn&j3i mezi jedinci, ktefi jsou si ve
vzdélani a povoldni navzdjem podobni,

V oblasti sociologie vesnice poloZili Ryan a Gross (1943) zaklad pro
dalf studium difuze tim, jak zkoumali rozgifovani vyslechiéné setby ku-
kufice mezi farmafi v Iow&, Literatura Je zajedno v tom, Ze za difuzni pro-
ces se poklddd prevzeti my3lenky nebo pracovniho postupt jednotlivcem
¢i skupinou v pribZhu urditého asového tsekir. Everett M. Rogers
(1962, 12) pife: ,,V analyze difuze, roz8ifovani inovaci, existuji &tyfi za-
kladni prvky: 1. inovace, 2. jeji preddvéni od jednoho &lovéka k druhé-
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mu 3. v socidlnim systému 4. v prib&hu né&jaké doby.“ Je tfeba upozornit
na to, ze difuze inovaci eeJasné odli§uje od difuze mformacn protoZe u di-
fuze inovaci mdme co do &inéni s nejistotaml v moZném pfevzeti zni-
mych technik a pracovnich postupl, které pfipadn& mohou zménit cel-
kovy Zivotni.styl. : ,
Spolu § Rogersem (1962, 81) 1ze rozliSovat pét stupiiti procesu osvo-
jeni inovace:
I. Etapa uvédomovini, ve které se jedinec dostane do styku s inovaci, ale
chybi mu celkovd informace.

2. Etapa zdjmu, vc které se jedinec o novou myélenku zaCne zajimat a vy-

hledava o nj dodate¢né informace.

3. Etapa zhodnocovini, v niZ jedinec v duchu aplikuje inovaci na svou
sou&asnou a pfedpokladanou budouci situaci a poté se rozhoduje, zda

il vyzkousi. )

4, Zkugebni etapa, ve které jedinec pouziva inovaci v malém m&titku, aby
zjisti] jeji uziteCnost ve své vlastni situaci.

5. Etapa osvojeni, ve které se jedinec rozhoduje, Ze bude v inovaci po-
kraovat a bude ji pIné vyuZivat,

Vétsina studif difuze postupovala podle nasledujictho modelu (Miiller
1970, 47): Nejprve se zji§tovala doba, kdy dané specifické obsahy byly
poprvé rozifeny prostfednictvim masovych médif, Potom se v rliznych
¢asovych intervalech méfila kvéta recepce (podil dotazovanych osob,
které se tim &i onim zplisobem o obsahu dozv&dgli, pfijali ho). Déle se
urlilo misto, ve kterém informovani respondenti z{skali onen obsah roz-
§ifeny masovou komunikaci. Zjistilo se médium, jehoZ prostfednictvim
bylo sdéleni pfijato, a tim se také ur€il relativni podil masové a interper-
sondlni komunikace na difuzi obsahu, jenZ byl puvodné roziffen maso-
vymi komunikatory.

Pro objasnén{ procest difuze je k dispozici n&kolik modelt. Jednim
z nich je napfiklad model AIDA, ktery se ¢asto pouZivé pH priizkumech
trhu. Jeho ndzev je “mnemotechnickou zkratkou struktury marketingo-
vych sdéleni, o nichZ se pfedpokladd, Ze vyvolajf u recipienta uréité re-
akce a to: pozornost, zdjem, touhu, akci (attention, interest, desire, acti-

on), V ramci Yaleskych studii, jé2 prov4dé]l Hovland a dalgi, se vyskytly '

rozdily mezi na sebe navazujicimi etapami pozornosti, pochopen a pfi-
jeti, Zkoumaly se faktory, jeZ jednotlivé faze ovliviiuji, McGuire (1969,
173) rozliSuje pét vyvojovych stadif procesu presvéd&ovani, a to: pozor-
nost (pfed touto fdzi je3I& zaleZi na zplsobu, jakym je obsah nabizen),
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chépdni, podvolovéni se, retence-zadrZovani a akce. Podle Kelmang

(1961) existujf rozdily rovn&Zz mezi tfemi formami socidlnich viivii:

- Je to poddajnost, ochota vyhovét, kdyjednothvec prijimd vliv jiné oso-
by, protoZe doufa, Ze tak doshne jejf pfznivé reakce,

- Je to identifikace, kdy si jednotlivec osvoji jedndni odvozené od jiné
osoby &i skupiny, protoZe toto jednani je spojeno s uspokojujicim a se-
bedefinujicim vztahem k této osobg &i skupiné,

- Jetointernalizace, kdy se jednotlivec podrobuje ovlivn&ni, protoZe jed-
nédni, k n€émuZ je pfemlouvin, je ve shod® s jeho hodnotovym systé-
mem. Obsah v tomto pfipadé& poskytuje vnitini uspokojeni, jednini je
pfijato z toho diivodu, e je definovano jako uZitedné pro fedeni n&ja-
kého problému. Divéryhodnost zprostfedkovatele ovlivitujiciho zmé-
nu mé pro vyskyt internalizace kli¢ovy vyznam.
~Co se tyce difuze inovaci, vyzkum ukazuje, Ze masovd média jsou nej-

duileZit&j3{ ve fizi pozornosti nebo uvédomovini, zatimeo ve fazi osvo-
jov{mi je nejdtlezit&j¥i komunikace mterpersona}m Interpersonalni ka-
ndly jsou rozhodujfci pro tsp&ch nebo nedspéch rozvojovych projekti
(naptiklad zem&d&lsky rozvoj v Bangladési, kontrola porodnosti v Cing,
Tchajwanu a JiZzn{ Koreji, viz Lee 1980, 191). Rogers a Shoemaker
(1973), jejichZ model difuze inovaci je vyobrazen na grafu 7.1, rozlisuji
Cyfi faze této difuze: znalost (kdy je znama existence inovace, jako? i ng-
kferé informace o jejim vyznamu) ~ presv&dovani (vytvafeni priznivé-
ho &i nepfiznivého postoje k inovaci) ~ rozhodnuti (jsou zahijeny &in-
nosti, které vedou bud k ptijeti, nebo k odmitnuti) = potvrzeni (vyhledavi
se posﬂem pro uéinéné rozhodnuti, v pfipadé konfliktni informace revi-
ze rozhodnuti). Krom& toho se zde r0211§u3e mezi uddlostmi, které pied-
chazely, vlastnim procesem a dusledky.

Model Rogerse a Shoemakera se snaZ{ o to, aby byly brany v gvahu ta-
ké ne-masov€ medidlni zdroje informaci. Dojem, kiery by z grafu mohl
vyplynout, 2 prom&nié na strang pfijimatele a socidlng systémové pro-
ménné maji vyznam pouze 've fizi poznivani, je zavddgjici. Nebot obé
seskupeni proménnych hodnot ovliviiuji také nasledujici fize procesu.
Tento model rovnéZ nepodava informaci o tom, které komunika&ni zdro-
je jsou v jednotlivych fazich difuze podstatné, A predeviim — model je
lokalizovédn na trovni jednotlivee jako ptijimajici jednotky. Rozhodnuti
pro nebo-proti pijeti n&jaké inovace v8akK obvykle byvi piijimano na
trovni skupiny. Kromg toho je model postaven z perspektivy zprostied-

kovatele zmény, jenZ z vné&j&ku rozhoduje o tom, které inovace maji byt
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JichZ se véc tyk4, urtuje ,,moudry diktdtor* svého druhu, aniz by je kdo
\ predem zjistoval. Slabym mistem tohoto modelu je vychozi pfedpoklad,
Ze zména postoje bude pfedchidzet zm&né& jedndni nebo tuto zménu bude
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stfedni linie osvojeni néfeho nového - jsou nazyvéni inovdtory. Inovdtofi
_jsou dychtivi vyzkou3et nové my$lenky. Davaji ptednost kosmopolitnim
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ci. Jsou nejvice vdzdni k Jokdlnim pomérim a vychozim bodem jejich
hodnoceni je minulost.

Metoda, kterd se pfi roz8ifovdnf nebo provadén{ inovacf pouZivé nej-
vice a kterd za ur¢itych okolnost! dokdZe prekonat tradicionalistické po-
stoje, je tato: Pod vedenim odbornika se shromaZdf{ organizované skupi-
ny & vyslechnou rozhlasové nebo televizni pofady. Potom nésleduje ve
skupiné diskuse, jejimZ cilem je podniceni a vyvoldni rozhodovaciho pro-
cesu ve prosp&ch piijeti inovace (napf. v oblasti zem&dé&lstvi, hygieny, vy-
chovy déti apod,). Tuto formu voli obzvla3té projekty sponzorované or-

ganizacl UNESCO (Weiss 1964, 152). Metoda bere v {tvahu minulé_

zkuSenosti: I kdyZ masova média mohou ovlivnit znalost a tim mohou byt
uzitednd zvlidd ve stadiu uvEdomovini, tato média jen zfidkakdy ménf
postoj nebo chovini. To je tkol vhodny spi3e pro interpersondinf komu-
nikaci. Masovd média jsou schopna poskytnout informaci o inovacich:
Ale o tom, jak tato informace bude vyuZita, se rozhoduje v interperso-
nilni komunikaci, Myltiplikagni efekt masovych médii- dosahne svého
optima, jestlize se mu podaif zasdhnout sty¢né body s komunikaci inter-
persondlni, Vzhledem k lomu, Ze v rozvojovych zemich je typickym je-
vem spole¢ny pifjem masovych médif, stojf za to vimnout si nasleduji-
cicho postiehu (Weiss 1972, 142): , ProtoZe zdé jedna medidlni jednotka
mit napojeni na mnoho kontaktt, jakoZ i vzhledem ke vieobecnému vy-
znamu osobnich kandld pfi roz8ifovini zprav, socidlni dopad masovych
médii v rozvojovych zemich byvd statistikami a indexy fyzickych jedno-
tek médii na pofet obyvatel podcefiovan."

A}

\

- - ond

Literatura (Aufermann 1971, Luthe 1968) shrnuje vysledky velkych '

poéti rozhlasovych a televiznich vefejnych tribun (napfiklad rozhlasové
forum zemédélet v Kanadg, telekluby ve Francii, radiokluby v republice
Niger, vysildni pro zemé&dé&lce v Indii). Podrobnéji se podivejme na jakysi
prototyp, na vysledky studie provedené v Indii od dnora do dubna 1956,
Od zacatku bylo jasné, Ze vzhledem k existujicim tradicim se tohoto f6-
ra neucastni Zeny a pariové (pisludnici kasty nedotknutelnych). Mathur
a Neurath (1959, 105) shrnuli vysledky projektu takio: ,Rozhlasové fo-
rum pro zemédélee jako zprostfedkovatel pfenosu znalostf se ukdzalo byt

nadmiru Gspéiné, Rast védomosti ve vesnicich u&astnicich se fora v ob-

dobi po jeho vysilani byl spektakuldrni, zatimco ve vesnicich mimo f6-

rum byl zanedbatelny. Pokud doglo k n&jakému malému zlep3eni ve ves-

nicich mimo {érum, pak vé&Sinou tam, kde byl n&jaky rozhlasovy
piijimad... Skupinové diskuse jako prostfedek pfenosu védomosti byla
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naprostym dsp&chem, Pokud se na konci experimentu vyskytla n&jaka
slabd mista, byla takového druhu, Ze je ¥lo snadno odstranit vhodnou ra-
dou a opatfenim okresniho organizitora.” '

Vyznam organizovani féra se stivd zfeteln&j¥im, jestlife vezmeme

-v 1ivahu stupeii zmény drovng znalosti u¢astnikdl vyjadfeny na stupnici

od 0 do 18, Uroveii znalosti v raimei dvaceti skupin vzrostla od 6,4 k pri-
méru 12,1 bodu, V desetj kontrolnich skupindch, které sice mgly rozhla-
sovy pfijimag, ale neorganizovaly se zde posluchadské skupiny, skére na
stupnici vzrostlo z 5,5 pouze na 7,0 bodu (Neurath 1962), coZ je jasnd
zndmka ptevahy organizovanych rozhlasovych posluchaéli nad neorga-
nizovanymi,

Masové médium (rozhlas) bylo spojeno s interpersondini komunikaci
prostfednictvim organizovanych poslucha&skych skupin rovnéz pii zdra-
votnf kampani v Tanzanii (Solomon 1982). Skupiny si vyslechly pofad,
pak o ném diskutovaly a planovaly, co by se mélo udélat. Kampar
,Clov&k je zdravi* byla ditkazem toho, Ze je moZné dosdhnout zmény i ve -
velkém méfitku, Vysledkem kampané bylo postaveni 700 000 latrin pod-
le ndvoda rozhlasového vysildni a dopliiujicich ti§t€nych materidla. Dalsi
kampang ,,Potrava je Zivot" se u¢astnilo celkem jeden a pul milionu do-
spélych osob, které byly organizovédny do pfiblizng 75 tisfc studijnich
skupin. Cilem kampang bylo mimo jiné dosdhnout zlepSeni védomosti
o0 vyZivé a o vyuZit{ dostupné potravy; kampaii déle obsahovala plino-
vani laciného a vyvéZeného jidelni€ku, odstranéni jidelnich tabu, lepdi
skladovéni a uchovavani potravin, lepsi péstitelské metody a druzstevni
aktivity, Vysledkem kampang bylo zvySené povédomi o potfebg vétiiho
mnoZstvi mistn€ vyrobené potravy, vytvafeni zeleninovych zahrddek, pé-
stovéni driibeZe a zlep3eni potravnich navyki. (Jako pfehled pokusi o ko-
ordinaci masovych médif a interpersondlni komunikace v rimei kampa-
nf lze doporuéit: Juan E. Diaz Bordenave, ,,Communication and Rural
Development*, UNESCO 1977.)

K formulovini dvoustupfiového modelu toku masové komunikace
(TSFM - Two-Step-Flow-Model) - na ném? byld zaloZena koncepce me-
dialnich f6r - do3lo na zdkladg zjisténi uginénych pfi vyzkumu americké
prezidentské piedvolebni kampang v roce 1940. Lazarsfeld a dal3i (1944)
zjiStovali hranice a miru G¢innosti pfedvolebni kampané. Zjistili, Ze v roz-
poru s teoretickymi modely té doby pfedvolebni publicita na recipienty .
neméla (nebo mé&la jen vyjimeén&) pfimy vliv. Toto zjiiténi nebylo moz-
né vysvétlit pomoci ,jednokrokového modelu masové komunikace, tj.
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teorie, Ze kuZdy jednotlivy &len velejnosti je masovym médiem zasaho-
vin piimo. Proto autofi interpretovali své data s pomoci dvoustupiiové-
ho modelu toku masové komunikace. Podle tohoto modelu je sdélenf 3i-
feno masovymi médii nejprve k takzvanym ndzorovym vidcim ¢&i
niazorovym autoritdm (opinion leaders) a od nich pak k méné& aktivnim
sloZkdm obyvatelstva. Nicméng data, ktera Lazarsfeld a spoluautofi shro-
mazZdili, platnost dvoustupiiového modelu toku nepotvrdila, coZ nijak ne-
prekvapuje vzhledem k tomu, Ze formit studie nebyl zamé&fen na vyznam
interpersonilni komunikace. Tatp studie mohla jenom ukézat, Ze jedno-
stupifovy model nemd explikativni hodnotu.

Dvoustupiiovy model toku (TSFM) vychézi z ptedpokladu, Ze ndzo-

rovymi vidci jsou aktivnf jedinci, ktefi vyhleddvajf informace, Kromé to-
ho jsou charakterizovani vysokym stupném konzumace médii, aktivnéj-
§fm spoledenskym Zivotem a jistou otevienosti ve vztahu k okolnimu
svétu — myji tedy tzv. kosmaopolitn{ orientaci. Ostatni, ktef{ nejsou nizo-
rovymi autoritami, jsou masovym publikem. Podle tohoto modelu fun-

guji masova média vertikalng, zatimco pdzorové autority operujl hori-

‘zontdlng. Predpokldda se, Ze v prvni f4zi dochézi k vertikdlnimu prenosp
“informace od média k nizorové autorit® a v druhé etapé nazorové auto-
rity horizontdIn& ovlivilujf své ,,ndsledovniky*. Co se tykd definovéani na-
zorové autority (ndzorového videe), nenf literatura nijak konsisténtni,
jednotnd. ,JJednotliveam, kteff maji velky podil vlivu, se fika nézorovi
vadei,” pise Rogers (1962, 208), ,,protoZe se dostdvaji na pfedni misto pfi
ovlivilovéini nazorti jinych lidi. Nazorovi vidci jsou definovani jako ti
jednotlivei, u nichZ ostatni vyhledavaji radu a informaci.” ,,Klasicky mo-

del" dvoustupnového toku je zndzornén na grafu 7.3,

Jak nazorové viidcovstvi nejlépe definovat? Podle Katze a Lazarsfelda
(1955, 138) tento pojem naznacuje ,,viidcoystvi v tom nejjednodudsim®,
tj. prosazovani vedouci role, které se uskute¢iiuje v kazdodennim styku
prileZitosing, nekdy nevédomé& a Casto jen mdlo viditelng, ,Ndzarové
videovstvi® znamend schopnost ovliviiovat ~ pomé&rné ¢asto neformal-
nfm zptisobem ~ postoje a chovdni jinych individuf Zddanym smérem.
Vadei a ndsledovnici nejsou v opozici, predstavuji pouze riizné odstup-
fované zpasoby jednani. Z pfehledu sociologické literatury vyplyva, Ze
pdzorovi videi by se méli alespofl trochu odlifovat od nésledovniki
v téchto viastnostech: vyS8i vzdelani, Vy3si spoleéensky statut, v&t3i pfi-
pravenost piijimat nové mySlenl\y, Vy§&f stupeit néasti ve spoledenském
Fivotd a spi¥e kosmopolitni ne? lokdlni orientace. Tyto rozdily viak v Z4d-
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Graf 7.3: Model dvoustupiiového toku
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ném piipadé nemusf byt pfili§ zfetelné viditelné, nebot jinak tito lidé zpra-
vidla nejsou jako autority a vidci skupin uzndvéni,

Nazorove viidcovstvi je zdvislé: 1, Na struktufe osobnosti videe, jého
vrozeném talentu, zkuSenostech a schopnosti zhodnotit situaci a na zdro-
jich, jeZz ma pro dosaZeni cile k dispozici. 2. Na osobnostech ve skuping,
jejich vrozeném talentu, zkuSenostech a schopnostech zhodnotit situaci
a na aktivech a pasivech, jeZ maji k dispozici pro dosaZeni a nebo zma-
fenf cile. 3. Na situaénim kontextu, v némZ dochézi k interakci mezi vad-
cem a vedenymi jednotlivci,

Z této koncepce vidcovstyvi vyplyvi, Ze k objasnéni chovéni ve vzta-
hu k masové komunikaci, jakoZ i moznych &inkt 1éto komunikace, je
tfeba zndt sit interpersondlnich vztahd, do nichZ je jednotlivec integro-
vén, jakoZ i ptislu¥né referendni skuipiny. Tato teze tudiZ znf: Cim vice se
jednotlivec vyznd v tom, jak se zachovar v kazdé situaci (funkéni autori-
ta), tim v&t3{ je pravdépodobnost, Z¢ se stane ndzorovou autoritou (néizo-
rovym vidcem). Zda tak jednotlivec jedna jenom v urditém specifickém
tematickém oboru (monomorfni nebo specializované nizorové vidcov-
stvi), nebo v fadg aktualnich oblasti (polymorfni nebo mnohostranné na-
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zorové vidcovstvi), tato koncepce vidcovstvi nembZe urdit. Katz
a Luazarsfeld (1953, 334) uvadéji data, kterd sv&dé&i proti existenci jaké-
hokoliv celkového, vieobecného ndzorového viidcovstvi, Tato studie se
viak tykala moderni primyslové spole€nosti. Proto lzg vyslovit tezi, Ze
&im v&t31 je stupeft délby préce ve spole€nosti, tim specxahzovanéjﬁusou
nazorovi videi,

Troldahl (1966) vypracoval dvoucyklovy model toku masové komu-
nikace (Two-Cycle-Flow Model). Tato teorie vychdzf z pfedstavy, Ze nd-
zoroyymi videi (autoritami) nemusi byt nezbytng takové osoby, které
ptebiraji iniciativu v interpersonaln{ komunikaci. Pfedpoklada se, Ze jed-
notlivei, ktefi ziskaji nové informace, jeZ nejsou sluéitelné s jejich pre-
dispozicemi a pfedchozimi postoji, usiluji o obnoveni souladu, Podle
Troldahla jsou nizorov{ videi i nasledovnici vystaveni masovym médi:
im stejnym zplsobem a stejng je vnimaji. Po objeveni nesluditelné infor-
mace pdzorovi vidci jednaji naprosto stejné jako jejich stoupenci - sna-
i se ziskat dopliiujici informace. Nédzorovi vidci se v3ak obracejf
k jinému okruhu osob - k odborniktim,

Tito ndzorovi vidci ndzorovych videl maji podle Troldahlova kon-
ceptu — ktery byl empiricky vyzkou3en, ale ne zcela prokdzin — rovnéZ

rozhodujici vyznam v komunikadnim procesu,

V dvoucyklovém modelu toku komunikace (viz graf 7.4) se pfedpo-
kl4d4 (alespoii co se tykd uceni, pozndvani), Ze zde existuje jednostup-
flovy tok komunikace, od médif pfimo k p¥islu§nikiim socidintho systé-
mu. Teorie kognitivii konzmtencemebm.aké € kognitivni rovnovéhy, na niZ
je model zaloZen, plcdpo‘ da, Ze lidé jsou U MOLVOVAR | k uchovani zjev-
né konzistence, souladu me21 f‘akty a v]astnim pfesvédfenim. Nové, ne-
konzistentni informace vytvmejl situaci kognmvm ,,nerovnovahy Spo-
jenés psychlckym streser. Jednou z moZnosti, jak tuto situaci pfekonat,
je ziskani rady anebo nové informace od prislu§ného ndzorového viidce.
Druhy stupei KomuniKace T 7€ tudiz iniciovan nasledovniky. A pravé zde
se nidzorovi videi projevuji tradi&né tim, Ze vyhledévaji informace jinym
zphsobem. Zatimco nasledovnici obvykle hledajf radu u jednotlived, jez
poklddaji za osoby sobé relativng podobné, ndzorovi.videl vyhledavaji
radu u osob, jeZ maji vice znalost{ neZ oni sami (profesiondlni zprostied-
kovatel),

Empirickd zkouman{ dvoucyklového modelu provddéna Troldahlem
viak ukazuji, Ze tento model vyZaduje dal3i dpravy. Nemé&la by byt pie-
ceffovana zvlda3t& hodnota vychodisek teorie konzistence, Jednak kogni-
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Graf 7.4: Dvoucyklovy model toku komunikace (Two-Cycle-Flow of
Communication Model) podle Troldahla (1966, 614) '
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tivni rovinovédha neni v Zidném pfipad€ b&Znou podminkcu existence
systému postoji a kromé& toho mnozi autofi podporuji tezi, ze Zédne:: usi-
lovani o konzistenci neexistuje, ale vyskytuje se snaha o vyhleddvini roz-
manitosli nebo novych infcnmaci

niseo xmzory (opinion- shﬂrmg process) 1. Zerole dodavatele nazort se
asto vymeni s roli Zadatele o ndzor. Tito dodavatelé a Zadatelé se na“
vzdjem silné podobajf a zfetelné se odlisuji od nazorovych-,vyhybatell
(avoiders). Tito ,,vyhybatelé" jsou viceméng odffznuti od komunikaZni-
ho toku a nijak zvid¥( se o prisluiné otdzky nezajimaji. Jinymi slovy, je.
treba jasnd rozli§ovat mezi nevidei a ne-aktivnimi jedinci, Nenf to vede-

ni a nasledovini, co stoji ve vzdjemném protikladu, nybrZ protlpélem jak

viide(, tak ndsledovniki je Ihostejnost - neschopnost | riebo néochota bud
vést, nebo ndsledovat. (O . nazorovych vyhybatehch" viz Wrighta Cantor
1967.) Zd4 se, Ze v prib&hu difdzniho procesu se I)&Jpl’VC objevuje sku-
pina zainteresovanych a dobfe informovanych jednatlived, Tato sSKUpifid
prostiednictvim interpersondlnf komunikace jak vyhledavé, tak preddvd
informace. Nenf jisté, zda je v tomto procesu informace pfeddvina také
do neaktivniho sektoru,

Proti dvoustupfiovému modelu toku komunikace (TSFM) lze vznést
fadu vyhrad: {. TSFM obsahuje pfedpoklad, Ze ndzorové autority jsou ak-
tivni, informace vyhledévajici jednotlivei, zatfmeo zbytek recipienti je
tvofen pasivni masou bez jakéhokoliv vlivu. Jak uZ bylo feceno, tato te-
ze neni udrzitelnd. 2. Vychézi se rovn&Z z toho, Ze pro nézorové autority
by masova média méla byt prvotnim informaénim zdrojem. Nazorové au-
tority viak uzivajf rizné informaén{ kandly, zavisejici jak na pfedmétu
sdéleni, tak na postaveni nidzorové autority v socidlni struKiufe. 3. TSFM
nebere v fivahu, které informaéni kandly a ve které dob& jsou v procesu

difuze informaci Tdaleziig. Z_]1§[énl ®néna studiemi difuze, Ze movﬁtori ’

uzivaji masovi média jako informa&nl z zdroj i mnohem Zast&ji nez Jednot-
livei, ktefi se dozvidaji o inovaci pozdéji, mohou podle Rogerse (1973,
294) znamenat, Ze za urgitych okolnosu se mohou stdt ndzorovymi auto-
ritami oby&ejni lidé, " ktetl byli o inovaci “informovani dfive neZ ostatni,
Jestlize ostatni jednotlivei tuto informaci zatim nemaji, pak za zdroj in-

formace slouZi pouze masova média. Za ur€itych podminek muzZe tedy .

vzniknout zavislost na masovych médiich (a nikoli na nizorovych viid-
cich), a to z jednoduchého diivodu &erstvé informovanosti. 4_ D'a1§1. né-
mitkou, kterd miize byt proti TSFM vznesena, je to, Ze rieobjasiiuje, co
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ndzorova autorita s informaci &inf, Odmit4 ji? Predava j ji dale? Upravuje
Ji? Klapper (1967, 59) tvrdi, %e nizorové autority v sobé# zt&lesfiuji nor-
my svych skupin, a maji tudiZ konzervativni vyznam, diky nému? pe-
skytuji pFislusnikiim skupiny uji¥téni o tom, e zde existuji sdilené hod-
noty. TSFM neutralizuje 6¢inky masovych médii selektivnim vniménim
ndzorovych viided a jejich interpersondlnim vlivem. Takovd teze viak
miZe byt spravna jeding v p¥pads, kdy jsou ,,konzeryativni hodnoty" do-
minantni, JestliZe se od ndzorové autority vyZaduje jistd ochota a pkipra-
venost k inovaci (coZ se &asto stavi), nebo jestliZe struktury hodnot dd-
vaji pfednost socidln{ zm&ng, pak | je tuto tezi teba modifikovat. Rovnéz .
Jje u TSFM nejasné rozlifeni mezi pouhym prenosem informace a pti-
padnym pokusem o vykondvéni vlivu ze strany ndzoravé uutoruy

Neni zde moZné do podrobnostf rozebirat metodologické problémy
studif dvoustupfiového modelu toku komunikace. Rozhodujici slabinou
vyzkumi zkoumajicich Sifeni informace bylo viak to, Ze vyuzivaly na-
hodné vzorky. Kliovy vyznam zde mé prehlizeni socidlniho prostiedi
respondentd: jejich eteni probihd tak, jako by byli v socidlni izolaci.
Vzhledem k tomu, Ze se zde nedbé na faktory socidlni struktury, ziskana
zjit€ni mohou byt oznalena za poznatky ..skupinové psychologie*
(Coleman 1958), nikoli vak za poznatky wsociologické", O této jedno-
stranné orientaci vyzkumu Rogers (1973, 305) uvadi, Ze role jednotlive(
v procesu Sifenf informaci byla sice dostaté®ng prozkoumina, velice md-
lo-se.y8ak vi o komunika&nich vztazich. Pt zkoymani difiznich proce-
st1, pfi nichZ se m4 sledovat §ifeni jednoho & vice informagnich sdéleri
v Casovém prib&hu prostfednictvim riznych kandlti komunikadni sitg,
nenf uZiti ndhodnych vzorkd pili§ slibnou technikou. Komunikadni sit
vyZaduje, aby byla zkoumdna ve své celistvosti (napf. ,,snowball-sam-
pling" — vybirdn{ vzorkt systémem sn&hové koule; o problémech sifo-
vych vzorki viz Granovetter (1976)).

Predpoklad, Ze exxstuﬂjenom dva stupné, dva kroky v informa¢nim to-
ku, se empiricky prokazal jako nesprévny. Podle toho, o jukou informa-
cl se jednd, muiZe existovat pouze jeden stupef, nebo také vice stupfid,
V soutasnosti probihaji pokusy o vytvoreni wvicestupiiového modelu®,
Vychézeji z pfedpokladu, Ze v komunikaghim procesu méZe sehrivat
svou roli rizny po€et pfedavacich a modifika&nich bodi. Nekterd sdile-
ni se dostdvajf k recipienttim pfimo, jin4 nepfimo,

PoCet stupfii z4visi na takovych proménnych hodnotach, jako j je vy-
znam zprévy o inovaci, pfistupnost média apod. Vzhledem k velkému po-
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¢tu moZnych ovliviiujicich faktort se dnes takovy mnohostupiiovy mo-
del poklddd spise za jakousi programové deklarovanou smé&rici, za po-
mocné voditko, rieZ za rdmec hypotéz pouZitelnych ve vyzkumné praxi,
I 1ak v3ak mohou prace na vicestupfiovém modelu p¥ispét k tomu, Ze bus
douci vyzkum nebude zamé&fen pfili§ tizce — to jest: nebude predpokladat
jenom dva stupné toku komunikace.

Jaky ma tento dvoustupiiovy model vyznam pro ¥iteni informaci ane-
bo inovaci? V tomto aspektu se literatura zdd byt jednotna. Oviem pii
praktické realizaci projekti je tfeba pfedpokladat, Ze ochota specifickych
kategorif recipient( pfijimat inovace ma pouze omezeny rozsah. Co kdyz
se zde vyskytne burherangovy efekt, tj. misto dosaZené zmé&ny nézorh
zvySeny odpor ke zméné&? Ma-li se pfedejit takovym kontraproduktivnfm
vysledkam, je tfeba dohlédnout na to, aby diskrepance mezi obsahem ko-
munikace a postojem recipienta nebyla pfili§ velkd, Sherif a Sherifova
(1969, 357) definuji rozsah akceptance jako nejptijateln&jf stanovisko
plus dal¥i stanoviska, ktera jednotlivec shleda jet& prijatelnymi na stup-
nici postojt, v pifpadg, kdy osoba dobrovoln& uvede sviij ndzor na aktu-

dlnf otdzku. Rozsah odmitani zahrnuje stanovisko, kter€ je pro jednotliv~

ce nejvice nevyhovujici, vici, které si v dané uréité oblasti nejvice o¥klivi,

plus dalsi pro n&j problematickd stanoviska. Rozsah Ihostejnosti-neanga-

Zovanosti zahrnuje neutrdln{ sféru. Velikost indiferentn{ sféry je indik4-

torem rozsahu vnitini angaZovanosti: ¢fm menf je zéna indiference, tim

vEtsi je zapojeni, angaZovanost, S pomoci t&chto tif konstrukei vzmkaﬁ
tF ndsledujici hypotézy o uéincich masovych médif:

l. Ve sféfe odmitani nelze olekdvat Z4adny u&inek ptesvéd®ovaci komu-
nikace podle komunikétorova zdméru; naopak pravdépodob&j3im vy-
sledkem bude bumerangovy efekt.

2. Ve svére indiference, tj. u ndzort, jeZ nejsou ani ptijimany, ani odmi-
tiny, 1ze nejsnadngji dosdhnout zmény postojti v Zddaném sméru.

3. Ve sféfe akceptance je nejvice pravdépodobné posilent jiZ exxstujlcich
postojtl.

Zde ma rozhodujlcf vyznam priib&Zna zpétnd vazba mezi zprostredkova-

teli zmé&ny a komunikétory ~ producenty masmedialnich obsaht ~ spolu

s nepfetrZitou zpétnou vazbou mezi zprostfedkovateli zmény a mistnimi

nizorovymi autoritami. Takové zp&tnd vazba je nezbytné pro providéni

jakékoli kampangé, aby se v danych podminkach daly pohotové provadét
nezbytné tipravy obsahu. Diivéryhodnost médii zde m4 kli¢ovy vyznam,

Dokonce i v nejnové&ji literatute komunika&ni teoretici stale vychazeji ze
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zcela nepodloZeného pfedpokladuy, Ze existuje tzv. ,,spalsky efekt* (slee-
per effect —~ podrobné&ji viz 7.2). Podle tohoto ndzoru po deldi dobé (asi po
&tyfech tydnech) nelze uZ délat rozdily mezi vérohodnou a nevérohodnou
komunikaci, protoZe dochézi ke zm&n& postoje 4 protoZe s postupem ¢asu
se spojeni mezi zdrojem asd€lenim neustéle zeslabuje (vizgraf 7.5). Je tte-
ba zdiiraznit, Ze spaZsky efekt nebyl empiricky prokazan (viz 7.2).
Rogers a Svenning (1969, 230) zjistili pfi vyzkumné préci, kterou pro-
vadéli v Kolumbii, Ze v relativng inodernich vesnicich jsou nizorové au-

‘tority mnohem vice naklon&ny inovacim ne? ostatni ne-viidei, zatimeo

v tradi&né orientovanych vesnicich jsou nézoroyé autority: jenom o néco
mélo ochotné&j§i k inovacim neZ zbytek vesni¢ani. V takovém tradi¢nim
prostfedi se tlohy inovétorl a nézorovych vadch obvykle rozchizeji,

Graf.7.5: Spéadsky efekt (sleeper effect) podle Hovlanda (1954, 1087)
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A konené, stale je tieba zkoumat, zda ndzorovi videi v tradi¢nim pro-

stfedi G¢elové nemanipuluji informace ve svém vlastnim z&jmu,
Obzvlasté plisobivy piiklad tohoto jevu uvadi Abdul Musi (1983, 97)

v rimci studie provddéné na jiZnim Celebesu v Indonézii; ,,V roce 1981

v odlehlé vesnici jiZniho Celebesu vysvétloval jeden vzd&lany statkar
chudym rolnikiim, jejichZ pracovnf sflu vyuZfval k p&stovani ryZe a cho-
vu dobytka, projekt pfesidlovéni na Sumatru, Den pfedtim totiZ o pro-

jektu informovala televize a mnozi rolnici se o tuto zprivu velice zaji-

mali, pravdépodobng proto, 2e se zde ukazovala pole a ubytovanf pro
presidlence a jejich rodiny. Ndzorov4 autorita je v obavé pfed moZnym
vlivem zpravy na své rodéky pfesvédZovala, Ze-v provincii Lampung, ne-
daleko mista uréeného pro ptesfdlence, je mnoho tygr, slond a jiné di-
voké zvéfe a Ze jsou tam bandité. Vypravél, Ze dravd zvéf a lupidi tam za-
bili mnoho pfesidlenct. Vysledkem jeho vyprdvéni bylo to, Ze se mu

podafilo sousedy ptesvédCit. NeZ by dali prednost presidleni, chudi rol-

nici radéji zastali ve vesnici."
Na3 priklad rozvojovych zemi musime ale posuzovat opatrng.

- Previind v&t3ina studif o Sifenf inovaci byla provad&na v industrializo-
vanych zemich, Typickou kfivku difuze ve tvaru S nelze v rozvojovych

zemich vidy predpoklddat. ZvI43té tam, kde se k tém, kteff by z inovace
mohli mit prospéch, nelze viibec dostat.

7.4. Agenda setting (urcovani agendy)

Hypotéza o ,agenda setting — vytvéfeni povédomi a vyvoldvéni ve-
fejného zajmu - byla poprvé zkoumdna McConibsem a Shawem (1972)
v souvislosti s americkymi prezidentskymi volbami v roce 1968. Autofi
shromaZdovali soub&Zn& data o ,,agend4ch”, tj. o tom, co bylo na pofadu
dne, ve zpravodajskych médiich a ve vefejnosti, a shledali mezi t¥mito
agendami vysoky stupefi korelace. Autofi (1972, 177) tvrdili, Ze ,,maso-
vid média nastolujf agendu v kaZdé politické kampani tim, Ze ovliviiuj
hlavn{ charakteristické rysy postojt k politickym otdzk4m". Agenda-set-
ting naznaduje, Ze masovd média ptedem urlujt, které otdzky budou v da-
né dobé pokladany za obzvia3té dileZité.

Predpokléda se, Ze diiraz kladeny na n&jaky problém nebo aktudlnf

otdzku v masovych médiich ovliviiuje jejich zvyraznéni mezi publikem

(srov. kap 5.4). Konkrétn& to znamen4, Ze témata, na n&% média kladou

duraz, budou vnimdna pFimé&Feng jejich viditelnosti. Média maji tudiz ‘
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moc urovat Zurnalistickymi prostfedky selektivni chovani publika, To

jest, média jsou poklddéna za velice mocny ndstroj. A&koli se jim nepfi-

pisuje schopnost ovliviiovat, co si myslime, do zna¢né miry uruji, o &em
pfemy$lime, McCombs a Gilbert (1986) se pokusili u agenda-setting vé-
deckymi prostfedky zjistit, jak nejlépe v kampani nastolit dané otazky.

Hlavnimi prvky jsou:

1. kvantita zprév (hlavn{ ndznakem toho, co je dileZité, je to, jak Casto se
o zdleZitosti informuje);

2. redakéni Elenénf anebo prezentace, specificka pro dane médium (pro-
minence, s jakou je pfisp&vek ve zpravéch zobrazen), jako jsou napfi-
klad titulky, obrazové materidly, zplisob laimani, nebo — v televizi ~
zpomalené zAbé&ry, grafika, titulky apod,;

3, mira konfliktu pfcds'lavovanz'\ ve zpravodajské informaci (v takovém
ptipadg se tato zpravodajskd hodnota st4vd pro publikum hlavnim vo-
ditkem) a ‘

4, pusobeni v &ase, které se napfiklad u novin a televize lidi — Stone
a McCombs (1981) pokladaji za idedln{ pro vybudovénf agendy pro-
stfednictvim  zpravodajskych tydenikdl, jakymi jsou Time

~ a Newsweek, rozsah &tyf mésict,

Sance médif na to, aby urila agendu, samozfejmg zdleZi také na dané

spoledenské situaci (napt. doba predvolebni kampané, ekonomické kri-

ze, nebo obdobi ristu), na médiu samotném (jeho divéryhodnost, veli-
kost publika apod.) a nejvice na recipientech (napt, zda se uritd otdzka
jiz stala Ci nestala sou¢dsti osobnf agendy v&tiiho podetu recipienti).

V podstatg se zde dajf pouit n¥kterd Zjistén{ z vyzkumu G&inkd: média

neovliviiuji diraz na problémy u viech respondent( stejnym zpiisobem.

V zdvislosti na dané otdzce miZe byt vliy médif men3i &i v&tsi, pricemZ

zde zhruba plat{ pravidlo: &im men3i je prvotnf zku3enost recipienta, tim

Ve8! je potencidl vlivu média, _
Funkhouser (1973) zkoumal roli americkych médi pii urfovani agendy

v obdobi let 1960-1970. Tato sekunddrmnf analyza se opirala o tfi soubory da:

I. vefejné minénf (otdzka Gallupova priizkumu vefejného minéni o tom,
ktery problém je pro americky n4rod nejduleZitgjii);

2. informovan{ tiskem (podet &lanku s urditymi tématy, jeZ se objevova-
ly v tydenicich Time, Newsweek a U.S. World and News Report);

3. statistické ukazatele ,reality* o klitovych otdzkdch 3edesatych let (na-
p. statistika zlo&innosti, kupnf sila dolaru, podet jednotek vyslanych
do Vietnamu atd.),
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Dvoustupriovy tok komunikace:
nejnové&jsi zprava o hypotéze*

ELITHU KATZ

Analyza chovéni a rozhodovani voli¢t v pribéhu volebni kampang vedla autory
publikace The People’s Choice k nazoru, ¢ tok masové komunikace miiZe byt mno-
hem méné pfimy, neZ se vicobecné predpokladulo, Na zdklad¥ svych vyzkumi
dospéli k nazoru, Ze se informace pfichdzejici » masovych médif nejprve dostévajf
k tzv. nazorovym ,viidedm* (opinion leaders), kte¥{ pak informace o tom, co sami
Cetli a slySeli, 3fff mezi témi, s nimiZ jsou v kaZdodennim styku a na n&Z maji vliv,
Tato hypotéza dostala oznageni ,dvoustupiiovy tok korunikace*.!

Hypotéza vyvolala velky z4jem a sami jeji autofi byli zaskodeni disledky, které
mé pro demokratickou spole¢nost. Méli pocit, Ze se dotkli vyrazného jevu, ktery
doklada, Ze 1idé jsou stale je¥t& nejiinnji pfesvédiovani prostfednictvim pimé-
ho kontaktu s jinymi lidmi a Z¢ vliv masovych médif je mnohem méné samozfej-
my a mén€ Géinny, neZ se pfedpokladalo. Hypotéza rovn&} naznatila, Ze nejen
socialni teorie, ale stejné tak i dosavadni vyzkum v oblasti komunikace budou
muset zmé&nit sviij ndzor na podobu moderni méstské spolenosti (urban ‘society).
Pfedstava o publiku tvofeném masou vzijemné odcizenych jedinci, ktefi jsou
napoj¢ni pouze na média, aviak neuchovavaji mezi sebou adné vzdjemné vazby,
byla nesluiteln s pfedstavou o dvoustupiiovém toku komunikace. Ten naopak
implikoval pfedstavu o siti vz4jemn& propojenych jednotlived, jiz proudi komuni-
kaén{ toky masové komunijkace.

Ze vSech my8lenek, které se v praci The People's Choice objevily, byla privé idea
o dvoustupiiovém komunika&nim toku jedinou, kterou nebylo moZné empirickymi
daty dostatetné podloZit, Diivod byl prosty: Pavodni koncepce a zaméfeni studie
nepfedpoklidalo, Ze se interpersondlni vztahy stanou dileZitym prvkem analyzy.
Uvézime-li, jak mnoho studii kladlo diraz na atomizované publikum, pak spi¥e pfe-
kvapi, Ze se interpersondlni vztahy viibec staly pfedmétem z4jmu autord vyzkumu,?

* E. KATZ (1957), The Two-Step Flow of Communication: an Up-To-Date Report oh an Hypothesis,
Public Opinion Quarierly, 21, £. 1, str. 61-78, Publikovéno s loskavym svolenim autora,

! Paul F. Lazarsfeld, B, Berelson, H.Gaudet (1948), The People’s Choice. New York: Columbla Uni-
versity Press (2. vyd.), str. 151,

2K diskusi o podobd atomizovaného publika a empirickych datech, které této predstavs odporujf, bifze

v pracich: E. Katz, P.F. Lazarsfeld (1955), Personal Influence; The FPart Played by People in the Flow
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V priibéhu nasledujicich 1éméf sedmnacti let od doby, kdy byla studie o voleb-
nim chovani vypracovina, vzniklo v Centru pro aplikovany socidlni vyzkum
(Bureau of Applied Social Research) na Columbijské univerzité¢ nekolik praci,
jejich% cilem se stalo jednak prov&fit tuto hypotézu, jednak ji dale rozpracoval. Pro
nas nasledujici pfehled byly vybrany &tyfi z nich: Mertonova studie o interperso-
nalnim vliva a komunikagnim chovanim v Rovere?; dale studie E. Katze a P, F.
Lazarsfelda zabyvajici se rozhodovinim v takovych situacich, jakymi jsou naku-
povani, moda, navitéva kina a vefejné zaleZitosti (tzv. studie Decatur - viz dale)*;
studie zachycujici volébni kampaii z roku 1948, kterou zpracovali B. R. Berelson,
P. F. Lazarsfeld a W. N. McPhee (tzv. studie Elmira — viz dale)®; a konedn& nej-
nov&jst studie o roz&ifovani nového léku mezj doktory, zpracovana P. Colemanem,
E. Katzem a H, Menzelem®.

Tyto studie poslouZi jako rdmec, jenZ umoiZni jednak pribliZit soucasny stav
vyzkumu souvisejictho s hypotézou o dvoustupfiovém komunikagnim toku infor-
maci, jednak ukéZi, do jaké miry je ji tato hypotéza podpofena daty, jakymi ces-
tami se rozviji a jak se prom&iinje. Navic tyto studie posoudi, které ze strategif uzi-
vanych pfi systematickém vyzkumu mezilidskych vztah v rdmei komunikaéniho
studia zam&feného jednozna&né na sociometrické zdroje ,dat’, jsou ispéné. Stej-
n& tak nam tyto studie spolu 8 dal§imi, o nichZ bude zminka v odkazech, nabidnon

.neobvyklou piileZitost nahlédnout studované problémy v kontextu vlastniho vyvo-

je vyzkumu spole&nosti,”

of Mass .Communications, Glencoe, Illinois; Free Press, str. 15-42; E, Friedson (1953), Communica-
tions Reseatch and the Concepl of the Mass. American Sociological Review, 18, str. 313-317; M. Jano-

‘witz (1952), The Urban Press in a Community Seiting. Glencoe, Illinois: The Free Press, .
3 R. K. Merton (1949), Patterns of Influence: A Study of Interpersonal Influence and Communications
Behavior in a Local Community. In; P. F. Lazarsfeld, F. N. Stanton (eds.), Communications Research,
1948-49, New York: Harper and Brothers, str. 180-219,

4 E. Katz, P. F, Lazarsfeld, cit. d,, &ist 2.

5 B. R. Berelson, P F. Lazarsfeld, ‘'W. N. McPhee (1954), Voting: A Study of Opinion Formation in
a Presidential Campaign. Chicago; University of Chicago Press.

& Zpréva o této pilotni studii je oti¥ténd v prici: H. Menzel, E. Katz (1955), Social Relations and [nno-
vation in the Medical Profession. Public Opirilon Quarterly, 19, str, 337-352.

7 Dal¥imi autory, ktefi se v&nuji problematice nizorpvych viidei a dvoustupiiovému komunikagnimu
toku informaci a ktefi tyto problémy déle rozpracavali, jsou; M. a J. Riley (1951), A Sociological
Approach to Communications Research, Public Opinion Quarterly, 185, str, 445-460; S. N. Eisenstadt
(1952), Communications Processes Among Immigrants in Isracl. Public Opinion Quarterly, 16, str. 42-
58 a Communication Systems and Social Structure: An Exploratory Study. Public Opinion Quarterly,
19 (1955), str. 153-167; D, Riesman (1950), The Lonely Crowd. New Haven: Yale University Press; L.
A. Handel (1950), Hollywood Looks.at its Audience, Urbanar University of Illinois Press, Problemati-

. ku-nazorovych viided rovndZ sledoval vyzkumny program Centra pro aplikovany socidlni vyzkum

v oblasti mezindrodnf komunikace. Z praci, které na toto téma vznikly, stojf za zminku: Ch. Y. Glock
(1952-53), The Coimparative Study of Communications and Opinion Formation. Public Opinion Quar-
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Zavéry vyplyvajici ze studie The People’s Choice

Svij pichled musime zalit zastavenim u téch skute&nosti, které se objevily

v souvislosti s volebni studii pro rok 1940 a které staly u po&étku formulovini
hypotézy. Pfedné, studie rozliila tfi odliZné soubory zjiSténi. Prvni je spojen
s problematikou dopadu osobniho vlivu. Ve zprévé se objevuji data, kterd dokl4-
daji, Ze jednotlivci, kiefi si vytvofili viastni stanovisko a% v pozdéj¥im obdobf pra-
bihajici volebni kampané, i ti, ktefi b&hem volebni kampan& zménili svij ndzor,
uvaddéli mnohem Cast&ji neZ ostatni voli¢i, Ze ke svému rozhodnuti dospgli
v diisledku vlivu néjaké konkrétni osoby. Politicky tlak uplatiiovany stalymi sku-
pinami, jakymi jsou rodina &i pFatel¢, Ize vysvétlit politickou homogenitou, kterd
je pro tyto skupiny charakteristickd, Navic vét¥ina dotdzanych uvidéla, Ze se
v priméru mnohem vice G¢astnila rozhovord o volbach, ne? by poslouchala voleb-
ni projevy nebo pro€itala novinové tivodniky. Na tomto podkladd autofi dovodis
li, Ze pfi ovliviiovani chovani voli&i jsou osobnf kontakty nejen &etndjsi, ale majl
i v&t3i dopad na rozhodovani lidf neZ masova média,t '
Druhé zjiSténi, které posléze ovlivnilo podobu hypotézy, se tyké toku osobniho
vlivi. Zcela pfirozenym (logickym) krokem, ktery nésledoval po zjisténi, jakou roli
hraje osobni vliv pfi rozhodovéni jednotlivei, byl dotaz tykajici se vyznamu kon-
krétnich Jidi pi predavni vlivu; tedy zda jsou n&ktefi jednotlivei dileZitéj3i neZ jini,
Studie se snaZila vyhledat nazorové ,viidce* pomoci dvou otézek: , Pokusil jste se
posledni dobou nékoho presvédéit o svém politickém nédzoru?* a ,Po¥ddal vdg
posledni dobou n&kdo o radu v souvislosti s n&akym politickym problémem?*
Srovndnim nézorovych vidch s ostatnimi pak autofi studie dosp&li k n4zoru, %e
viddei se o volby zajimaji mnohem vice neZ ostatni, Na zékladg dalich zjistént,
napfiklad Ze ndzorovi videi jsou rovnomé&mé rozptyleni ve viech spoletenskych
vistvich a profesich, stejng jako z astych zminek o vlivu ptétel, spolupracovnikd
a pfibuznych na ty, ktefi se rozhoduji, dospéli autofi studie k z4véru, ¥ nézorové
viidce Ize nalézt na viech irovnich spolednosti a %e jsou podle vieho (pravdépo~
dobng) stejhymi lidmi jako ti, které svymi ndzory ovliviiuji.?
Dal3i srovndni nézorovych vidci a ostatnich lidi s ohledem na zvyklostl cho-

terly, 16, sir. 512-523; J. M. Stycos (1952), Patterns of Communication in a Rural Greek Villages, Pub-
lic Opinion Quarterly, 16, str. 59-70; a chystand kniha Daniela Lernera, Paula Berkmana s Licelle

Pevsnerové, Modernizing the Middle East. Problematiku osobnich vlivii a vlivit masovych médi{

v lokdlnich komunitdch rovngz zkoumaﬂ studie Petera H Rossiho, Roberta D, Leigha a Martina A,
Trowa, .

% Lazarsfeld, Berelson a Gaudet, cit. d., str. 135-152.

9 Tunuég, str. 50-51,
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vani masovych médii nabidlo ifeti dulezity prvek pro posléze formulovanou hypo-
tézu: vztah ndzorovych viddeii a masovych médii, Ve srovndni s ostatnim obyvatel-
stvem byli nazorovi vidci mnohem vice vystaveni informacim z radia, tisku
a tasopist, tedy forméinim komunikaénim zdrojim,!?

Argumentace jc tak zcela ziejma: Pokud je teplé lidské ,slovo* tak dileZité,
pokud jsou specialisté na takové slovo vyrazn& rozptyleni a pokud jsou mnohem
vice vystaveni vlivu médii neZ ti, které sami ovliviiuji, pak snad plati, Ze se ,ideje
¢asto &ifi z rozhlasu a tisku nejprve k nazorovym viidchm a teprve od nich k méné
aktivnim &lentim spolegnosti*.!!

Jak vypada studium volebniho chovéani

Pro zkoumdni toho, jak se pribéh vlivu (flow of influence) projevuje pfi rozho-
dovéni, méla studie The People’s Choice n&kolik vyhod, Néjvyznamngjii byla
panelovd metoda, kterd za prvé umoZnila lokalizovat zmény prakticky okamZité
poté, co se objevily, a pak dat zmé&nu do vztahu s vlivy, které se dostaly aZ k t&m,
ktefi se rozhodovali. Za druhé, jednotka u&innosti, tedy vlastni rozhodnuii bylo
hmatatelnym ukazatelem zmé&ny, kterd mohla byt ihned zaznamenana. Aviak pro
studjum té &asti prab&hu vlivu, ktery se tyk4 vlasthiho kontaktu mezi lidmi, neby-
la studie pfili§ vhodna. Orientovala se totiZ na ndhodn& vybrané vzorky jednotliv-
ci vydglenych z jejich pfirozeného socidlntho prostfedi. A pravé tento tradiéni
prvek nutn& obsaZeny v celém vyzkumném projekiu vysvétluje riskantni krok,
ktery.musi byt utin&n, chceme-li pfejit od dostupnych dat k hypotéze o dvoustup-
fiovém toku komunikace.

ProtoZe kaZdy z nihodn& vybranych lidi mohl hovofit jen s4m za sebe, museli
byt ndzorovi viidci ve volebni studii z roku 1940 vymezeni na zakladg jejich vlast-
nf sebeidentifikace, tedy na zaklad® jejich vlastnich odpovédi na dvé vyse uvede-
né ndvodné otdzky.!? Ve skute&nosti byli respondenti prost& dotdz4ni, zda jsou &i
nejsou ndzorovymi viidci, Mnohem zdvaZn&jim problémem takto ziskanych dat —
oproti b€Zné zpochybiiované hodnoté této techniky — je, Ze nedovoluje srovnani
videil a jejich pfedpoklidanych stoupencii, ale poskytujé pouze obecné idaje

10 Tamiég, str. 51,

U Tamees, str, 151,

12 Zeela jednoznadng feeno, pokud respondent odpovidsl, ¢ je nebo nenf v daném smyslu videe, pak
nehovofil za sebe, ale prezentoval ve své odpovédi nidzory svych stoupencil, af skutenych nebo ima-
gindmich. V této souvislosti je viak nezbytné zdiraznit, Ze respondent miZe n&kdy vyjadfoviit i nazo-
ry jinych osob, a to bez ohledu na své viastni stanpviska. Volebnl studie se tak naptiklad dotazuji fes-
pondent na jejich ndzor na to, jak budou volit jinf &lenové jeho rodiny, jeho pFitelé, spolupracovnici.
Tyto uduje viak maj{ mnohem niZéf vypovidaci hodnotu,
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o vidcich a téch, kicii se za videe nepokladaji. Soubor dat je tak tvofen pouze
dvéma statistickymi skupinami: lidmi, ktef{ o sob& prohlasili, Ze jsou témi, kdo
poskytuji rady (advice-givers), a lidmi, ktefi se za takové neoznagili, Proto sku-
te¢nost, Ze nazorovi viidei se vice zajimaji o volby, nelze vyloZit jako dikaz, Ze
vliv sméfuje od t&ch, ktefi maji v&3i zajem, k tém, ktefi maji mensi zajem, Pokud
tento problém vyhrotime, miiZe to dokonce znamenat, Ze videi se pouze ovliviiu-
ji navzdjem, zatimco ostatni stoji zcela mimo jakykoli vliv. Pfesto je ale zfejmé,
e snaha dovodit, Ze ostatni nasleduji viidce, je dosti silnd, Ackoli je pravda, Ze
autofi The Peoplé's Choice jsou v takovych soudech velmi opatrni, pfesto se nelze
ubranit pokugeni,!? Z faktu, Ze nazorovi viidci byli mnohem vice vystaveni maso-
vym médiim neZ ostatni, vyplynula hypotéza o dvoustupiiovém komunika&nim
toku; jednoznadn® viak plati, Ze tento ndzor miZe byt pravdivy pouze, pokud jsou
ostatni soudasné stoupenci (followers) vidci. .

Saini autofi studie poukazuji na to, Ze mnohem lep3{ metoda by méla ,,zjiftovat, na
koho se lidé obraceji s Z4dosti o radu v konkrétnich pipadech, a pak by méla zkou-

mat a vyhledavat vztahy mezi radci a témi, kdo rady pfijimaji (advisees). Takova pro- ;
cedura by vak byla mimoF4dn& obtiZna, pokud viibec provediteln, nebot je pravdé- »
podobné, Ze pouze malé mnoZstvi na sebe vazanych ,vidett* a ,nasledovnikd’ bude

zadlen&no do jednoho zkoumaného souboru®.!* Jak hned ukaZeme, jedné se pravdé-

wiwe

podobn o nejdiileZit&jsi problém, ktery se nasledujici studie rozhodly felit.

Charakter tii souvisejicich studii

Zaénéme nejprve pripominkou dvou aspektd plivodni teze o dvoustupfiovém
toku informaci. Pfedeviim se jedhalo o vymezeni t odli$nych zékladnich prvki
hypotézy: osobniho vlivu jako takového, déle priib&hu (toku) osobniho viivy
a kone&n vztahu ndzorovych vided a masovych médii. KaZdy z nich jiZ byl pro-
zkouman, RovnéZ jsme se zminili o charakteru studie The People’s Choice a obti-
%ich, kieré se objevuji v souvislosti se snahou vyrovnat se se zcela novym problé-
mem, jimZ je zahrnuti obou partneri do studia pfenaient vlivil, ,

Nyni se jiz budeme zabyvat pouze pracemi, které na The People’s Choice navi-
zaly. Nejprve se zminime o odli§nych zpisobech, jimiZ tfi ze &ty¥ ndmi vybranych
studii ptistoupily k vymezeni divodi, které jejich autory vedly k vyzkumu inter-

13 Bxistuje i alternativni postup, ktery pfedstavuje jisté zlepdenf. Respondenti mohou byt do&izﬁni,
nejen zda poskytli radu (doporugeni), ale rovnéZ zda radu piijuli. Tato forma dotazu b.yla pouZila ve
studii Decatur a Elmira, kieré jsou citovany déle, Ti, kdo nejsoy vidci, mohou byt stejné tak klns:ﬁ-
kovani podle toho, zda jsou & nejsou souddsti trhu s vlivem, respektive zda jsou &i nejsou ,stoupenci',
14 Lazarsfeld, Berelson a Gaudel, cit. d., str, 49-50, :
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personélniho vlivu.' NejduleZitgjgi a zasadni zavéry poté shrneme a zhodnotime,
abychom tak ziskali aktualizovany pfehled o nahromadénych dokladech, které
hypotézu o dvoustupiiovém komunikagnim toku pedporuji, nebo ji protitedi.

1. Studie Rovere

Studie byla vypracovéna v dobg, kdy volebni vzkum z roku 1940 kongil. Jedna
se tedy o nejstar$i ze tfi ndmi vybranych vyzkumd, klery probéhl v malém més-
teSku v New Jersey. Nejprve bylo 86 respondentii poZadéno, aby uvedli jména
t&ch, na n&Z se obraceji s Zddosti o informaci & radu tykajici se nejrizn&jsich zéle-
Zitosti. V odpovédich se objevily stovky jmen. Ti, kteii byli zmingni alespoii &ty-
fikrét, pak byli oznaeni za ndzorové viidce, vyjmuti ze souboru a byl s nimi pro-
veden rozhovor.!6 ‘

Tak se dostdvdme k zAkladnimu pfistupu na drovni pilotni studie, jim7 lze
fefit problém, ktery byl nastolen studii The People’s Choice. Chceme-li uréit
vlivné jedince, je tfeba zadit tim, Ze se n&koho (kohckoli) zeptime , Kdo vis
ovliviiuje?** a postupujeme tak od osob ovlivnénych k t&m, ktefi jsou oznadeni
za vlivné,

Pfesto je tfeba zdiraznit dvé odli§nosti mezi touto studii a volebni studii z roku
1940. Jednak se 1i8f v koncepci pojmu ndzorové vidcovstvi (opinion leadership).
Zatimco volebnf studie pokldda kohokoli, kdo poskytnutim rady ovlivnil byt jen
jednu osobu (napfiklad manZela, ktery sdgli Zen&, koho by mgla volit), za nazoro-
vého viidce, studie Rovere poklad4 za viidce pouze ty, kteff jsou téméF jisté oso-
bami s mnohem $irfim vlivem.

Volebri studie se, pFinejmensim ve svych disledcich, zajimala o takové olazky,
jako je mira interpersonalniho vlivu pfi rozhodovani a jeho relativaf i&innost ve srov-
néni s vlivem masovych médii. Studie Rovere vyznam tohoto faktu poklada za zcela
samozfejmy a $naZi se nalézt lidi, ktefi hraji kliovou roli v jeho dalgim pfenosu.

A koneZné, poslednim dileZitym spojovacim €lankem obou studii je; 7e uZiva-
Ji vstupniich rozhovorll tém&f vylung k tomu, aby vymezily nizorové vidce,
a skoro vibec ne pro to, aby cilen& studovaly vztalhy mezi vidci a t&mi, kiefi jsou
jejich stoupenci. Jakmile byli viidci jednou odhaleni, je ndsledn kladen prvofady
daraz na jejich klasifikaci, na jejich pfi¢len&ni k riznym typiim a na vyzkum

% Studii Elmira v tomto kentextu ponechéme stranou, nebof svou podobou odpovidi studii o volbich
1940, pokud oviem nebereme v tvahu dileZitou sknteénost, Ze od kaZdého respondenta zde autofi
obdrZeli mnohem vice informaci o volebnich preferencich a motivacich lidi z jejich okoli, lidi, s nimiz
respondent hovofil apod., ne bylo absaZeno ve studii The People's Choice:

18 Merton, cit. d., str. 184-185,
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komunikatniho chovéni jednotlivych typi a vzdjemné vztahy mezi videi. Naopak
velmi mald pozornost se v8nuje vztahiim mezi vidci a témi, ktefi je za vidce
oznadili. ‘

2. Studie Decatur , o
Vyzkum probihal v letech 1945-1946 a snaZil se postoupit o krok déle nez Jehp
predchidci.’? Shodn& s volebni studii, av8ak na rozdil od studie Rovere, se tento
projekt zaméfil na rozhodovant, tedy na specifické pfipady, kdy je moZné rozeznat
a stanovit tidinnost riznych vlivt, Naopak, shodné se studii Rovere, vyuZivala stu-
die Decatur interview s osobami, které byly v prvnim fazi oznageny jako vlivné
pfi formovani naslednych rozhodnuti (v oblasti nédkupu, vybéru ﬁlmovv)"ch preds
staveni & rozhodovdni v otdzkach vefejnych zajmi), cpi nebylo pfedmétem
volebni studie z roku 1940, Ve studii Decatur v§ak nebyl kladen hlavni diraz ng
studium samostatnych nazorovych viided, ale (1) na relativni ddleZitost osobnfho
vlivu a (2) na osoby, které viidce oznaGily, a na viidée samotné, ted){ na dvojicis
toho, kdo radu poskytuje, a toho, kdo se radou ridi. :
Diky tomu si studie v idedlnim p¥ipad® dokonce mohla poloZit otdzku, zda

nazorovi viidci pochdzeji &ast&ji ze stejné socidlni vrstvy (tidy) jako jejich nésle--
dovnici, & zda viv pfich4zi Zastéji z vy$ich spolegenskych vrstev k niZiim. Navic .

si bylo mozné poloZit i dal§i otdzky: Pochazeji &lenové této dvojice ze stejné w:!ko-
vé skupiny, jsou stejného pohlavf atd.? M4 vidce na rozdil od toho, kdo se Jch.o
nazorem fidi, v&t§i zdjem o urité specifické sféry vlivu? Je East&ji vystaven vli-
viim masovych médii? . 5
Stejné tak moh! byt vychodiskem pfi konstruovéni dvojice ten, kdo radu pfi-
jima, a od n&j se¢ mohlo postupovat k tomu, kdo radu poskytuje. By}o rovné%
" mozné obrétit smér vyzkumu a za&it s tim, kdo byl nejprve oznaten za p?radce
(adviser) a na zfkladé jeho sdgleni vyhledat osobu, kterou on sam oznagil jako
toho, koho svym nizorem ovlivnil. Studie Decatur se o tento zp&tny krok roy-
n&# pokusila. Aby vyhledala osoby, jeZ sami sebe pokladaji za yliv?é, pouZila
stejnych otdzek, Klerych uZila volebni studie. Tito jedinci pak byli pozédéni. a:!)y
jmenovali osoby, které ovlivnili, Nabalovinim (snowballing) lidi se vytvofila
prileZitost nejen ke studiu vzdjemnych vztahd mezi ob&ma éle‘ny vy"§c vymczej
né dvojice, ale stejnd tak bylo moZné studovat, do jaké miry jsou ti, kdo sami
sebe oznadili za ylivné, skute&ng za takové pokladani témi, které dle vlastniho
vyjadieni ovlivnili. Jdouce touto cestou, doranivali se autofi studie, Ze se jim

17 Katz a Lazarsfeld, cil. d., &ast 2,

or

podafi provéfit pfipadnou hodnovérnost této sebeoznatujici techniky (self-
designating technique),'® '

Autofi studie The People's Choice prohlasili, Ze ,,dotazovat se lidi, na koho se

. obraceji o radu, stejné jako ndsledné provéfovani vziahii mezi (8mi, kdo radu

poskytuji, a témi, kdo ji pfijimaji..., by bylo velmi obtizné, jestli ne zcela nemo3-
né". Ve skute€nosti se ukédzalo, Ze ziskat tyto informace je opravdu nesmirné
obtiZné. Pfi praci s respondenty se objevilo mnoho problému, které vedly k zdvé-
ru, Ze nelze z onéch nabalujicich se rozhovort vytvotit celek.”? V mnoha pfipa-
dech bylo nutné vratit se pfi analyze dat ke srovnani viidcd a ostatnich a pfiznat
VELSi vliv skupindm, v nichZ byla vy&§i koncentrace sebevymezujiciho se viidcov-
stvi (self-designated leadership). V principu se ale prokézalo, Ze tento typ studie,
zdtirazfiuji mezilidské vatahy, je nejen proveditelny, ale jeho prostiednictvim lze
ziskat daleZité informace,

JenZe v dobg, kdy zaZalo byt zjevné, e se tohoto cile da dosdhnout, zadal se cil
vyzkumu ménit. Jako potfebné se zadalo jevit studium delich fetdzc vlivu
(chains of influence) oproti poubému studiu vztahu mezi dvéma jedinci a plivod-
ni dvojice (dy4da) se zadala chdpat pouze jako jeden z prvkd mnohem propraco-
van&ji strukturované socilni skupiny. ' :

Zmény pohledu se postupné stdle vice prosazovaly, a to z mnéha divodii. Jed-
nak zévéry vyvozené ze studie Decatur ~ a pozd&jii studie Elmira — odhalily, Ze
sami ndzorovi videi velmi &asto pripoustéli, e jejich vlastni rozhodnuti byla
ovlivn¥na dal¥imi lidmi.? Jevilo se proto jako opravn&né uvaZovat ve vztazich
typu ndzorovi videi ndzorovych vided (opinion leaders of opinion leaders)*
Ukazalo se rovnéZ, %e ono ndzorové viidcovstvi nemite byt pokladano za jakysi
charakteristicky povahovy ,rys' (trair), ktery je nékterym lidem vlastni a jinym
nikoli, byt zmifiovana volebni studie z roku 1940 méla ob&as tendenci pfiklandt se
k podobnému nézoru. Naopak, jako opodstatngny se jevil fakt, Ze nazorovy vidce
mé vliv v uréitém &ase a ve vztahu ke specifickym oblastem. Jeho vliv se mize

'8 Dv& tletiny téch, kiefi byli oznadeni za ovlivndné, potvrdily nejen, %c k diskusi mezi nimi a danou
osobou skuteéng doslo, ale osmdesat procent z nich déle potvrdito, 7¢ obdrzeli radu, Toto styrzeni viak
bylo mnohem ménd vyrazné ve vEcech tykajicich se vefejnych zdleZitosti ne v oldzkich spojenych
s nikupem ¢i oblékdnim, Tamtéf, str. 149-161 a 353-362.

19 CésteEng to zpiisobila iemoZnost lokalizovat lidi, kteFi byli jmenovani, &dstetn® se na tom podilela
i neschopnost respondentit bliZe urdit ty osoby, kters je ovlivnily, co2 se jevi jako pachopitelné napfi-
klad tehdy, pokud se jednalo o napodobovani ddesu u Zen apod. Tumtés, str. 362-363,

0 Tumtés, str. 318; Berelson, Lazarsfeld a McPhee, cit, d., str. 110.

Ve studii Decatur se tento aspekt na jednom mist¥ skuten& zkoum4, BliZe viz Katz a Lazarsfeld, cir,
d., str, 283-287. '
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projevit jen diky faktu, Ze ho ostatni &lenové skupiny k takovému dkonu vybavili
,pravomoci®. Pro¢ jsou uriti jedinei vybrani, neni vzano pouze na demografické
znaky (socidlni status, pohlavi, vék apod.), ale vztabuje se rovn€Z ke struktufe

a hodnotdm skupin, do nichZ oba —t]. ten, kdo nazory formuluje, a ten, kdo je pfi- '

jima — patfi. Proto Jze napfiklad porozumét necekanému nérstu poétu mladych
muzi mezi nazorovymi videi v tradiénich skupindch v okamZiku, kdy tyto skupi-
ny musi &elit takovym novym situacim, jako je urbanizace a industrializace, pouze
na pozadi starych a novych modeld socialnich vztahl uvnitf dané skupiny a musf
uplatnit i znalosti starych a novych modeli postoji této skupiny vi& vnéjSimu
svétu.22 Jasn&j$i formulaci této koncepce urychlilo hlub$f studium literatury tyka»
jici se vyzkumu malych skupin.??

Jed(& jedna skuteénost ovlivnila podobu daliiho sm&rovani nového vyzkumné-
ho pfogramu. Studie Decatur jasng ukézala, e zatimco v souvislosti s mddou
(modnim stylem) 1ze hovofit o roli rozlignych jednotlivych vlivit na rozhodovdn{
jednmlivc&, neni dany typ vyzkumu vhodny pro studium médy jakoZto souhrnu
téchto viivi ~ mddy jakoZto procesu §iyent vlivu. Nebrala totiZ v dvahu konkrétni
obsah rozhodnuti ani faktor &asu. Rozhodovéni téch, ktefi méni ,mddu’, jim¥ se
studie Decatur vénovala, mohlo vést ke vzdjemnému vyrudenf vlivu: zatimeo pan{
X prenesla zménu z modniho stylu A do médniho stylu B, pani Y mohla p‘r’enégt
zménu z médniho stylu B do stylu A. To, co plati 0 m6dg, plati i pro ostatnf pfi:
pady §ifeni nazorii; abychom je mohli studovat, je nutné vystopovat jeden kon-
krétni prvck a sledovat jeho 3ifeni v Ease. Spojeni z4jmu o proces ifenf informa-
ci se studiem role propracovangjSich socidlnich komunika&nich siti dalo vzniknout
novému vyzkumu, ktery se soustfedil (1) na konkrétni prvek, (2) jeho Sffen(
v Zase, a to (3) prostfednictvim socidlni struktury dané komunity jako celku.

3. Studie o Sient lékil -

Tato studie vznikla ve snaze uréit, jak se lékati rozhoduji, jaké nové 1éky budou
doporutovat syym pacientim. Kdy% se pfi navrhovani podoby stud‘ie doslo
k tomu, Ze lze tfeba vzit v potaz i moZnou dlohu interpersondlniho viivu mezi
Iékafi navzajem, zadalo byt najednou jasné, Je 1ékaft je tak malo (sotva jeden aZ
jeden a piil na tisic obyvatel), Ze 1ze docela dobfe vést rozhovor se viemi pfislu-
niky 1ékafského povoldni (popfipadg se viemi, jejichZ specializace se pfedmétny

1 Viz napk, prace Eisenstad, cit. d., a Glock, cif, d.; stejn¥ tak studie Rovere kladla diraz na struktu-

ru socidlnich vzaht a hodnot, které jsou vlastni skuping ,vlivnych', a zamy$lela se i nad rizdymi ces-

tami, jimiZ se uplatnénl vlivu otevird riznym typiim lidi. ‘
B Prehled obsaZen v prici Kalz a Lazarsfeld, cit, d
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produkt tyka). Pak nenf pochyb, Ze se ve zkoumaném vzorku objevi viechny dvo-
jice téch, kdo radi, i t&h, kdo rady pfijimaji. Viechny takto zji§téné pary tak bude
moZné zaclenit do ¥ir§iho socidlniho seskupeni lékafti, které lze méFit sociome-
trickymi metodami, ‘

Rozhovory s pfisluSnymi specialisty prob&hly ve étyfech méstech stfedozipa-
du. Vedle otazek tykajicich se zazemi, postoji, vyuZivani 1¢kd, vlivi, kterym jsou
vystaveni a z nichZ Serpaji své informace apod., byl kazdy z lékatts dotdzan i na
Jjména tii kolegd, s nimiZ se spoledensky nejiast&ji styka, dale na jména tii kole-
gi, s nimiZ nejéast&ji probira své lékaiské pFipady, a nakonec na jména (i kole-
gil, na néZ se obraci s Z4dosti o informaci a radu,?

Vedle pfileZitosti zmapovat sitd mezilidskych vatahti vyzkum poskytl rovnéz
ddaje o dalSich dvou dileZitych faktorech, nutnych pro opravdové studium §ifeni:
prvnim je nutnost vénovat pozornost specifické jednotlivosti v procesu, kdy je priji-
ména, druhym je zazham jejiho roziifovani v &ase. Tohoto cile bylo dosaZeno pro-
véfenim ddaji ziskanych z recepti, které byly shromaZd&ny v mistnich lékamach ve
studovanych méstech, Diky tomu bylo moZné zjistit, kdy poprvé kady konkrétni
lékat predepsal specificky typ nového léku ~ 1éku, ktery se stal oblfbenym a firoce
uZivanym n&kolik mé&sict pfed tim, neZ vlastni vyzkum zapocal, Kazdy lékaF tak
mohl byt hodnocen jednak podle toho, jak rychle se rozhod! inovaci pfijmout, a jed-
nak v kontextu daldich informaci ziskanych reviz{ 1ékatskych predpisi,

Ve srovnani s pfedchozimi ranymi studiemi poskytla studie o lécich a jejich
Si¥eni objektivn&j¥i soubor dat tykajicich se otdzky rozhodovéni, a to jak ve smys-
lu psychologickém, tak sociologickém, Piedeviim se ukazalo, %e ten, kdo &ini roz-
hodnuti, nenf jedinym zdrojem informaci, které se jeho rozhodnuti tykaji, Poui-
telnd objektivni data lze rovn&Z ziskat z receptit. Déle se ukazalo, Ze roli n'xznych.
vlivil je moZné vymezit nejen na zaklad® rekonstrukce udalosti, kterou provede
ten, kdo se rozhodoval, ale i na z4kladé objektivnich korelaci, z nich 1ze vydedu-
kovat tidaje o intervencich vztahujicich se k pfedmétnému toku vlivu, Ukdzalo se
napfiklad, Ze mezi lékafi, ktefi pfijali novy 18k dfive, je daleko vic téch, ktefi se
li¢astni vyjezdnich setkdni pofadanych mimo misto jejich piisobent.

Podobné je moZné usuzovat o spolegenskych vztazich ovlivitujicich rozhodovi-
ni Iékaf) nejen na zéklad® viastni vypovédi 1ékafe, ale i na zdkladé vidaji ziska-
nych ,z umisténi‘ konkrétniho 1ékafe v sitich interpersonalnich vztahd, mapova-
hych sociometrickymi otdzkami. Sociometrick4 data tak klasifikuji 1ékafe podie
jejich integrace do lékatské komunity & na zakladg jejich vlivu v komunitg, jeni

% viz pozndmka & 6,
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je méfen Cetnosti, s niZ se o nich zmifiuji kolegové jako ’o.pfélelich. par[nereglxl
v rozhovoru a konzultantech. Mohou byt rovnéz klasiﬁkc')'\/a?l‘podle svéhoélcnslx"l
v & & oné skuping, respektive ,8kole’, k EemuZ slouZi 'Z_]lit.cn}, l.cdo S?. 0 plch Zl:’lll;
fuje. Prvni metoda umotiiuje zjistit, zda vlivngjsi 1ékahvpruah c‘Sl n.ep,ruah’datx.y é
dfivc neZ ti méng vlivni. Druhym typem analyzy lze napriklafj zpsut,'z'da lleka'n pat-
fici do stejné podskupiny pouZivaji stejné 1éky stejnyn.l zpumbemf]"mkoh. tedy
zda maji & nemaji stejny pristup k vyuZivani léki, \{zmkfi .lak V(il.ne_]ﬁl. prozto: prc;
pfechdzeni od dajl ziskanych na zdkladé vlastni V'ypO‘Ve(?‘l 'lékaru na‘{]edr'l 5 cr)z:jn-
k idajiim objektivngjsfm, pfitemZ oba soubory dat se ty‘kajl jak vlas.tm o razhodo
vini 1ékatl, tak vlivu, kterému jsou pii svém rozhodovani vystav?m. —
Je viak tfeba zdvérem pfipomenout, Ze zakladni sitd s,ociélmc’h \:'zta 1, ;1;: 4:
bylo v této studii pouZito, byly zmapovany dfive, neZ zaéql viastni vyzkurm hi en“
nového 1éku. Tim ma byt fedeno, Ze piatelstvi, konzultace a p’o<?obntf. v%ta(g slﬁ
zaznamenavaly nezdvisle na jakémkoli konkrétn.im E'ozhodn‘ut;. jez lekt.lr u tn.l .
Studie se proto vénuje potencidlpimu vy‘znamuvr'uznych Eéstl' téchto SC"CIEm]:t;'lc-
kych struktur pro pienos viivu. Je moZné naprll‘clad vymez‘lt ty éé;u 8 ut gifi/:
které jsou ,aktivovany' v okamZiku zavadéni not"e_ho léku, a nﬂsl?dr.\. ;;ops.;ivc;éi
ni 1éku prostfednictvim tdaji o tom, jak je 1ék pfijfmén konkrétnimi jedno P
skupinami v rdmei dané komunity. Zatimco studie l?ecatur mohla po]‘:zekr?mm;
7e se ji podafi provéfit konkrétni osobnf vztah, }cte‘ry ‘sc?rél v :if\n.ém 5lon 'ft i
razhodovéni daleZitou roli, studie vénovan ¥ifeni léka ux.noznu'Je :/ leni 1:1: 0
osobini vztah do celé sitd potenciding relevantnich vztaht, v nichZ jsou ickari
pevné zakotveni. ‘

Zjisténi studii, které nasledovaly po‘The People’s vc'hgl?e-sledkﬁ

Poté, co jsme p¥ibliZili podobu studif, které: naslc?ovaly. po zve'reJ.n ni vy ok
vyzkumu The People’s Choice, je tfeba udinit dal§1.krcik 'a sezndmit s(;a se :zctteé l:'z
odpovidajicimi hypotéze o dvoustupiiovém ko.m\fmkacmm“toku: B;he uPi:) ,e‘;v
vrilit se proto ke Ifem kategoriim, které se objevily v souﬂv;slos.tl s. e . D N
Clioice a o nich? jsme se jiZ zminili vyge: (1) dopad osol?nfho \{!wu, ’(2) to§ (?Toﬁ:*
nfho vlivue (3) vztah nazorovych vided a masovﬁc‘h médii. Z]1§vlén1 ze v fc h é
naslednych studif, kterd jsme pravé pfibliZili, 'stcjné jako zdvéry formu m;:p.
v tzv. studii Elmira z roku 19482 a dalgich studlich,Pudeme prezentzviat sou h:;-‘
né. PFi vyhodnocovini jednotlivych zji§ténije.\‘/§ak tfeba mit na paméti rysy cha-
rakteristické pro kaZdou ze zpracovanych studii.

 Berelson, Lazarsfeld d McPhec, cit. d.
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Dopad osobniho vlivu

1. Osobni viiv a viiy masovych médii. Studie z roku 1940 naznatavala, Ze osob-
nif vliv se promita do volebniho rozhodovéni vice nes, viiy masovych médii, a to
zvI&8t& u tEch, ktefi zménili sviij nazor v priibéhu volebpi kampané. Studie Deca-
tur §la dal a pokusila se provéfit vzdjemny pomgr dopadu osobniho viivu a maso-
vych médii ve tfech dal§ich sférach: pfi nakupovinl, v médé a pfi navitévé kin,
I v ni se podafilo doloZit — na zaklad informaci poskytnwtych témi, kdo se roz-
hodovali, a s vyuZitim zhodnoceni relativni 4&innosti riziych médii, ktera vstu-
povala do procesu utvafeni rozhodnuti —, %e osobnf viiv se objevoval nejen gasté-
Jii ale byl i u&inn&j3f neZ jakékoli z masovych médii, 26

Je tfeba zdiraznit, Ze studie o vyuZivani 16kii nepfistupovala k otdzce pomérné
G€innosti riznych zprostedkovateli informace z pohledu samotnych lékafd, ktefi
by rekonstruovali, co je k pfedmé&tnémiu rozhodnuti dovedlo. Srovnava pouze &et-
nost zminek o riiznych zprosttedkovatelich, pridemy je ziejmeé, 7e kolegové zdale-
ka nejsou nejéast&ji zmifiovany zdroj. Pi zjitovéni faktord, Jjez ovliviiuji, jak brzy
¢i pozd€ konkrétni 1ékaf pfijal novy 16k, v¥ak vyplynulo, Ze nejditleZit&jim fak-
torem ovliviiujicim rychlost pfijeti je mira zalen&ni léka¥e do lékarské komunity,
Jinymi slovy plati, Ze &m Eastji byla konkrétni osoba uvadéna kolegy jako pfitel
¢i partner v diskusi, tim pravd&podobngji bude dan4 osoba inovitorem, jenZ pod-
nitil pfechod na novy lék. Prokazalo se, Ze rozsah integrace do komunity je diile-
Zitgj3i faktor neZ viechny ostatni faktory spojené s profesnim zazemim lékati
(vék, absolvovan 8kola, piijem pacientit) &i jakykoli jiny zdroj viivu (tEeba Eetba
lékatskych Zasopist).

Podrobn&jsi studium vyznamu integrace pro inovaci pfeneslo pozornost na dvé
tstfedn{ témata: (1) interpersonalni komunikace — lékafi, kiefi jsou vice zapojeni
do Zivota 1ékai'ské komunity, a lze je tedy ozna®it za vice integrdvané, jsou mno-
hem vice v kontaktu s novinkami a jdou s dobou: (2) spolecenskd podpora ~ léka-
fi, kteff jsou vice integrovéni, zaZivaji rovng? vitsi pocit bezpeéi, pokud se maji
vystavit riziku spojenému s inovacemi v medicing.?’ Studie o ¥ifeni 16k iak pro-
kdzala, Ze i pfi rozhodovéni o &ist& odbornych problémech hraji osobni vztahy
vyraznou roli,

2. Homogenita ndzoru v primdrnich skupindch. Uinnost mezilidskych vztahd

% Katz a Lazarsfeld, cit. 4., str. 169-186, ' ,
¥ Vatahiim mezi socidlni integracf a sebevidomim v pracovnim procesu se vénuje napfiklad price

P M. Blau (1955), The Dynamics of Buréaucracy. Chicago: University of Chicago Press, str. 126-129
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pfi uplatfiovani vlivu, jak ji zachycuji rozebirané studie, se ,odré'ii \J h‘omogeni.té
nazortt a jednani primérnich skupin. Ze samotné definice primérnich skupl‘n
vyplyva, ze komunikagnim prostfedkem je zde osobni kontakt. C.)bé v_olebni studie
dokladaji vysoky stupefi homogenity politickych ndzort &leni .mdm, spolupra-
covnik a pFatel. Vykonnost téchto skupin pfi potlatovani potcn‘cxéln_ich o'd(':hylejc
a vraceni jejich nositeld zpatky do fady doklada skuteCnost, Ze mezi \:Ollél, kte{i
v pritbdhu kampan& zménili svoje voliZské zdméry, bylo velké mncﬁs_lw té?h, k-tcrg
na zatatku kampang uvedli, Ze maji v dmyslu volit jinak neZ jejich prételé &
rodinni pfislu¥nici,?® ' )

Rovné? studie o lécich byla schopna svymi zji§t&nimi potvrdit znaZnou miry
homogenity v chovéni lékafd, u nichZ se sociometricky prokazaly vz‘éjemné vvzt:i-
hy, Zjistilo se nap¥iklad, Ze je-li lékaF pfivoldn k n&jaké vice matouci _c}.mrobe, m4
sklon predepsat stejny Jék jako jeho socio‘metricky zji§tény,ko}ega. Stejnf‘é tE‘lk stl{-
die prokézala, Ze sociometricky spojeni lékati zacali pfed;:plsovat‘dz‘lrfy 1ék pfi-
blizng ve stejnou dobu. Tento fenomén homogenity nézorﬁ a chovaru 1'nleraktiv~
nich jedinci, ktefi se dostali do nejistych a nejas‘nyd} situaci, v m,chz.s;:9 musi
rozhodovat, je Zasto pfedmétem zajmu sociologd a socilnich psychologii.

3. Riizné role médii. Volebni studie z roku 1940 rovnéZ zkoumala néklvt?ré‘dﬁvo-
dy, které by mohly vysvétlit, pro& je osobni vliv pfi zm&n& nazorl dﬁleillé‘]?i ne.i
masova média: Sasto nebyva motivovan n&jakym dlelem; je prui{x)’/ (p':‘nzp‘usobxn
vy): da se mu divétovat, Studie naznaluje, Ze masova média éasté}'x hraji roli toho,
kdo posiluje jiZ existujici pfedpoklady a jiZ pijatd rozhodnuti. Presto'sc ukdzalo,
7c oba tyto komunikagni prostfedky — tedy masovd média a osobni styky — si

navzdjem konkuruji v tom smyslu, Ze pfijaté rozhodnuti je ovlivnéno bud' jednim,

nebo druhym. Ke stéjnému zdvéru se pfiklonila i studie Decatur, byt s_)e rovr}éi.
pokusila ukézal, Ze riznd média hraji v procesu rozhodovén.i rﬁzn9u rol‘lva v seri.1
nasledujicich vlivih zaujimaji pfedem dané postaveni éas.téjl. Studie o §1rf3n1. 1éki
propracovala roli prostfedniki je3ts vice a rozlisila média, ktera poskytujf ,infor-
mace', a média, ktera legitimuji ,rozhodnuti‘. Pfi rozhodpvéni lékaf tak profesnf
média (kam jsou zahrnuti i kolegové) hraji legitima&ni roli, zatimco komerén|
média hraji roli informaéni.

3 | azarsfeld, Berelson a Gaudet, cit. d., str. 137-145; Berelson, Lazarsfeld a McPhee, cit, d, str. 94

N oo i j i & nestrukturovand
¥ problematice jedinch vystavenych nutnosti rozhodovat se a jednat v siﬁu_ncn pro n& ne: ang;
jejich snaze vy{voﬁl si adekvétni ,socidln{ realitu’, se v&nuje ve své ;_micn E, Durk_helm. Kurt Lcw?n
a jeho zak H, S. Sullivan (,kopsensualni vyhodnoceni* — consensual validation), Sherif, Asch a dal¥i,
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Tok osobniho viivu

Volebni studie z roku 1940 zjistila, Ze ndzorovi vadci nejsou soustiedéni do
vy$3i spoleCenské tfidy, nybrz jsou tém&F rovnomérma rozptyleni v kaZdé socilni
skuping a vrstvé. Nasledné studie se proto sna¥ily provafit miru pravdivosti toho-
10 zavéru i v jinych oblastech rozhodovani nez je volebni kampaii. Sou&asné se
rovn&Z pokusily zjistit, co odliuje nazorové viidce od 1&ch, kieré ovliviiuji,

Z probiraného souboru vyzkumi je zfejma jedna véc — s tim, kdo bude ovliviio-
vat a kdo bude ovliviiovanym, méa hodné spoleéného charakter zalezitosti, jez je
predmétem ovliviiovani. Studie Rovere naznadila, Ze v rozsahlé $kale rozhodovani
o vefejnych otazkéch existuje specificka skupina osob, které maji rozhodujici vliv
v lokalnich* zdleZitostech, a jin, jejiZ &lenové jsou pokladani za vivné v zdlezitos-
tech ,kosmopolitnich*.*® Studie Decatur naznaduje, ¢ kuptikladu v otazkéch naku-
povani jsou nédzorovi viidci koncentrovéni mezi star$imi Zenami majicimi velké
rodiny, zatimco v médnich zdleZitostech a pii vyb&m filmi to jsou mladé, svobod-
né divky, kdo ma vyrazné vys3i $anci, Ze se na n&j budou obracet s 4dosti o radu.
Navic se prokézalo, Ze k ur&itému presahu ve viidcovsivi dochazi jen ve velmi ome-
zeném pottu piipadi: jedinec, ktery je v urgité véci pokladan za ndzorového videe,
jim jen velmi zfidka byva i v jiné, nesouvisejici zale¥itosti.?!

A prece, i kdyZ je mezi Eleny urgité skupiny - jak tomu bylo pfi studiu ndkup-
niho chovéni ve studii Decatur — vyrazna koncentrace vidcovstvi, vysledky stej-
né naznaduji, Ze lidé ze vicho nejvice mluvi s t8mi, kiefi jsou jako oni, TakZe
viidei ve véci nakupovani z fad star§ich manZelek s podetnymi ,rodinami* ovliv-
fluji i jiné typy Zen, ale nejvice je jejich vliv zaméfen na stejné staré Zeny sc stej-
né& velkymi rodinami, Ani v souvislosti s ndkupy, s médou, ba ani pii vybéru filinh
se neprokazala vyrazn&jii koncentrace vlivnych jedincii v n&které ze (i sociang-
ekonomickych rovin. Pouze pfi rozhodovéni o vefejnych zéleZitostech byla kon-
centrace vidcovskych typl vyrazn&j§i ve vy§i spolefenské vrstvé a bylo moné
alespofii do jisté miry prokdzat i jisty tok vlivu smérem k niz§im spolecenskym
vrstvam. RovnéZ studie Elmira prokazala stejnou koncentraci nazorovych vided
ve viech socidlnéekonomickych i profesnich skupinich a potvrdila, Ze rozhovory
vztahujici se k volebni kampani probihaji prednostnd mezi Jednotlivci stejného
veku, zaméstndni, a témi, kdo sdileji podobné politické nazory.

Co vede ke koncentraci urgitého typu nazorovych viideii v uréitych skupinich?

0 Merton, cit, d,, str. 187-188.

31 Souhmny plehled zavérh vyplyvajicich ze studie Decatur obsahuje price Katz a Lazarsfeld, cir. o,
str, 327-334, ‘
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A jestli jsou si ovliviiujici a avliviiovany tolik podobni -ato podle v§eho. velmi
&asto jsou -, &im se vlastn& od sebe 1i3] (pokud viibec nécim)? Zda se, Ze vliv jako
takovy souvisi: (1) s personifikaci urcitych hodnot (o koho se jedna); (2) & kom-
petenci (co tato osoba znd); (3) se strategickym socidinim zakotvenim (koho znd),

Socialni zakotyenf Ize dale d&lit na dvé skupiny podle toho, koho dany jedinec znf

uvnitf dané skupiny a koho zna ,venku’. |

Viiv velmi &asto usp&iné plsobi, protoZe ovlivigni se sami chtéji ovliviiujicim
v co nejvétsi mo¥né mife podobat.’ Skute&nost, Ze mladé, svobodné divky maji
rozhodujici slovo v otdzkach médy, je snadno pochopitelné v kultufe, kt¢r{t mléc'li
a mladicky vzhled pokladé za nejvy$si hodnoty. Je to priklad vlivu, u nghoZ nej«
vice zdleZi na otdzce ,0 koho se jednd', : '

Neméng diileZité je i ,co dotyénd osoba zné*.> Lze pokl4dat za pfirozené, Ze star-
& Zeny jsou diky své vét§i zku¥enosti vyhledavany jako poradkyné pfi nikupech a'is,
specialisté v oblasti interni mediciny ~ ktefi jsou Jhejvédedtdisi’ ze V§E:,Ch p.ralcuc~
kych Iékati — jsou nejéast&ji uvadéni ostatnimi lékafi jako nézorovi vidci. Stejné tak
Jz¢ pochopit vliv mladych lidi, pokud jde o vybér filmového predstaveni, VCthl:v‘
me-li v iivahu jejich vB(§i obeznamenost se svétem pohyblivych obrazkd, Studie
Elmira sice prdkdzala ponkud vy$¥i koncentraci ndzorovych videld mezi vzdéla-
néj¥imi jedinci v kaZdé ze socidlngekonomickych skupin, aviak i ona Pouk&zala na
vyzham kompetence. Viiv kosmopolitd* ze studie Rovere lze vysvétlit na zékladd
pfcdpokladh, %e se jedn4 o jedince disponujici vE¥im mnoZstvim infomaci.

Presto nestati, aby jedinec byl pouze osobou, kterou cht&ji ostatnf napodobit,
nebo aby byl pouze kompetentni, Je tfeba byt rovnéZ piijatelny. Studie Decatur

odhalila jako diileZity znak spoleenskost (gregariousness), tedy ano Jkoho &lovék
znd", kterd je vlastni viem typim viidcovstvi. Poznatky ze studie Rovere ukazaly,

je videi s ,mistnim* vlivem jsou umist&ni ve stfedu sité mezilidskych kontéakti,
Podobng i studie zam&fetié na to, jak koluji povésti, prokézaly, Ze ti, kdo se nd
Septandg aktivnd podileji, jsou ,spoleZensky aktivni jedinci*.

DiileZitost faktoru ,koho &lovék zna‘ neni pochopitelné zaloZena na prostém
podtu lidi, s nimiZ j’e dany nazorovy vidce v kontaktu, Z4leZ{ i na tom, zda je ve
styku s lidmi, ktefi se zajimaji prdvé o tu oblast, v niZ je jeho vidcovstvi vyhledd-

2 Tepto fakt rovne? ilustiuje skutednost, Ze se vidci v urgitém smysly jevi jako ngjkonfqrmnéﬁ[ c‘Jc»
nof/gnsl\?é vlz:stni skupiny —Jbez ohledu na normy a hodnoty, které tato s.kupinn Sd'ﬂL Emp;rické doklae
dy podava studie: C, P. Marshal, A, L. Coleman (1954), Farmars' Practice Adoption Rates in Relatjon
19 Adoption Rates of Leaders, Rural Sociplogy, 19, str. 180-183. _ . .

B Rozlidovéni mezi tim, ,co* a ,koho* konkrétnf jedinec znd, bylo uZito Mértonem, cit. d., str. 197,

M G. W, Allport, L. J. Postman (1943), The Psychology of Rumor. New York; Henry Holt, str. 183,
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véno. Je proto zcela zfejmé, ze vEtli zdjem ndzorovych videl o problém, s nimz
spojuji sviij vliv, neni ve skutegnosti dostatednym vysvétlenim jejich vlivu. Zatimco
jak volebni studig, tak studie Decatur prokézala, e videi maji skuteéng véti zdjem
o dany problém, posledné jmenovana studie rovné% predvedla, %e samotny zdjem
neni faktorem determinujicim.33 V otdzkich médy napfiklad plati, Ze mlada, svo-
bodnd divka mé4 pravd&podobng mnohem vEI3i viiv na své okoli ne stard matrona
se stejnym z4jmem o médu, Diivodem tidajng je, Ze takovd divka znd mnohem vice
lidi se stejnym zaujetim pro véc, kte¥f se na ni proto obrati o radu, neZ ona postarsi
déma, byt by jeji zdjem o médu byl srovnatelny, Jingmi slovy jednoznané plati, ze
byt vidcem vidy vyZaduje dva — videe a nésledovnika,

;Koho Elovék zna* vak ma je¥td jeden dileZity aspekt. Jedinec se miZe stat
vlivnym nejen proto, Ze se ostatni ¢lenové jeho skupiny na n&j obraceji s 7adosti
o radu, ale i s ohledem na to, koho tento jedinec znd mimo viastni skupinu,’ Jak
studie Elmira, tak Decatur potvrdily, ¢ ve véfejnych zdleZitostech jsou mufi
nézorovymi videi &astéji neZ Zeny, nebol maji vét§i prileZitost dostal se mimo
domov a potkévat tak v&t§f mnozstvi lidi. Vysledky studie Elmira rovnéZ naznati-
ly, Ze nézorovi viidci ve srovnani s ostatnimi patfi do vice organizaci a Eastéji znaji
aktivné pisobicf jedince, kiefi se podileji na Zinnosti politickych stran apod. Stej-
né tak lékafi, ktefi se zaslouZili o rychlejsi §ifeni nového léku, se Zastdji Gastnili
vét§ich setkani s kolegy mimo své vlastni plisobi¥té, méli v&t§i kontakty i s dalgi-
mi misty, &asto velmi vzdélenymi. Zajimavy je rovn&¥ zavér studie vEnované ino-
vitorim v zem&dé&lstvi, ktefi se podileli na prosazovani hybridnich osiv. Vyzkum

prokézal, Ze tyto viidce lze charakterizovat i relativng vy&Si einosti jejich cest
mimo mésto.”’

Ndzorovi vitdci a masovd média

Treti aspekt spojeny s hypotézou o dvoustupiiovém toku komunikace hovoi
o tom, Ze ndzorovi viidci jsou ve srovnani s t8mi, které ovliviuji, vice vystaveni
pusobeni masovych médii. Studie The Peaple’s Choice tento piedpoklad doklada
poukazem na nakladani s médii (media behavior) u videt a ne-vide.

¥ Kotz a Lazarsfeld, cit. d., str. 249-252,

3 Zajimavé je, Ze fada pract odhalila, %e nejvice integrovani jedinci v danych socidlnich skupinch jsou
rovné? jedinci s nejvyraznéj¥imi kontakty vné dané skupiny, Dalo by se odckdvat, ¢ by tyto kontakty
1éli mit spide jedinci pohybujici se vice na okraji skupiny. Blife viz Blau, cir. d., str. 128,

" B, Ryan, N. Gross, Acceptance and Diffusion df Hybrid Seed Corn in Two lowa Communities.
Ames, lowa: lowa State College of Agriculturé and Mechanic Arts, Research Bulletin 372, str. 706-

707, Souhrnnd zprdva otiténa v: B. Ryan, N, Gross (1942), The Diffusion of Hybrid Seed Corn in
Two lowa Communities. Rural Sociology, 8, sir. 15-24,
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Studic Decatur potvrzuje dané zjisténi a jde jedté dale. Snai se studovat i dva
dalgi aspekty této myslenky.’® Vychdz{ z predpokladu, Ze viidci uplatiiujiof se v pife
sluné sféfe viivu (modé, vefejnych zédleZitostéch apod.) jsou velmi pravd8podobns
vystaveni vlivu t&ch médii, jez odpovidaji pfisluiné sféfe. Studie Rovere tento fakt
podporuje zji§t&ntm, Ze ti, kdo prokézali, Ze maji vliv v ,kosmopolitnich* otazkéch,
byli vétSinou Etendfi vyznamnych zpravodajskych asopist. Neplatilo to viak viibec
pro osoby majici vliv ve sféfe ,lokalni', Studie Decatur rovn&z ukdzala, Ze pfinej-
mensim v oblasti médy jsou viidci nejen vice v kontaktu s masovymi médii, ale %e
jsou jimi soucasné i vice ovlivnéni ve svém vlastnim rozhodovéni. V jingch oblas-
tech, jimnZ byly vyzkumy vénovény, se toto zjiiténf neobjevuje, nebot pres faki, fe
jsou nazorovi viidei i v tEchto pfipadech vystaveni vét§imu vliva médii oproti ogtat-
nim, objevuje se uddvany osobni vliv jako nejduleZit&jsi faktor ovliviiujici jejich roz-
hodovini. Z toho Ize dovodit, Ze v n&kterych oblastech rozhodovén( je tfeba zpdtné
vystopovat velmi dlouhy Yetézec osobnich vlivd, nikoli pouze predpokladanou
dyadu, neZ sc projevi skutedné rozhodujici vliv masovych médif; i kdyZ v mnoha
okamzZicich jo mozné vysledovat jejich podpiimy viiv, Tento z4v&r nabidla i studie
Elmira, kterd zjistila, Ze adkoli byli viddei vice vystaveni plisobeni médii, rovnés das-
&ji yvadeli, Ze vyhledavali informace a radu u jingch osob.*

Stejné zjisténi prinesla i studie o $ifeni 1éku. Vlivni 1ékafi byli s vysokym stup-
ném pravdépodobnosti také ast&j§imi &tenafi velkého poétu odbornych Zasopisi,
které souCasné - na rozdil od 1¢kafl s prokazatelné mensim vlivem - i vysoce oce-
fiovali. Na druhé strans viak stejng Zasto jako jini lékafi uvadgli, Ze nejblizsi kole-
gové jsou pro hé vyznamnym zdrojem informaci a rad, pokud mé&li uéinit n&jaké
konkrétni rozhodnuti,

Studie rovn&Z ukazala, Ze 1ékafi s v8(8im vlivem vénovali vét8i pozornost nejen
lékafskym Gasopisiim, ale stejné tak se vyrazné zajimali o viechna odborna setké-
ni konana mimo oblast jejich plsobeni a vyhledévali mnohem vice i osobni{ kon-
takty. O tomto zji§téni jsme se jiZ zminili v pfedchozim textu v souvislosti s¢
strategickym umisténim nizorového viidce vzhledem ke svétu ,vné* jeho skupiny.
Zvazime-li toto zji¥téni v kontextu dvah o vlivech masovych médii, 1ze dovodit,
Je vBt§i vystavenf nazorovych viddeti masovym médiim miZe byt pouze zvla¥tnim
piipadem obecngjiho predpokladu, podle n€hoZ nézorovi vidci slouzi jako spoj-
nice skupiny, jejimiZ jsou Eleny, s odpovidajicim okolim bez ohledu na to, kterd
média (tedy zprostfedkovatelé) se jevi jako vhodnéd. Toto dosti obecné tvrzen!

¥ Katz a Lazarsfeld, cit. d., str. 309-320.
¥ Berelson, Lazarsfeld a McPhee, cit. d., str. 110,

96

odhaluje podobné funkce velkych méstskych denikd pro ty, kieti byli rozhodujici-

" mi osobnostmi pii $ifeni mady ve studii Decatur; ve studii Ravere plaily tuéz

funkei pro ,kosmopolitn{* vlivné jedince vyznamné zpravodajské Zasopisy; pro
1ékafe to byla velkd odborn4 setkani; pro farmafe-inovitory v-Iow&*, stejné juko
pro novou generaci mladych ndzorovych viidedl v nerozvinutych oblastech na
celém sv&td* hraly stejnou roli kontakty s méstem,

Zavéry

Pres veSkerou odli¥nost (vofi tyto vye uvedené vyzkumy uritou jednotu ve
smyslu kontinuity zkoumén{ a kumulace ovéfenych teoretickych poznatkt, Dame-
li dohromady zavéry, které se objevily v nov&jSich studiich, a porovname-li je
s piivodni, star¥i hypotézou o dvoustupfiovém toku komunikace, vznikné nasledu-
jici obrézek.

Nizorovi videi a lidé, které ovliviiuji, jsou si velmi podobni a je pro né Zasté
a typické, Ze patii ke stejnym primarnim skupinamn zahrnujicim rodinu, pFétele a spo-
lupracovniky. A&koli lze pfedpokladat, Ze nézorovi vidci budou mit ve srovnéni se
syymi nasledovniky vyraznéj¥i zdjem o témata, v nich? se projévuje jejich vliv, je
naopak vysoce nepravd€podobné, Ze zdjem ovlivnénych bude za zajmem wviidci
vyraznéji zaostévat, Ob& skupiny — tedy vlivni i ovlivnéni ~ si mohou své role v riiz-
nych oblastech zdjmu prohodit. V&tina t&chto oblasti soustreduje pozornost skupin
na néjakou ¢ést vnéjsiho svéta, s nimZ ma skupina co do &inéni a je tedy prednostni
fankef nazorovych viideh dostat viastni skupinu do kontaktu s touto relevantni Sasti
prostiedi, a to pomoci jakychkoli vhodnych médii. V kaZdém pfipadé ale také plati,
Fe pravé vlivni jedinci, a& jsou vystaveni velkému vlivu médii, z velké &4sti nejsou
primérn€ ovlivnéni komunikanimi médii, nybrZ pfece jen jinymi lidmi, '

Hypotéza o dvoustupiiovém komunika&nim toku klade tedy zfejmé& hlavni diiraz
na jediny aspekt mezilidskych vztaht, a to pojeti mezilidskych vztahti jakoito
komunikagnich kanald. Z n&kolika studii, jim% byl na¥ pfehled vénovan, viak
vyplyvd, Ze pfesné stejné mezilidské vazby ovliviiuji tvorbu rozhodovéni pfinej-
mensim dvéma dalSimi zplsoby. Krom& toho, ¥e slouZi jako zaklad komunikace,
jsou mezilidské vztahy rovn&Z zdrojem tlaku na pfizpisobeni se my3leni a jedna-
ni skupiny a soufasn& zdrojem socidlni podpory. Pisobeni skupinového tlaku

%0 Ryan a Gross, cit. d., se rozhodli vysvEtlit ,cesty do mésta* jako zndmku netradi&ii orientace, jiZje
ostath® i sama vile k inovaci. Ve studii o 3ifeni lekd sehrfly stejnou roli cesty na setkdni, cesty do Sko-
licfch center apod. Posledn& jmenované byly rovn&Z uvadény vlivnymi lékaki a 1ékaki-inovitory jako
kliéovy zdroj doporuteni a rad,

4! Bli%e chystand publikace Lerner a kol ¢it. d.
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zeela zjevng prokazaly studie vénované homogenité nazori a jednanf voliéd i 1éka-
fir v podminkéch nejistoty a nejasnosti. Studie o Sifeni novych 1ékd potvrdila, e
socialni podpora vychézejici zefaktu, %e lékati jsou integrovéni do urdité (ékatskd
komunity, jim dava pocit jistoty a umoZiiuje jim pfijmout novy 1ék. Interpersonél-
ni vztahy jsou tak (1) informaénimi kandly, (2) zdrojem socidlniho tlaku, (3) zdrp-
Jem socialni podpory. Kazda z téchto moZnosti se vztahuje k procesu rozhodovis
ni ponékud odli¥nym zplisobem.*?

Hlavnim metodologickym problémem viech uvedenych studii je, jak vzit
v potaz a zkoumat interpersondini vztahy a soufasn& zachovat hospodirnost
a reprezentativnost, které dovoluje nahodného reprezentativniho vzorku, Odpovéd
Ize ziskat tim, e se od jedinct v daném vzorku Z4d4, aby uréili ty, s nimi% pfi-
chézeji do styku (Elmira), nebo lze provadat ,nabalujici se* rozhovory s Sleny dy#d
ovliviiujici-ovlivn&ny (Decatur), popfipad& je. moZné uskute&nit rozhovory se
viemi ¢leny dané komunity (studie o gifeni 1€kh). Dalsi studie, které budou nésle-
dovat, se pravdépodobn& budou pohybovat ndkde mezi t&8mito dvéma pély. Pro
vét8inu studii se v8ak jevi jako vhodné vytvorit kolem kaZdého individualnthd
atomu ve vybraném vzorku v&t8f & men3i socidlni molekuly.?

N

2 Tyto rozdilné dimenze mezilidskych vztaht doklddajf rovn% studie, v nichZ se mitfeme setkat
s takzvanymi Sistymi typy' kaZdé z (Echto dimenzi. Studie Septandy ukazuji rozmér Jkandlg': viz
napiiklad J. L, Moreno (1953), Who Shall Survive. Beacon, New York: Beacon House, str. 440-450,
Studie L. Festinger, 8. Schachter, K. Back (1950), Social Pressure in Informal Groups. New York: Har-
per and Bros, je dokladem druhé dimenze, a price Blau, cit, 4., str. 126-129, se vice vénuje tieti dimen-
zi, tj. ,socidlni pudpofe'.

© Rizné cesty, jak providét podobné vyzkumy, byly v postednich dvou letech soudst! pracovnich
semindit o vziahové analyze' Centra pro aplikovany socialni vyzkum (Bureay of Applied Social Rese-
arch). Studic S. M, Lipset, M. A, Trow, 1. S. Coleman (1956) pod titulem Union Democracy. Glencae,
I1l.: The Free Press, je ukdzkou jednoho z moZnych sméri vyzkumu; jingm dobrym piikladem je préce
Riley a Rileyov, ¢it. d.
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Masovéa média ve vefejném zajmu:
hleddni rdmce norem pro chovani médii”
DENIS McQUAIL

Vzdejme se ,teorii tisku®

Ugelem tohoto pojednéni je posunout diskusi o teorii médii (i tisku) o par
krokd dal za fazi stagnace, v niZ se ocitla v poloving tohoto stoleti, kdy se Siroké
pozornosti 1€§ila my§lenka socialni teorie tisku & pro tisk, zvla§té v dile Sicberta
a jeho spolupracovniki (1956), krafejicich ve stopach Americké komise pro svo-
bodu tiskt (Hutchins 1947). Seibertova préce byla &4stcéné obhajobou liberalniho
modelu reformovaného svobodného tisku chovajiciho se v moderni demokracii
;odpovédné', ale byla také kodifikaci jednotlivych etap d&jin tisku (od ,autoritas-
ské* k ,libertaridnské') a sou€asn& oznadovala rozdil mezi zdpadnimi, svobodny-
mi modely (at uZ odpov&dnymi, nebo ne) a sovétskym komunistickym modelem,
v némZ maji média zfeteln uréené funkee ve spoleénosti, a to funkce propagito-
ra, vzdélavatele, podnécovatele (mobilizer),

Cyfi teorie tisku* (,,Four Theories of the Press") jsou asto citovany jako
vychozi rimec, Autor této stati, ve snaze vzit v potaz dalii skuteZnostl a dalsi
modely, dodal dal¥i dvé teorie — ,vyvojovou’ a ,demokraticke-participaéni’
(McQuail 1983). Merrill (1971) jiz dfive namitl, Ze ve skuteSnosti jsou v vztahu
mezi'stitem a tiskem jen dva zasadni typy rozdilnych teorii, autoritafska nebo liber-
taridnska, coZ je nahled, ktery mizZe ziskat jistou podporu jak od konzervativnich
kritikd jakychkoli zasahii do svobody médii, tak od n&k(erych kritickych teoretiki,
ktefi zahrnuji zavedena (established) média, al stitni nebo soukroma, do jedné
,autoritdfské* kategorie. Hachten (1981) dodédvé ke dvéma z pivodnich &Lyt kon-
cepci (ke komunistické a autoritaiské) jesté koncepee ,rcvohi"éni‘, ,Jfozvojovou’
a ,zdpadni‘, Altschull (1984) Fik4, Ze v postatg existuji tFi modely, tedy ,tr#ni*, mar-
xisticky* a ,rozvijejici se', jez odpovidaji rozdélenf na tfi ,svéty* — prvni, druhy
a tfetl. V Altschullove pojeti kazdy ze systémi — oviem rozdilnym zpisobem -
zajiS(uje, aby média byla odpovédnd svym chleboddrciim, a kazdy md ponékud
odli¥ny nahled na to, co povaZuje za konstitutivni prvky svobody a odpovidnosti.

* D, McQUAIL (1992), Mass Media in the Public Interest: Towards a Framework of Norms for Media
Performance. In: J. CURRAN, M. GUREVITCH (eds.), Mass mediu and society. New Yark; Rout-
lzdge, str. 68-81. Publikovéno s laskavym svolenim autora.
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Between media and mass/the part played
by people/the two-step flow of
communication

Elihu Katz and Paul F. Lazarsfeld

From Kal?., E. and Lazarsfeld, P E (1955) Personal Influence: The Part Played
by People in the Flow of Mass Communications, The Free Press, Glencoe, IL,
pp. 15-42, 309-20,

Between medja and mass
Mass media research: the study of ‘campaigns’

Mass media research began, and as it proceeded, it became traditional to |

divide the field of communications research into three major divisions,
Audience research ~ the study of how many of what kinds of people attend
to a given communications message or medium ~ is, historically, the earliest

of the divisions, and still the most prolific. The second division is that of

content analysis, comprising the study of the language, the logic and the
layout of communications messages. And finally, there is what has been called
effect analysis or the study of the impact of mass communications.

For some purposes, this three-way division is useful. For other

purposes, however ~and, notably, for the purpose at hand ~ it is misleading -

because it obscures the fact that, fundamentally, all of communications
research aims at the study of effect. From the earliest theorizing on this subject
to the most contemporary empirical research, there s, essentially, only one
underlying problem — though it may not always be explicit — and that is,
‘what can the media “do”?' [... .] ,

We have been talking as if effect were a simple ¢oncept when, in fact,
there are a variety of possible effects that the mass media may have upon
society, and several different dimensions along which effects may be
classified. ’

We are suggesting that the over-riding interest of mass media research
is in the study of the effectiveness of mass media attempts to influence -
usually, to change - opinions and attitudes in the very short run. Perhaps
'this is best described as an interest in the effects of mass media
campaigns’ - campaigns to influence votes, to sell soap, to reduce prejudice,
Noting only that there are a variety of other mass media consequences which
surely merit research attention but have not received it, let us proceed with
this more circumspect definition clearly in mind: mass media research has

LI L LUEE I FHL L L S iteay Jpow)

aimed at an understanding of how, and under what conditions, mass media
‘campaigns’ (rather specific, short-run efforts) succeed in influencing opinions
and attitudes. '

Intervening variables and the study of effect

If it is agreed that the focus of mass media research has been the study of
campaigns, it can readily be demonstrated that the several subdivisions of
research — audience research, content analysis, etc. - are not autonomous
at all but, in fact, merely subordinate aspects of this dominant concern. What
we mean can be, readily illustrated. Consider, for example, audience research
~ the most prolific branch of mass media research. One way of looking at
audience research is to see it only as an autonomous research arena, concern-
ed with what has been called fact-gathering or book-keeping operations.
We are suggesting, however, that audience research may be viewed more
appropriately as an aspect of the study of effect, in the sense that counting
up the audience and examining its characteristics and its likes and dislikes
is a first step toward specifying what the potential effect is for a given medium
or message.

One might say that the intellectual history of mass media research may,
perhaps, be seen best in terms of the successive introduction of research
concerns — such as audience, content, and the like — which are basically
attempts to impute effects by means of an analysis of some more readily
accessible intermediate factors with which effects are associated.

However, these factors serve riot only as a basis for the indirect measure-
ment or imputing of effects: they also begin to specify some of the
complexities of the mass communications process. That is to say, the study
of intermediate steps has led to a better understanding of what goes on in
a mass.media campaign - or, in other words, to an understanding of the
sequence of events and the variety of factors which ‘intervene’ between the
mass media stimulus and the individual’s response. Thus, each new aspect
introduced has contributed to the gradual pulling apart of the scheme with
which research began: that of the omnipotent media, on one hand, sending
forth the message, and the atomized masses, on the other, waiting to receive
it ~ and nothing in-between.

Four intervening variables in the mass communication process

The four variables we shall consider contribute, under some conditions, to
facilitating the flow of communications between media and masses and,
under other conditions, to blocking the flow of comriunications. It is int this
sense, therefore, that we call them intervening,?

First, there is the variable of ‘exposure’ (or ‘access’, or ‘attention’) which
derives, of course, from audience research.” Audience research has shown
that the original mass communications ‘model’ is not adequate, for the very
simple reason that people are not exposed to specific mass media stimuli
as much, as easily, or as randomly as had been supposed. Exposure or non-
exposure may be a product of tech ... .gical factors (as is the case in many
pre-industrial countries),* political factors (as in the case of totalitarian



countries), economic factors (as in the case of not being able to afforda TV
set), and especially of voluntary factors - that is, simply not tuning in. In
the United States, it is, typically, this voluntary factor that is most likely to
account for who is in the audience for a particular communication message,
Perhaps the most important generalization in this area - at least as far as
an understanding of the process of effective persuasion is concerned - is
that those groups which are most hopefully regarded as the target of a
communication are often least likely to be in the audience. Thus, educa-
tional programmes, it has been found, are very unlikely to reach the
uneducated; and good-will programmes are least fikely to reach those who
are prejudiced against another, group; and so on.’ It is in this sense that
we consider the mere fact of exposure itself a major intervening vatiable
in the mass communications process. .

A second focus of mass media research which developed very early was
the differential character of the media them selves. The research which falls
into this category asks the general question: What is the difference in the
effect of message X if it is transmitted via medium A, B or C? The appearance
of Cantril and Allport’s (1935) book, The Psychology of Radio, called attention
to a whole set of these ‘media comparison’ experiments. Here, type-of-medium
is the intervening variable in so far as the findings of these studies imply
that the process of persuasion is modified by the channel which delivers the
message.”

Content - in the sense of form, presentation, language, etc. s the third
of the intervening variables on our list. And while it is true that the analysis

of communications content is carried out for a variety of reasons, by and

large, the predominant interest of mass media research in this area relates
to the attempt to explain or predict differences in effect based on differences
in content. To be more precise, most of the work in this field imputes
differences in intervening psychological processes — and thus, differences
in effects - from observed differences in content.” Content analysis informs
us, for example, of the psychological techniques that are likely to be most
effective (e.g. repetition, appeal to authority, band-wagon, etc.); the greater
sway of ‘facts’ and ‘events’ as compared with ‘opinions’; the cardinal rule
of ‘don’t argue’; the case for and against presenting ‘one side’ rather than ‘both
sides’ of controversial material; the ‘documentary’ vs the ‘commentator’
presentation; the damaging effect of a script at ‘cross-purposes’ with itself;
etc. Important techniques have been developed for use in this field, and the
controlled experiment has also been widely adopted for the purpose of
observing directly the effect of the varieties of communications presentation
and content. The characteristic quality of these techniques is evident: they
concentrate on the ‘stimulus’, judging its effectiveness by referring either
to more or less imputed psychological variables which are associated with
effects or to the actual ‘responses’ of those who have been exposed to tontrol-
led variations in presentation.,

A fourth set of mediating factors, or intervening variables, emerges from
study of the attitudes and psychological predispositions of members of the
audience, insofar as these are associated with successful and unsuccessful
campaigns. In this area, mass media research has established very

— that an individual's attitudes or pre_disposiﬁons can modlfyl, or 50?33?2:3
completely distort, the meaning of a given message. For exlarpp f,ea }zlr\ gd g
peréon whose attitude toward an out-group is strongly }e]n r nss-i ! may
actively resist a message of tolerance in sgch a way thlat t (z ;net h;%ub’e C)E
even be perceived asa defence of prejudice or as irretevant to j
judice entirely. '
ofﬁrset);x;i ;acrior attitzdes on issues must be'studied, 50 athtude; Eoy;/arg t:::
media themselves must be accouqted for if we are fully to uf? ;t'rse?q?z d the
role of psychological predispositions in mgl‘ci'xfyln.g‘ the _eu thlev ness of
communications. Here research on predispositions joins V\l{\l \ e p vious
subject of media differences. Thus, many people regard t e'rta loi?fion re
trustworthy than the newspaper, and others have the OPROS;_» e og ion. In
the same way, in man?' of the highly pol.mcxzef:l countries abroad, here s
a great intensity of feeling about the relative trustworthiness nc‘)jti ]ust o
several media in general but of each newspaper and each ra d0 s ixv ton.”
Similarly, attitudes toward the sources to which mform‘at:qn an nee are
credited are likely to affect the acceptance of a mass mec;\? mesfs?gre.Sti e
very large number of studisls which fall under the heading of ‘prestig
' ion’ bear on this problem.
Suggefitrl,otll‘\eze, we have e}jcaxnined four intervening factors — expgsure‘ ?ell\ci
predisposition from the receiving end, media _di-fferences an " iol;‘etter
differences from the transmission end ~ and each gives a somew z:j Detter
idea of what goes on in between the media and the masses to.mof x%/ the
effects of communications.’ That is, eac.h time a new intervening facto e
found to be applicable, the complex workings of the mass persua?ort\ psrcl:c:ve
are illuminated somewhat better, revealing how many different bac C}; v
to be attuned in order for a mass communications message ht‘oh ee ecCherb:
Thus, theimage of the process of mass commurications with w xcb ro;sea;re hers
set out, that the media play a direct 1nﬂue‘ncmg rple, has hilq to be mc(i)r
more qualified each time a new intervening variable was discovered.

The part played by people .
ot . . ien of 1940,
During the course of studying the presidential election campaign
it ltl)reca%ne clear that certain people in every stratum of a community servg
relay roles in the mass communication of election information an
influence. ‘ ' . ]
mﬂTl;\is ‘discovery’ began with the finding that radio and the printed pagcci.
seemed to have only negligible effects on actual vote decisions an
particularly minute effects on changes in vote decisions. [ . ]

The opinion leader idea and the two-step flow of communication

i i i le
investigate this problem, particular attention was paid to those peop
'{3}11;1 changed theirgote-intention during the course pf the c_am;zf\lg;\;‘:/]\;lvxveer;
these people were asked what had con}nbutgd to their deds(xion, ! ’eflal‘ nswer
was: other people. The one source of influence that seemed tobe d‘- ad
nf all athers in determining the way people made up their minds was



selves, other data and hypotheses fell into line. People tend to vote, it seems,
the way their associates vote: wives like husbands, club members with their
clubs, workers with fellow employees, etc, Furthermore, looked at in this
way, the data implied (although they were not completely adequate for this
new purpose) that there were people who exerted a disproportionately great
influence on the vote intentions of their fellows. And it couild be shown that
these ‘opinion leaders’ - as they were dubbed - were not at all identical with
those who are thought of traditionally as the wielders of influence; opinion
leaders seemed to be distributed in all occupational groups, and on every
social and economic level,

The next question was obvious: who or what influences the influentials?
Here is where the mass media re-entered the picture, For the leaders reported
much more than the non-opinion leaders that for them, the mass media were
influential. Pieced together this way, a new idea emerged - the suggestion
of a ‘two-step flow of communication’. The suggestion basically was this:
that ideas, often, seem to flow from radio and print to opinion leaders and
from them to the less active sections of the population.

The traditional image of the mass persuasion process must make room
for ‘people’ as intervening factors between the stimuli of the media and
resultant opinions, decisions and actions.

We might say, perhaps, that as a result of investigating and thinking about
the opinion leader, mass communications research has now joined those
fields of social research which, in the last years, have been ‘rediscovering’
the primary group.'® And if we are correct, the ‘rediscovery’ seems to have
taken place in two steps, First of all, the phenomenon of opinion leader-
ship was discovered. But then, study of the widespread distribution of
opinion leaders throughout the population and analysis of the character
of their relations with those for whom they were influential (family, friends,

co-workers) soon led to a second idea, This was the idea that opinion leaders

are not a group set apart, and that opinion leadership is not a trait which
some people have and others do not, but rather that opinion leadership is
an integral part of the give-and-take of everyday personal relationships, It
is being suggested, in other words, that all interpersonal relations are potential
networks of communication and that an opinion leader can best be thought
of as a group member playing a key communications role. It is this elaboration
— that is the tying of opinion leaders to the specific others with whom they
are in contact - that completes the ‘rediscovery’. [. . ]

The two-step flow of communication

Formulated first in The People’s Choice, the hypothesis suggests that ‘ideas
often flow from radio and print to the opinion leaders and from them to
the less active sections of the population’.™ But since this formulation, and
the eviderice to substantiate it, were based only upon one kind of opinion
leader — people who were influential for othérs during the course of an
election campaign - we do not yet know whether the hypothesis is applicable
to opinion leadership in other realms as well. In this chapter, then, we want
to compare the media behaviour of opinion leaders and non-leaders to see
whether the leaders tend to be the more exposed, and the more responsive

t comes to influence stemming from the mass media, In general,

oup wheni ntiated jn each of the arenas of

we shall find that the hypothesis is substa
influence with which we are concerned.

Opinion leadership and exposure to the mass media

i b
. 'IL]is plain from the table that inﬂuen‘he;lls of fYTr%h t{;];et{\e:?\ ;r:alre%%r ex:ugrrr:) ueFr)
i ot influential. . -lead

of magazines than those who are n A e s, e ines and
i in its ranks many fewer readers o or ! i "
lt?lf;?sd g:le, too, the Table 16,1 shows, when education is ta}l:en. t1rt\)teo ;Zcr?q:tri‘ng,
In other words, then, opinion leaders in each arena - whether lt e markeling,
fashions, politics or movie-going — tend to have greater conta an |
l:aders with the features and advertisements in'Amerlga 3 rtrl\fagtaﬁs e

When we turn from magazines to other rpedla, we fin y ; n-lead'ers:
the same phenomenon holds true that is opinion leaders exceed n
in exposure. [. . .]

Leaders tend to exceed non-leaders in number of hours of radio listening,

too, although the differences are quxite fmall antccl’ lr;gtp a;lmiﬁacr]o;zitst?:é.v?:g
movie leaders of both educational levels seem e p cul ly atienfive o
k i -educated marketing ana fa de
radio, together with the lower-e ; shion Jeacers
: ] in the latter two realms, p ep
However, the well-educated leaders B e spent
i t exceed the non-leaders in
leaders on both educaltéonal leve'lg, dono AL
isteni i 1leaders, furthermore, are y group
listening to the radio, ” The political leac o oadlercdo
i n-leaders in movie-going; a
which does not exceed the non-lea O o very realm tond
i safely be stated that the opinion lea y!
toIl?esrLrl\rcr)‘J.:éthCin}\\ly’ex)I;OSed to the nLass mec.llgéi thantf‘ra(i itsl:i tr:c?:t :ﬁﬁ;&iﬁ t
whi ' t these variations, :
e et of osd d with another, we have not
ia habits of one kind of leader as compare r, §
;ﬁﬁkﬂ%‘gplicitly about the relationship between such variations and the
different content of the several media.

L.

Table 16.1. Opinion Jeaders read more magazines than non-l.eaders

Low education

‘ : i i Movie Non-
ketin Fashion  Public affairs -
ﬁlalg;l;?t:;f i\g:c;eis & leaders  leaders , leaders leaders
5 or more 41% Zg% 23% ig% 33%
59 .
118055‘7?: "o (91) (79) (30) (64) (270)

i tion ’ ' ]
lt;/[h;grtll:t‘ii:gca Fashion  Public Affairs  Movie {\Jogers
leaders leaders leaders lela‘;iers ge”a%

5 or more 65% g?% g?% ;9 b :1 7
' 35 ]
llfi)sg‘;a]‘:n g (75) (80) (50) (58) (146) |




Opinion leadership and mass media effect

50 far we have scen that the opinion leaders tend to be both more generally

exposed to the mass media, and more specifically exposed to the content

mast closely associated with their le i
‘ adership. Presumably this
f';l;]::c:};]u :e. Ct{m'n fll)ecortr‘xe]s a component - witting or unwitting -)-] of theigwcfﬁ:;ecg
suchintiuentials transmit to others. As a result of indin
| h . the
lciglffnhof -tht two-step. flow of communication’ gains c‘redenzg fndings, the
wortl?t 1;75’ far‘as the idea of the ‘two-step flow’ takes us. Yet it would seem
worth lv;l nl]; kt;) ‘r;:]rcc))rc;e?d o,nefstip further, to see whether opinion leaders
actua use’ of their greater media expo i i
decisions. We want to see whether opinion | R only mponelr oW
\ inion leaders are not onl
to the media - which is all that th f hesrs pan e posed
dia e two-step flow hypothesis clai
compared with non-leaders thvely more afocied b
e wi rs, whether they are relatively more affected by
Let us consider this possibility i ‘
Letus. °r thi y in the case of fashions Specifi
;1;%595 Ehe-re{lgvant influences that went into the maldfgcol?ct(—;}éybwii\?gn
”L‘c;] erst_ ??cxsxons and compare them with those factors whichpwerg
inf cﬁfrrs\ ;an dor norlu~ledaders. g‘hus, Table 16.2is a comparison of those fashion
3 > and non-leaders who, upon reporting som ¢ n thei
clothes, hairdo, make-u eod who or what B ther
othes, , -up style, etc., were asked: ‘wh h
this change to you?', For each I ion, the table resche tre
) you?', evel of education, the table re
percentage of a!l influences named which were personal inﬂuencelzoaﬁii :!}:e
pe(r)centage which were mass media influences. k )
Wh()anig: tllcyv: ::! :dgcaﬁor}\\, Table 16.2 clearly indicates that fashion leaders
A some change were more influenced i i isic
by the mass media, and less b oot it decisions
( other people, tha h
the non-leaders. Although ¥ ver D the differences in ths tapie e
comsistent thrmnenend! \gh not very large, the differences in the table are
As we expected, the data for ceti
, ; d, tl marketing and also for o)
inconclusive; that is, the several channels of influence impinrg(;J :)/Let}g\;g llggdael;:

Table 16.2. Fashion leaders are i fl i
penple than s nor easrd influenced more by mass media and less by ather

_Perce'nt of all inﬂﬁences
menhoned (recent changers only)

Low education High education

‘Who or what Fashion N ; Non-

. on-fash i N
suggested change? leaders leaders 10# lfzaaasc}ilé?: lf:;}c;‘eig
Heard or saw , ‘

somebody 40 ,
Mass media 42 % g?% Z.Z.% 47%

Total influences
(=100%) | ' (164) o (308) (135) (250)

in much the same way as they do upon the non-leaders. Contrary to our
expectations, however, the public affairs leaders do not behave like the fashion
leaders either. If anything, these leaders are more likely than non-leaders to
report personal influence as the more significant component of their recent
opinion changes. In other words, although each of the leader types is more
exposed to the media than non-leaders ~ and, presumably, therefore more
likely to incorporate media content into the influences they pass on -
nevertheless when it comes to crediting the media with impact on personal
decisions, only the fashion leaders significantly exceed the non-leaders in this.
It is interesting to ask why the public affairs leader, whom we expected
to make more use of her greater, media exposure in her personal decisions,
tends to rely less, not more, on the media than non-leaders, It may be,
perhaps, that our sample contains a disproportionately large number of ‘local’
rather than ‘cosmopolitan’ leaders, and that the latter - if our data permitted
us to examine them separately — would in fact show greater media impact
in their decisions. Or, it may be that the effect of the media in public affairs
waould be more clearly visible if we traced the networks of interpersonal
influence further back; in other words, we might find that the next step -
that is, the opinion leaders of the opinion leaders — are the ones who form
opinions in more direct response to the media. Or, it might be that we would
have to go back several steps before we found the link between the
interpersonal networks of public affairs opinion and disproportionate mass
media effect. Compared with the realm of fashions at any rate, one is led
to suspect that the chain of interpersonal influence is longer in the realm
of public affairs and that ‘inside dope’ as well as influencing in specific
influence episodes is much more a person-to-person affair. In any event,
the different combinations of media and personal influence which go inta
the several opinion leader roles we have examined, seem to corroborate much
that, to date, has been merely speculative as well as pointing to new lines
of research on the flow of influence.

In sum, there is need to enquire not only into the media exposure patterns
of apinion leaders and the extent to which their own opinions and decisions
are shaped by the media, but also into the different kinds of 'uses’ to which
the media are put by leaders in each realm, as compared with non-leaders.

Notes

1. Lazarsfeld (1948), for example, has distinguished 16 different types of effects
by cross-tabulating four types of mass media ‘stimuli’ and four types of audience
‘response’. The responses are classified along a rough time dimension - immediate
response, short-term effects, long-term effects and institutional change, This
classification makes clear, for example, that an investigation of the effect of Uncle
Tom's Cabin on the outbreak of the Civil War calls for particular kinds of concepts
and particular research tools and that this kind of effect must be distinguished
from a study of the effect of print on Western civilization, on one hand, and a
study of the effect of a subway car-card campaign on prejudiced attitudes, on
the other. Many of the substantive statements about mass media,research findings
in this chapter are based on this paper and on Klapper (1950).

2, Our use of this phrase should not be confused with the le;hnical usage in the



s
-

10.
11.

factor which is introduced to ‘interpret’ a cotrelation between two factors to
which it (the ‘test’ factor) is related. See Lazarsfeld and Kendall (1950) for a full
discussion of this usage. For a discussion of the widespread usage of this term
in psychology, see Tolman (1951), pp. 281-5.

» For reviews of some of the major findings of audience research in radio, news-

papers, mavies and television, see Lazarsfeld and Kendall (1948), Minnesota
(1949), Schramm and White (1949), Handel (1950), Meyersohn (1953), Lazars-
fuld (1948). It is needless perhaps to reiterate that the findings of audience research
have an intrinsic value otheér than the one here discussed, and that the motivation
to do audience research is not exclusively to impute effects, Research on, say,
the likes and dislikes of an audience may be motivated by a desire to understand

what an audience wants in order to pitch a ‘campaign’ in the right way, and/or -
by a desire to study the characteristics of audience ‘tastes’ for the sake of testing _

some hypothesis in this realm. ‘ _
See Huth (1952) for a discussion of such factors as barriers to international
technical assistance and informational programmes,

- Examples of this phenomenon are documented in Lazarsfeld (1948) and Klapper

(1950).

- In a sense, one of the later sections of this book, The Impatt of Personal Influence

(Part 2, Section 2 contributes to this tradition by comparing the relative
effectiveness of personal influence with the influence of radio, newspapers and
magazines. See also Lazarsfeld, Berelson and Gaudet (1948, Chapters 14 and
16). : :

The authoritative work in this field outlining the technique of content analysis
and the several uses to which it can be put is Berelson (1951); this book also
fontains an extensive bibliography of content studies. For a report on the most
important series of experimental studies to date which, instead of imputing effects
from content, attempt to measure the relationship between content variation
and variation in effects directly, see Hovland, Lumsdaine and Sheffield (1949),
Statements of some of the ‘principles’ of effective propaganda can be found in
the publications of the Institute for Propaganda Analysis, e.g. in Lee and Lee
(eds) (1939), etc. For further discussion of ‘principles, see Krech and
Crutchfield (1948, Chapter 9).

- This motivated missing-of-the-point is documented in Cooper and Jahoda (1947).
For an illustration in the realm of public opinion on international affairs, see

Hyman and Sheatsley (1952) where the ineffectiveness of providing
favourable information lo people with initially unfavourable attitudes is
demonstrated. For a purely theoretical treatment of this same theme, see Katz,
D. (1949).

. Attitudes toward the comparative trustworthiness of the media were

investigated as part of a study by the Social Science Research Council (1947)
and in communications studies in the near and middle East by the Bureau of
Applied Social Research (1951),

For a review of these studies, see Asch (1952),

As has been noted earlier, together with the greater precision and increasing
predictive power of mass communications research where it takes account of such
factors, there has come an increasing scepticism about the potency of the mass
media. As research becomes bolder, it becomes increasingly easy to show that -
outside the range of marketing influences - mass media influence-attempts have
fallen far short of the expectations of the communicatots, This is notoriously the
case with regard to persuasion attempts in the civic and political areas. It would
be a mistake, however, to generalize from the role of the mass media in such direct,
short-run effects fo the degree of media potency which would be revealed if some
longér-run, more indirect effects were conceptualized and subjected to study.

Ldtee b b s raemstene eria o

. Lazarsfeld, Berelson and Gaudet (1948).

%g 'If?le ‘rediscovery’ of the primary group is an accepted'term by now, mfimtrl‘\%
to the belated recognition that researchers in many fields have ngefr\ 0 l
importance of informal, interpersonal rel.atgons ‘w}th;r} situations t(\)rmler ):
conceptualized as strictly formal and atomistic. It is rgdlscovery int el scn‘scui
that the primary group was dealt with so explicitly (though desg:nptxle y an
apart from any institutional context) in the work of pioneering rr;enﬁag
sociologists and social psychologists and then was s;lystgmahca}lyl ();\I(?II‘V([)O tgn
by empirical social research until its several dramatic rediscoveries.. ’:. efr ’
(1948, pp. 66-7) points out, and as we shall demonsltratg below, it was essentia ):
the ‘latent functions' of primary groups which were ‘rediscovered'. For agiz‘\ccoun
of early interest in the primary group as well as some of th(; stories of rediscovery
and of present-day research, see the aforementiont?d vSh}lS (1951) pgpc:'r. b

14. Lazarsfeld, Berelson and Gaudet (1948, p. 151). It is important to xsclipgumd
between the flow of influence and of information. The roles of media anlE
interpersonal sources in the spread of a news event 15 considered, for exam[;e
in Bogart (1950), Larsen and Hill (1954). See Whyte (1954) for ap exasr‘?p e;
paralleling our own, of the role of Wbrd-of:mot}th in the flow o cond. m
influenice together with suggestions concerning lmka’ges with mass me ;a.d N

15. ‘High education’ begins with high school graduates: ‘low education” include
all who have less than a complete high school education. N

16. The study was completed b(;fore the general introduction of television.

les are not shown here, ' _ "

i; ’IrITﬁZS;S? is based only on those who reported a recent fashion change (in }:lotlhtesl,
hairdo, makeup, etc.). The base figures under e.ach coluvrrgn represent tfe l? a
number of influences mentioned by each group in connection with their fashion

ecisions. )

19, gbi\trolling level of interest-that is, comparing equally 1r.\tergstgd Ieaderls( ir;ld

non-leaders on edch level of education ~ the differences still persist as markedly

as when educaﬁpn alone is controlled.
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The effects of mass communication
Joseph T. Klapper

From Berelson, B. and Janowitz, M. (eds) (1966) Reader in Public Opinion
and Communication, 2nd edn, The Free Press, New York, pp. 473-86.

Twenty years ago, writers who undertook to discuss mass communication
typically felt obliged to define that then unfamiliar term. In the intervening
years, conjecture and research upon the topic, particularly in reference to
the effects of mass communication, have burgeoned. The literature has
reached that stage of profusion and disarray, characteristic of all
proliferating disciplines, at which researchers and research administrators
speak wistfully of establishing centres where the accumulating data might
be sifted and stored. The field has growh to the point at which its practitioners
are periodically asked by other researchers to attempt to assess the cascade,
to determine whither we are tumbling, to attempt to assess, in short ‘what
we know about the effects of mass communication’.

The bases of pessimism

The pessimism, at present, is widespread, and it exists both among the
interested’lay public and within the research fraternity.

Some degree of pessimism, or even cynicism, is surely to be expected from
the lay public, whose questions we have failed to answer. Teachers, preachers,
parents, and legislators have asked us a thousand times over these past 15
years whether violence in the media produces delinquency, whether the
escapist nature of much of the fare does not blind people to reality, and just
‘what the media can do to the political persuasions of their audiences. 1o
these questions we have not only failed to provide definitive answers, but
we have done something worse: we have provided evidence in partial
sipport of every hue of every view. We have claimed, on the one hand,
and on empirical grounds, that escapist material provides its aydience with
blinders and with an unrealistic view of life,' and, on the other hand, that
it helps them meet life’s real problems.? We have hedged on the crime and
violence question, typically saying, ‘Well, probably there is no causalive
relationship, but there just might be a triggering effect':’ In reference fo
persuasion, we have maintained that the media are after all not so terribly
powerful,! and yet we have reported their impressive. success in
promoting such varied phenomena as religious intolerance,” the sale of war
bonds® belief in the American Way,” and disenchantment with Boy Scout

activities.® It is surely no wonder that a bewildered public should regard
Bl mermicions o vocsarch Fraditinon which supnlics. instead of definitive



answers, a plethora of r inconclusi i i
cogtradijctor};/ o elevant but inconclusive and at times seemingly
onsiderable pessimism, of a different order, is also to be expec ithi

the research fraternity itself. Such anomalous findings as hage ézix:vmg
above scemed to us at first to betoken merely the need of more penettat-
ing and rigorous research. We shaped insights into hypotheses and eagerly
sct up rescarch designs in quest of the additional variables which we were
sure would bnng.o'rder out of chaos and enable us to describe the process
of effect with sufficient precision to diagnose and predict. But the variables
emerged in such a cataract that we almost drowned. The relatively placid
waters of ‘who says what to whom’® were early seen be muddied by aucIiJience

predispositions, ‘self-selection’, and selective perception. More recent

studies, both in the laboratory and the social world, documerited the influence
of a ho]s,ut ofvothe‘r variables including various aspects of contextual organi-
zation; ™ the audiences’ image of the sources;' the simple passage of tig\e;{
the group orientation of the audience member and the degree to which he
values group membership;" the activity of opinion leaders;™ the social aspects
of the situation during and after exposure to the media, > and the dep ee
to which the audience member is forced to play a role;'¢ the persongrli
pattern of tl&e audience member;"” his social class, and the leyel of h%
frugtra,t_xgns; lthe nature of the media in a free enterprise system"{9 and the
availability of ‘social mechanism(s] for implementing action driw’/es' X The
list, if not endless, is at least overwhelming, and it continues to. grow,
Almost every aspect of the life of the audience member and the culture in

which the communication occurs seems susceptible of relation to the process

of communication effect. As early as 1948, Berelson, cogitating on what
was ‘then knawn, came to the accurate if perhaps moody conclusion
;hat some kinds of communication on some kinds of issues, brought to
the attention of some kinds of people under some kinds of condjtions
have some kinds of effects' It is surely no wonder that toda aftexl‘
another decade at the inexhaustible fount of variables, some reseZ’rcherS

should feel that the formulation of any systematic description of what

[ . N . . :
Fulbu ‘ed. ‘ ' | ‘

The bases of hope

This optimism is based on two phenomena. The first of these is a new

grlentauon toward the study of communication effects which has recently
ecome conspicuous in the literature. And the second phenomenon is the

emergence, from this new approach, of a few tentative generalizations.

(] ‘

The ‘phenomenistic’ approach

The new orientation, which has of cour i

n, wh se been hitherto and vari
form;J1 lated, can perhaps be described, in a confessedly ‘over-simpliﬂerélole}y
as a shift away from the concept of ‘hypodermic effect’ toward an appioaclx'

4o

which might be called ‘situational’ or ‘functional’* Because of the specific,
and for our purposes sometimes irrelevant, connotations attached to these
two terms, we will here use a word coined by the present author in an carlier
publication and refer to the approach as ‘phenomenistic’. > Whatever it be
called, it is in essence a shift away from the tendency to regard mass
communication as a necessary and sufficient cause of audience effects, toward
a view of the media as influences, working amid other influences, in a total
situation. The old quest of specific effects stemming from the communication
has given way to the observation of existinig conditions or changes, followed
by an inquiry into the factors, including mass comimunication, which produced
those conditions and changes, and the roles which these factors played relative
to each other. In short, attempts to assess a stimulus which was presumed
to work alone have given way to an assessiment of the role of that stimulus
in a total observed phenomenon.

Examples of the new approach are becoming fairly numerous. The so-
called Elmira® and Decatur® studies, for example, set out to determine the
critical factors in various types of observed décisions, rather than to focus
exclusively on whether media did or did not have effects. The Rileys and
Maccoby focus on the varying functions which media serve for different
sorts of children, rather than enquiring whether medid do or do not affect

-them.? Some of the more laboratory-oriented researchers, in particular the
Hovland school, have been conducting ingeniously designed controlled
experiments in which the communication stimulus is a constant, and various
extra-communication factors are the variables.

It is possible that the phenomenistic approach may so divert our attention
to the factors with which mass communication is in interplay, or to the fact
that interplay exists, that we forget our original goal of determining the effects
of mass communication itself. For example, the effects of mass communication
arelikely to differ, depending upon whether the communication is or is not
in accord with the norms of groups to which the audierice members belong,
The effects of fantasy and of media depictions of crime and violence are
likely to have different effects among children who are primarily oriented
toward different types of groups. This is valuable information which
contributes greatly to our knowledge of the processes and types of mass
communication effect. But if research is to provide socially meaningful
answers to questions about the effects of mass communication, it must inquire
into the relative prevalence of these different conditiohs under which mass
communication has different effects.

It must be remembered that though mass communication seems usually
to be a contributory cause of effects, it is often a major or necessary cause and
in somie instances a sufficient cause, The fact that its effect is often mediated,
or that it often works among other influences, must not blind us to the fact
that mass communication possesses qualities which distinguish it from oher
influences, and that by virtue of these qualities, it is unlikely to have
characteristic effects, Buf there seems some danger that attention may at imes
become too exclusively focused on the other factors to which the
phenomenistic approach points, and the dangers of such neglect must be

kept in mind.

[



Concluding note

[...] :
ketchy and imperfect as they are, these propositions regarding the process
and direction of effect seem applicable E) the effects of persuasive
communicatjons and to the effects of various kinds of non-persuasive media
content upon a wide range of audience orientations and behaviour patterns,
Furthermore, the mediating variables such as predispositions, group
membership, personality patterns, and the like, seem to play essentially
similar roles in all tHese various kinds of effects.

They do not, for example, cover the residuum of direct effects, such as the
creation of moods, except to note that such effects exist. They recognize, but
in no way illuminate, the dynamism of the variety of effects stemming from
such contextual and presentational variables as order, timing, camera angles,
and the like. They are less easy to apply, and are conceivably inapplicable,
to cerlain other broad areas of effect, such as the effect of the media upon
each other, upon patterns of daily life, and upon cultural values as a whole,
o be sure, we have spoken of cultural values as a mediating factor which in
part determines media content, but certainly some sort of circular relation-
ship must exist, and media content must in turn affect cultural values,

Such concepits suggest what is perhaps the greatest danger inherent in
the approach to communications research is the tendency to go ovérboard
in blindly minimizing the effects and potentialities of mass communications,
In reaping the fruits of the discovery that mass media function amid a nexus
of other influences, we must not forget that the influences nevertheless differ,
Mass media of communication possess various characteristics and capabil-
ities distinct from those of peer groups of opinion leaders. They are, after
all, media of mass communication, which daily address tremendous ¢ross- .
sections of the population with a single voice. It is neither sociologically
unimportant nor insignificant that the media have rendered it possible, ag
Wicbe (1952) has put it, for Americans from all social strata to laugh at the
same joke, nor is it insignificant that total strangers, upon first meeting, may
share valid social expectations that small talk about Lucy and Desi, or about
Betly Furness, will be mutually comprehensible, We must riot lose sight of
the peculiar characteristics of the media nor of the likelikood that of this
peculiar character there may be engendered peculiar effects.

We must remember also that under conditions and in situations other than
those described in this volume, the media of mass communication ma well
have effects which are quite different and possibly more dramatic or extensive
than those which have here been documented.

For example, the research here cited which bears upon mass commu-
nication of an instrument of persuasion has typically dealt with non-crucial
issues and has been pursued either in laboratories or in naturalistic situations
within a relatively stable society. Little attention has here béen given to the
potentialities of persuasive mass communication at times of massive political
upheaval or in situations of actual or imminent social urirest. Given the
rumblings of serious social malcontent - or, in terms of our current

orientation, given individuals with predispositions toward change,
unstructured as the envisaged change may be — mass communication would
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to investigate the possibility of such effects and of various other types of
effect which they believe mass communication may exercise upon political
opinion.

Some elections, furthermore, may be more ‘critical’ than others. Key (1955),
for example, notes that there is ‘a category of elections,’ including those of
1896 and 1928, in which

... voters are, at least from impressionistic evidence, unusually deeply concemed,
in which the extent of electoral involvement is relatively quite high, and in
which the decisive results of the voting reveal a sharp alteration of the pre-
existing cleavage within the electorate, Moreover, and perhaps this is the truly
differentiating characteristic of this sort of election, the realignment made
manifest in the voting in such elections seems to persist for several
succeeding elections,

The elections on which the classic voting studies focus are not ‘critical’ by
these criteria, but are rather occasions on which previously manifested

alignments held more or less stable. What role mass communication may

play in determining voters’ decisions before a ‘critical’ election is not yet
known.

Mass media may also have extensive but as yet undocumented effects
of various non-political sorts, We have already alluded, for example, to the
probable but unmapped interplay between the mass media-and cultural
values. To look more closely into one aspect of this matter, one might postulate
that the media play a particularly importarit role in the socialization and
acculturation of children. Such studies of children as are cited in this volume
have dealt with children aged five and older, and have focused on highly
specific attitudes or patterns of behaviour. But to what degree do the media
structure, even for younger children, the society and the culture which they

are entering? The influence of the media in’these respects is no doubt

modified by the influence of the family, of the school, and of peer groups;
but the question of ultimate media effect is complicated, perhaps beyond
the possibility of simplification, by the fact that the persons comprising these
very sources of extra-media influence are themselves exposed to and affected
by the media. The role and the effects of the media in the socialization of
the child can perhaps no longer be accurately assessed, but some concept
of its possible scope may be obtained by performing the mental experiment
of imagining the process of socialization occurring in a society in which mass
media did not exist. Qur knowledge of primitive cultures and of pre-media
years suggests that the present social system and the present culture are
at least in part a product of the existence of mass communication, and may
be dependent upon such communication for their contiriued existence.
One may also speculate on the possibility that some of the functions served
by mass communication may, perhaps indirectly and perhaps only after a
long period, have certain effects both upon the audience as individuals and
upon integral elements of the social structure, We have noted, for example,
that certain light media material, such as comic strips, serves certain audience
members by providing a common ground for social discourse. It is interesting
to speculate on what alternative systems of serving the same function may
be thereby replaced, may be reduced in importance, or may simply fail to
develop for lack of being needed. If no comic strips or other mass media

e
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lc;:,(a)l‘fnn?unication is to be described in socially meaningful terms, reSearle thé

also enquire into the relative prevalence of the conditions under which

several effects occur.

Notes

1. For example Arnheim (1944) and(i-‘lgirgz)og (1944).
le Warner and Henry . ' o .
g. '};'(})\rise;a;n tgpical conclusion of surveys of pertinent literature and comment, e.g,
“Bogart (1956, pp. 258-74). » -
4, Fgg exagnplellipzarsfeld and Merton (1948); Klapper (1948),

5. Klapper (1949, pp. I1-25, IV-52).

46). o 4
g. 'I\l{[lfgt :frflic(;cgy a)s well as the limitations of media in this regard are perhatps rfn&s; |
! exhaustively documented in the various urnclassified evajuation reports of the
ited States Information Agency. ‘ o
9 ‘[..Ja'nslstfvell proposed in 1946 (Smith, Lasswell and Casey, p. 121) that comrr}:u?é}cat:onlz
" research might be described as an inquiry into ‘Who says what, tl}:r’mrnrg}l‘x' w sw ?‘71 :f’ic
medi icati hom, [with] what . . . results’. This n ass
(meﬁla) Oy aapicd o izatiorial framework for courses and
: widely adopted as an arganizational Ir ' e
gg«;‘l:;ﬂ ZF ?er:\gi?lsgs in ct)llmmgnications research and greatly influenced research
orientations as well,
Hovland (1954); Hovland et al. (1957). ' .
}(1) gg: ee?caar;l;)llee Ivcl)evrton ((1946,) p- 61); Freeman,.Weeks anq Werlh)e}merf ([11?335
. Hovland, Janis, and Kelly (1953, Chapter i), which summarizes a senes of §
by Hovland, Weiss, and Kelman: ‘ _ e
12, Hyovlgxd, Lumsdaine, and Sheffield (1949) in re ‘slee
13 ;ifre Z:fz;mple Kelley and Volkart (1952); Riley and Riley (1951); Ford1 gg?f Katz
. and Lazarsfeld (1955) review a vast 1ite.raturi oln t:u: §ubied (pp. .
57) provides an exhaustive review o the topic. ‘
%‘5" Eg:igr’;pl)epﬁiedson (1953). For an early insight, see Cooper and Jahﬁ)daf (‘ L 3;%)1
16, Janis and King (1954), King and Jahis (1953), and Kel’man (1951;),. a“ :lv‘liclnel
' are summarized and evaluated in Hovland, Janis and Kelley (1953); als ael
and Maccoby (1953).
17. For example Janis (1
et al, (1959).

8. F mple Maccoby (1954). ‘ - -
%9. Fg; g::mgle Klapper (1948); Klapper (1949; pp- 1V~20-27); Wiebe (1952b)

20. Wiebe (1951),

per effects’ and ‘temporal

954); Hovland, Janis and Kelley (1953, Chapter vi); Janis
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b Herelson (1948, p. 172),

22 e by Lazuskdy A IHY 2 (15 2 D7) BB ot g

RN ii';\‘\‘ppcr (\957-1),

~b-Berelson, Lazarsfeld, and McPhee (19 . 234),

25, Katz and Lazarsfeld (1953). Rt p. 2

26. Riley and Riley (1951), and Maccoby (1954).

27, For example the experime
(1953), Hovland ¢f al. (1957), and Janis ¢ al, (1959).

28. Monopoly propaganda as practised

procedures, See, for example, Kazarsfeld (1942) Lazarstold and Merton (7948)
and Klapper (1948) and (1949, IV-20-27). In general, these writers suggest that
the monopoly propaganda continually reinforces the attitudes it espauses, while
simultaneously handicapping the birth and preventing the spread of
opposing views. The argument is logically appealing and has been advanced
as a conjectural explanation of various attitude and opinion phenomena, but
it has been neither substantiated nor refuted by empirical research, -

29, Key (1955, p. 4). :
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sven though it is classified as an important theory in the field of communica-
tion, diffusion of innovations theory has known practical application in many
other disciplines. Literally thousands of research studies have been generated

- in areas such as sociology, rural sociology, anthropology, economics, and med-

ical sociology.

Diffusion of innovations research, even though it involves message effects,
normally is not included beneath the heading of media effects research because,
in many cases, interpersonal rather than mediated communication characterizes
certain steps in the diffusion process. In some instances, however, media com-
munications play# fundamental role in the diffusion of an innovation, as you
will learn in Chapter 15 on communication campaigns. For this reason, a basic
knowledge of diffusion of innovations theory and relevant research should
prove helpful.

What is meant by the phrase diffusion of innovations? Diffusion is “the
process by which an inngvation is communicated through certain channels
over time among the members of a social system”; An innovation is “an idea,
practiee, or object perceived as new by an individual or other unit of adoption”
(Rogers & Singhal, 1996, p. 409; Rogers, 1995).

When it comes to diffusion of innovations, communication scholar Everett
Rogers wrote the book. It’s appropriately called Diffusion of Inngvations (1962,
1995). In this classic text, Rogers analyzed thousands of diffusion studies in var-
ious disciplines over the years and found certain similarities: All the studies
involved (1) an innovation, (2) communication from one person to another, (3)
a society or community setting, and (4) the element of time. '
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Level of
Adoption

Time
FIGURE 7.1. Classic diffusion curve.
Source: Adapted/Reprinted with the permission of the Free Press, a Division of
Simon and Schuster, Inc., from Diffusion of Innovations, Fourth Edition by Everett M.
Rogers, Copyright © 1962, 1971, 1983 by The Free Press.

Diffusion of innovations theory states that an innovation (i.e., an idea, new
technique, new technology) diffuses or spreads throughout sodiety in a pre-
dictable pattern. A few people will adopt an innovation as soon as they hear of
it Other people will take onger to try something new, and still others will take
much longer. The pattern is that of an S-shaped curve (See Figure 7.1).

‘When a new media-fechnology or other innovation is adopted rapidly by a

-great number of people, it is said to explode into being. Social scientists have bor-

rowed a phrase from physicists to describe this adoption phenomenon, the con-
cept of the critical mass. In physics, the critical mass has to do with the amount
of radioactive agents needed to produce a chain reaction. In mass communica-
tion, the critical mass describes the point when adoption of an innovation takes
off, when the greatest number of people begin to adopt it, and the dramatic
upward line on the S-shaped curve begins its ascent (See Figure 7.2).

Rogers and other diffusion researchers have identified five separate
innovation-adoption categories into which all people in a society will fall. These
are termed innovators, early adopters, early majority, late majority, and laggards.
Each group is discussed in the next section of this chapter:

Figure 7.3 shows the positions each of the adopter categories occupy on the
S-shaped curve, revealing the different rates of adoption for each group. This
S-shaped curve is actually the normal, bell-shaped curve that is distorted
slightly due to the plotting of innovation adoption over time.

In this chapter we first discuss the five categories of adopters that diffusion
scholars have identified. Next we examine the crigins and conceptual roots of
diffusion of innovations theory, and diffusion and adoption processes. We then

-describe some of the more important diffusion studies that researchers have

conducted through the years, especially those that have advanced communi-
cation research and our particular area. of focus, media effects. Finally, we

explore recent diffusion research, including the popular study of news diffu-

sion, and we plot future directions for diffusion research.

Diffusion of Innovations
i
Inflection ! Inflection
Point ™~ { Point
| Early |
, Majority ,
I i
. 1 1 ]
Innovators Early | .
t Majority 1 1 1 Laggards
2%\ 13%% | 34% | 3% . 16%

Time of Adoption of Innovations
FIGURE 7.2. Adopter categorization on the basis of relative time of adoption of
innovations. '
Source: Adapted /Reprinted with the permission of The Free Press, a Division of
Simon and Schuoster, Inc., from Diffusion of Innovations, Fourth Edition by Everett
M. Rogers. Copyright © 1995 by Everett M. Rogers. Copyright © 1962, 1971, 1983
by The Free Press.
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FIGURE 7.3. The rate of adoption (1) for the usual innovation, and (2) for an
interactive communication technology, showing the “critical mass.”

Source: Reprinted with the permission of The Free Press, a Division of Simon &
Schuster, Inc., from Research Methods and the New Media by Frederick Williams,
Ronald E. Rice, Everett M. Rogers. Copyright © 1988 by The Free Press.

THE ADOPTER CATEGORIES

Rogers defined adopter categories as “the classifications of individuals within a
social system on the basis of innovativeness” (1995, p. 148). In his work, first pub-
lished in 1962, Rogers offered standardized titles to classify the various categories
of adopters. These titles described ideal types on the contimmum of innovative-
ness. Such. standardization was needed because researchers were classifying
adopter categories very differently. The five titles Rogers selected became nor-
mative in subsequent diffusion regearch. We now discuss each one in turn.
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The Innovators

Innovators are described as venturesome and ready to try new things. Their
social relationships tend to be more cosmopolitan than those of other groups.
Such people tend to form cliques and communicate with one another despite
geographical distances (Rogers, 1995).

The Early Adopters

Early adopters are more localite than cosmopolite. Due to their integral part in
the local society, this adopter category produces the most opinion lefiders of. any
other category. Early adopters are sought out for information about innovations,
and their advice is valued. Those in this adopter category have the respect of oth-
ers in the community because of their success and willingriess to try innovations.
The respect of others in the community is important to the early adopter, and
actions are geared toward preserving that respect (Rogers, 1995).

The Early Majority

This adopter category includes people who do not wish to be the first to ae.:lopt
new technologies or new ideas. Instead, the early majority pre.f.ers to deliber-
ate, often for some period of time, before its members makea dec‘lsion to _adopt.
These people serve the important function of legitimizing an innovation, -or
showing the rest of the community that the innovation is useful and adoption
is desirable (Rogers, 1995).

The Late Majority

Members of the late majority are skeptical and cautious about the benefits of
adoption. They wait until most of the community has already med and
adopted the innovation before they act. Sometimes peer pressure or.soaal pres-
sures serve to motivate the Iate majority. In other cases, economic necessity
induces them to'adopt the innovation (Rogers, 1995).

The Laggards :

Members of this group are the last to adopt. The laggards are tied to the past,
to the traditional way of doing things, and are very reluctant to try anything
new. Consider, for example, a very old woman with traditional values and a
rigid view of the world. This person might continue to use a 50-year-old stove
rather than cook anything in the deluxe microwave oven the grandchildren

gave her as a gift. She is used to the old stove. She trusts it and she trusts her -

knowledge of how to work it. The microwave sits in her kitchen for the remain-
der of her life, serving only as a stand for the African violets. Many of these
people interact with others of the same mind-set. Once a laggard adop.ts an
innovation, the rest of society may have moved so far forward that the “inno-
vation” has become outdated (Rogers, 1995).

ORIGIN OF THE THEORY

Diffusion of innovations is based upon the theories of a 19th-century French
legal scholar and sociologist, Gabriel Tarde. In his book, The Laws of Imitation
(1903), Tarde theorized about the S-shaped curve of innovation adoption and
also about the importance of interpersonal communication. Rogers described
Tarde's notion of the S-shaped curve in this way: “At first, only a few individ-
uals adopt the new idea, then great numbers of individuals accept the innova-
tion, and finally the rate of adoption slackens” (1995, pp. 28-29).

Tarde also introduced the notion of opinion leadership, an idea that was to
become very important among media effects scholars several decades later.
Tarde observed that certain people in the community were more interested in
new ideas, new practices, and current events, and therefore were more knowl-
edgeable about them than others. These people were valued within the com-~
munity for their opinions on such matters. In many cases, the opinion leaders
influenced their less knowledgeable neighbors to adopt an innovation.

CONCEPTUAL ROOTS

Imitation of others is essential to the diffusion of an innovation. If you will
recall from Chapter 4, imitation is best explained by social learning theory,
which also provides a solid conceptual foundation for diffusion theory. Rogers

has stated outright that diffusion of innovations is firmly rooted in psychology

and more specifically, social learning theory (Rogers & Singhal, 1996).

In the 1960s Alberi Bandura (see Chapter 4) developed a comprehensive
learning theory steeped in psychological principles. According to Bandura, dif-
fusion of mmnovations is viewed in terms of symbolic modeling, perswasion,
social prompting, and motivation. Three major events define the diffusion
process: (1) when the person learns about the innovation, (2) when the person
adopts the innovation or new behavior, and (3) when the person interacts with
others in a social network, either encouraging them to adopt or confirming their
own decision to adopt the innovation (Bandura, 1986). The psychological expla-
nations for these events, in terms of social learning theory, are described below.

Step One—Learning about the Innovation

Symbolic modeling (e.g., an innovative behavior shown on television that is
subsequently imitated by viewers) is the most common source of influence at
the beginning of the diffusion process. Early adopters are usually those who
read newspapers or watch television (Robertson, 1971). Many different cogni-
tive factors, including those determinants of observational learning described
in Chapter 4, affect the rate of adoption.

If an innovation is hard to understand and difficult to put to practical use,

- it will not be adopted as quickly as an innovation that is relatively simple to

use (Torantzky & Klein, 1982). Some innovations must be spread through inter-
personal contact and, in such situations, physical proximity affects adoption.
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Step Two—Adoption of the Innovation

Whether or not a person uses or adopts the new behavior or innovation that has
been learned depends upon many different factors. Research has shown that
the greater the benefits, the more the incentive to adopt a particular behavior
(Ostlund, 1974; Rogers & Shoemaker, 1971). For example, throughout the 1990s
owners of businesses have seen the advantages of utilizing the Internet for their
businesses, helping the adoption rate of the Internet to explode and critical
mass to be achieved.

Adoption of innovations is also affected by self-efficacy, or belief in one’s
own abilities. Before a person decides to try something new; that person usu-
ally asks the question, “Can 1 do it?" If the individual perceives that he or she
can indeed succeed, then it is more likely that the new behavior will be
attempted and possibly adopted (Bandura, 1992). Once again using adoption
of the Internet as an example, if the small business owner perceives that com-
puters are too difficult to master, he or she would be less likely to adopt and
utilize the Internet.

Status incentives are some of the most powerful motivational factars for
adoption of something new. The latest hairstyles, new fashions, or use of the
MP3 or e-mail by college students serve as good examples. Some people like to
be the first to have and use new items or-experiment with new styles. Once the
majority has adopted those items or styles, their value as status symbolsis gone
and the early adopters must find other novel items or styles.

Adoption also-depends utpon 2 person’s individual values and perceptions
of self. If new behaviors or innovations conflict in some way with those values
or perceptions, the person Is less likely to adopt. For example, children who are
brought up to view smoking and drinking as sinful and morally wrong and
who have sincerely internalized these values may be more reluctant than oth-
ers to experiment with such behaviors.

Research has also shown that innovations that can be tested on a limited
basis before the person commits to adoption are more likely to be readily
adopted. The higher the cost and the greater the effort in trying the new behav-
ior, the less the likelihood of adopting.

Step Three—Developing Sacial Networks after Adoption

People are linked by various social networks. Cohesive groups such as the
immediate family, close friends, clubs, co-workers, fraternities and sororities,

and church members create “clusters” in the overall network of social Hes. In

addition to these cohesive groups, a person is also in contact with more distant )

groups, such as those who call a particular city or state home, that can be con-
sidered weaker links of the network.

The third step in successful diffusion of an innovation involves interpersonal
communication among casual acquaintances—the weaker links of the commu-
nication network. Research has shown that cohesive, close groups or clusters of
people leamn of innovations through these weak social ties (Granovetter, 1983).

Decision

THE DIFFUSION AND ADOPTION PROCESS

In the diffusion and adoption process, research has shown that public channels
of communication, or communication by way of mass media, usually serve to
spread the awareness of an innovation much faster than interpersonal channels.’
Interpersonal communications often prove essental in influencing people to
adopt the idea or innovation that mass media have introduced to them..

Communication scholars have identified four key steps that effectively
summarize the diffusion process (Williams, Strover, & Grant, 1994). These are
knowledge, persuasion, decision, and confirmation.

Knowledge

A person or members of a community become aware of some new innovation
or communication technology—high definition television (HDTV), for exam-
ple, or a new software program for home computers: At this first step in the dif-
fusion process, information is passed through some channel of communication,
usually mass media or telecommunications media, but sometimes by way of
interpersonal contact. .

Persuasion
Step two of the diffusion process takes place mostly within the mind of the

» potential adopter: The individual weighs the advantages that the new technol-

ogy would bring to him or her personally. Based upon these evaluations and
discussions with others, the individual begins to lean toward either adoption:
or rejection of the innovation.

s,

With this step, the individual makes the final decision of whether to adopt or
reject. As the next step will show, however, this decision is not irreversible.

Confirmation

Once a decision is made, the individual normally seeks validation. Whether the
decision was to adopt or to reject, the person continues to evaluate the conse-
quences of the decision. If the decision was to reject, new information or eco-
nomic pressures might compel the person to adopt the innovation after all.

IMPORTANT DIFFUSION STUDIES

Through the years, a number of studies of diffusion of innovations have defined
the parameters, conceptualizations, and research methods that paved the way
for many subsequent studies. This section provides a brief summary of several
important investigations involving the diffusion of an innovation.
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Wissler’s Study of Diffusion of Horses
among Plains Indians

One early study in the 1920s traced the diffusion of the horse from the Spanish
explorers to American Indians, particularly the tribes of Plains Indians. Anthro-
pologist Clark Wissler (1923) conducted this historical diffusion study. As with
most diffusion studies in anthropology, Wissler was concerned with the effects
such an innovation wrought on the society or community. He found that the
introduction of horses disrupted the peaceful existence of the Plains Indians.
Suddenly they began warring with neighboring tribes.

The lowa Hybrid Corn Seed Study

The study that served as the model for subsequent diffusion of innovations

research was the Towa hybrid corn seed study conducted by Ryan and Gross

(1943). In this important study, rural sociologists plotted innovation patterns of
a community of farmers who had begun using a hybrid seed corn that report-
edly increased corn yields by 20 percent an acre. Through hundreds of personal
interviews, the researchers were able to trace the pattern of innovation adop-
tion in the community and understand why it had taken more than a decade
for the vast majority of farmers to adopt the advantageous and profitable
hybrid seed corn.

The researchers uncovered several reasons why adoption of the innovation
had been so slow. The farmers had to purchase the hybrid corn at a per bushel
price from a certain company, and the price was relatively expensive at that
time (the years of the Great Depression). Also, when farmers used hybrid seed
corn they no longer needed to select beautiful ears of corn to be used as seed
for the next year—a common practice among the farmers that apparently was
emotionally hard to give up. Finally, agricultural innovations were rare at that
time and farmers were not used to themn. In subsequent years such innovations
were abundant and became commonplace.

The Jowa hybrid seed corn study was one of the first diffusion studies to
use statistical methods of analysis. It established the research paradigm for sub-
sequent diffusion research projects. :

Diffusion of News

A number of studies examined the diffusion of news or information, and these -

became of particular interest to communication scholars (Rogers, 1962; Rogers
& Singhal, 1996; Williams, Strover, & Grant, 1994). P. J. Deutschmann and W. A.
Danielson (1960) examined diffusion of news and found that it diffused much
more rapidly than other innovations. (As Deutschmann described it to Everett
Rogers, it was “damn fast diffusion.”) This study was especially. important

because it interested many other communication researchers in the study of

news diffusion at the local, national, and international levels.
In 1962 Deutschmann teamed up with Orlando Fals Borda in Colombia to

conduct one of the first diffusion studies in a developing nation.. Such studies

L “F
Television has diffused throughout the world,

-even into very pour countries.
Source: © 2007 CORBIS

became very popular in subsequent years, especially among communication
scholars interésted in the diffusion of new technologies. The researchers stud-
ied the diffusion of agricultural innovations such as fertilizer and pesticides.
Their results were similar to those of diffusion studies conducted in the United
States among commercial farmers.

Also in the 1960s several sociologists conducted a famous study involving
the diffusion of a new drug (tetracycline) among physicians. They found the
familiar S-shaped curve of adoption, but were intrigued by the short (when

-compared to the Iowa hybrid seed corn study) 17-month period required for

full adoption: The researchers discovered that interpersonal communication
networks among the physicians were more influential in affecting rates of
adoption than communications from mass media such as medical journals or
drug company advertisements. Media channels provided the physicians with
awareness of the drug and some knowledge of its. properties. However, most
of them tried the drug only after talking to another physician who had already
used it with some success (Coleman;, Katz, & Menzel, 1966).
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More recently, as will be shown in the next section, communication schol-
ars who study news diffusion have focused their attention on the emotional

component that drives news diffusion, and diffusion of news through new

media technologies, especially interactive media such as electronic mail or
faxes. Some have concentrated their investigations on the critical mass aspect
of the diffusion process (Markus, 1987). Diffusion of innovations related to
health information has also been scrutinized by communication scholars.

a

CURRENT AND FUTURE DIFFUSION RESEARCH

One area of diffusion research that has been popular in recent years among
those who study mass communication has been that of news diffusion from
either broadcast or print media or both. Most studies have examined the spread
of néws from a mediated source that subsequently filtered through interper-
sonal channels. The space shuitle Challenger disaster in 1986 produced a bevy
of studies related to news diffusion (Kubey & Peluso, 1990; Mayer et al., 1990;
Riffe & Stovall, 1989; Wright et al., 1989).

Health communication has provided another prolific and highly practical
realm for diffusion of innovations theory; especially AIDS-related diffusion stud-
ies and family planning promotion (Vaughan & Rogers, 2000). For instance, M. D.
Basil and W. J. Brown (1994) focused on interpersonal channels of commumica-
tion that developed. following the media announcement by basketball great

Magic Johnson that e had tested HIV positive. Diffusion theory has been:
applied in a study of work-site AIDS programs- (Backer & Rogers, 1998) and -
another 1998 studyidentified means to enhance the effectiveness ofprogmms that
promote HIV/AIDS awareness and prevention (Svenkerud & Singhal, 1998)..

Diffusion theory has also been used in the identification of effective HIV/AIDS .

programs in Thailand (Svenkerud, Singhal, & Papa, 1998). Other scholars noticed
effects from media messages that promoted family planning among Tanzanians

(Vaughan & Rogers, 2000). A radio soap opera called Twende na Wakati (Let's Go .-

with the Times) proved an effective way of promoting family planning by means
of parasocial interaction between audience members and media characters,
which incdluded audience members’ identification and involvement with the char-
acters to the extent that they modeled their behavior after them. Interpersonal
channels also affected the spread and adoption of the message.

In addition to health communication and various aspects of news diffusion
(Price & Czilli, 1996; De Fleur & Cronin, 1991), other recent applications of dif-
fusion of innovation theory have advanced knowledge in political and social
sciences (Studlar, 1999; Valente & Davis, 1999; Mintrom, 1997), marketing
{(Dekimpe, Parker, & Sarvary, 2000), and even geography (Brown, 1999). The
highly practical and applied nature of diffusion research has made it one of the
most prolific of research domains. Its applicability across.disciplines atteststo
its strength and utility as a theory.

One of the goals for communication scholarship (research and pedagogy)
will be the continued use of diffusion research for solutions to practical prob-
lems. The proliferation of new media technology has become of intense interest

to communication scholars, and diffusion studies in this country and through-
out the world will examine the impact and spread of these innovations. More
studies are needed that examine the diffusion of news from mass mediated
sources. The Challenger disaster of 1986 allowed scholars to examine the emo-
tional component that drives the diffusion of news in extraordinary situations,
but more recent major news events that elicited emotional reactions from audi-
ences have gone unnoticed by scholars interested in news diffusion. Studies that
identify techniques that successfully communicate and diffuse health-related
news and information undoubtedly will continue to be a highly important arm
of research based upon diffusion theory.

Another goal will be to employ additional theories to aid in the study of dif-
fusion, and, especially, the understanding of new media technology diffusion
{(Williams, Strover, & Grant, 1994; Brown, 1996; Brown & Bryant, 1989). Diffu-
sion studies such as those conducted by S. R. Maier (2000), which examined the
diffusion and use of computer-assisted reporting among reporters, should find
practical application in coming years. Diffusion studies that examine spread of
technologies may be conducted in combination with other approaches, such as
uses and gratifications, critical mass analysis,.and media system dependency
theory' (Ball-Rokeach & DeFleur, 1976) to provide a clearer picture of the diffu-
sion and adoption of new media technologies throughout the world. Diffusion
studies tracing the spread of new media technologies have the added benefit of
increasing our knowledge about social change and the role of new technologies
in actually cansing societal changes.

In June 2000 in Acapulco, Mexico, at the historic 50th anniversary meeting:
of the International Commurmication Association, communication scholars hon-
ored their colleague Everett Rogers for his many contributions to the field, par-

ticularly his work delineating the concept of diffusion of innovations. This

extremely yiable communication theory effe._tlvely crosses all disciplines in its
generality, and it often spawns research that requires scholars to consider both
mass media and interpersonal channels of communication. As long as innova-
tions appear, regardless of the domain, communication studies that examine
the diffusion of the innovations will continue to be generated.

SUMMARY

Diffusion of innovations is a theory of communication, but diffusion research
is also conducted in other disciplines such as sociology and marketing. The
theory states that an innovation diffuses throughout society in a predictable
pattern: an S-shaped curve (the normal bell curve plotted over time).

Five adopter groups have been identified as occupying certain areas on the
curve. These are: innovators, those who are first to adopt an innovation; early
adopters, those who are next to adopt; the early majority, the great number of
people who are next to-adopt; the late majority, the skeptical and cautious num-
ber who wait until most of the community has already tried the innovation
before they adopt for themselves; and the laggards, those who are last to adopt.

~ Most opinion leaders belong to the early adopter group.
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Diffusion of innovations is based upon the theories of Gabriel Tarde, a
French scholar who wrote The Laws of Imitation ir 1903. Tarde theorized about
the S-shaped curve and introduced the notion of opinion leadership.

Diffusion of innovations is deeply rooted in psychological theory or, more
particularly, social learning theory and its constituents: symbolic modelir}g,
persuasion, social prompting, and motivation. Imitation of others is essential
to the diffusion of an innovation. In terms of social learning theory, three major
events define the diffusion process: (1) when the person learns about the inno-
vation, (2) when the person adopts the innovation or new behavior, and (3)when
the person interacts with others in a social network.

Four key steps summarize the diffusion process. These include knowledge
or awareness of the innovation, persuasion through weighing the advantages
of the innovation, decision to adopt or reject, and confirmation or validation
that the decision made was the correct one. - SRR

Through the years, several diffusion studies stand out for their importance
to the overall research tradition or to communication research in particular..

These include Wissler’s study of the diffusion of horses among the Plains Indi-
ans, the lowa hybrid corn seed siudy, and several communication studies that
examine the diffusion of news. ‘ . ;

The proliferation of new media technology has become one of intense inter-

est to commuriication scholars. In the future, diffusion studies in this country
and throughout the world will examine the impact and spread of these inno-
vations. Such studies will increase our knowledge of social change and the role

of new media technologies in spurring such change:
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ENDNOTES

L erendency theory predicts that relationships of dependency exist between indi—
viduals, groups, organizations, media systems, and society. Dependency relation-
ships can be strong or weak depending 1pon the extent of dependency one entity

Places upon another for the achievement of certain fundamental goals. The theory

examines these dependency relationships at various levels, thus the appeal to
researchers interested in diffusion/adoption of new media technologies. .

-~ CHAPTER 8

Uses and Gr,atif-ications

In the checkout line at the grocery store, one young woman reaches for the Iat-
est copy of Elle because she is interested in the new styles of bikinis that are
going to be popular that season. Another woman, much older and a gardening

enthusiast, picks np the cuxrent issue of Better Homes and Gardens to get the

latest tips on spring planting arrangements. The woman’s 13-year-old grand-
daughter begs for the latest copy of her favorite teen magazine with a fresh-

‘ faced teenidol on the cover.

In front of the television one Sunday évening, a couple and their children

- are’ arguing-over which program to watch. The father wants to see the popular

60 Minufédbecause it is featuring a story about a scandal that affected someone
in his profession. The mother wants to watch Martha Stewart Living fo see how
to can some preserves. The young daughter is crying to watch Lassie on the Dis-
ney. Channel because all her young school friends have been planning to watch
it all week, and she doesn’t want to be left out of the lunchroom conversation
on Monday. The young son is anxious to pop Matrixinto the VCR for an evening
of fast-paced adventure.

We use these examples to demonstrate how people seek out certain kinds
of media content to satisfy a variety of very personal needs. Their behavior is
often goal oriented when they select media fare. Their selections are based on
the information or satisfactions they anticipate they will receive by viewing a

certain program or selecting a certain magazine.

The uses and gratifications approach assumes that iﬁdividual differences

- among audience members cause each person to seek out different messages,

use those messages differently, and respond to them differently because mes-
sages from mass media are but one of many social or psychological factors that
cause audience members to select different media fare as well as to experience
divergent if not idiosyncratic media effects. The approach assumes that a per-
son’s social and psychological makeup is as responsible for producing certain
effects as the media messages themselves.
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CHAPTER 14

News Effects

In Hz¢ old days, the reporters or couriers of bad news 'wér'e (k)ftén_,pil’tj tothe gallaws; ¥
 now they are given the Pulitzer Prize, but the conflict goeson. " = . .= =
P L R L : ,—-,—]ames Restqn, Ti_te Artillew of the Press, 1966 .-

During the final decade of the 20th century and as the new millenium
dawned, several major news stories captured the attention and imagination of
the world. In 1995 former Heisman trophy winner and football great O. J. Simp-
son was tried for and acquitted of the double murder of his wife and her friend.
Two years later, in August 1997, the people of the world were shocked and sad-

dened by the tragic death of Diana, Princess of Wales, in a car crash in Paris. -

"Television networks around the globe broadcast her funeral live from London.
‘In 1998, news of President Bill Clinton’s torrid affair with White House intern
Monica Lewinsky, and his subsequent public denial and later public admission
of a sexual laison with Lewinsky, significantly marred his credibility and the
respectability of his presidency. In the closing months of 2000, a voting fiasco
in Florida kept the nation and the world wondering long after election day who
would be the43sd president of the United States—Republican George W. Bush
or Democrat Al Gore. v

At first glance, the examples cited have several aspects in common. All
were sensational, all involved celebrities or famous people, and all caused
strong reactions of one sort or another among audiences. But these are not all
the traits they shared as major news stories.

Everyone recognizes major news stories when they arise, but what specific
characteristics define those news stories? When a major story breaks, by what
means and how quickly does word spread among audiences? Moreover, what
psychological effects do news stories have on audiences? Can the news affect
a person’s decisions or.behavior? Do people always understand the news they

"see and hear on television? Do they remember news once they’ve seen it? At
the societal level, does the news sometimes have the power to influence foreign
or domestic policy? This chapter will examine the research on news effects and
attempt to answer these questions.
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CHARACTERISTICS OF NEWS

What is news? How can it be described and defined? Qne good overall descrip-
tion of news was provided by Hachten (2001).

News is not usually a discrete, singular event, although television news often
gives that impression. News is a process with a recent past, present, and future;
hence, the importance of giving background and context to a story as well as
providing follow-up stories. It has also been said that news is a liquid, not a solid
... News, as useful public knowledge, is a lot of things as distinct from rumor,
titillation, diversion, gossip and, particularly, scandal, although any of these ele-
ments may contain kernels of news and unfortunately often become involved in
news stories. News has a long and fascinating history; one man's news is another
mart’s titillation, entertainment, propaganda, or diversion. (p. xviii)

Hachten went on to point out that in recent years, in the ever present quest
for higher ratings, sales, and titillation, serious news has become increasingly.
tainted by so-called trash or tabloid journalism. At respected news organiza-
tions such as the major television networks, cable news networks, and major
newspapers, Hachten noted that the “fire wall” that used to protect serious
news from the encroachment of sensationalism has all but disappeared (2001,
p. xxii). The JonBenet Ramsey case serves as a prime example of the disap-
pearing fire wall At the height of the media frenzy following the brutal mur-
der of the child beauty queen in Colorado, assignment editors at respected
news organizations suddenly found themselves Iooking to the National Enquirer
and-other sensational tabloids for leads.

“Hachten's observations onnews provideus with good desariptions that help:
s understand the role of the news in today’s media environment, but a more
precise definition would be useful for our discussion of news. In coming up with
a more precise definition, one must distinguish between the several different
types of news stories. These include hard news, crisis news, and soft news.

Hard News

Hard news has been defined as “the report of an event that happened or was
disclosed within the previous twenty-four hours and treats an issue of ongo-
ing concern” (Jamieson & Campbell, 1988, p. 20). According to Jamieson and
Campbell, a newsworthy event has five primary characteristics. It is:

(1) personalized—it happened to real people; (2) dramatic, conflict-filled, con-
troversial, violent; (3) actual and concrete, not theoretical or abstract; (4) novel or
deviant; and (5) linked to issues of ongoing concern to the news media. (p. 21)

If a flood has devastated an area, news reporters often focusona particular fam-
ily that is representative of many flood victims. This type of personalization

occurs with many different types of news stories. Reporters believe that zeroing,

in on an individual as a vehicle to tell a major story makes the news more inter-
esting for an audience. The second group of characteristics that define a news-
worthy event, “dramatic, conflict-filled, controversial, violent,” emphasizes the

News reporters often use examples whenever they
present their stories. They may focus upon specific
cases or situations or people representative of some
population, or upon those somewhat atypical from
the norm. For example, whenever a hurricane dev-
aslates an area, reporters sometimes find a parficu-
lar individual or family whose great losses or whose
sad story might be representative of a great number
of individuals or families who experienced tragedy
due to the storm. Or, a reporter may decide to focus
upon a family whose losses were far greater than
most in the community.

Whether exemplars are typical or atypical of
larger populations, their use in news reports (and
in human communication in general) has been
theorized to produce important effects. In his out-
line of the basic tenets of exemplification theory,
Zillmann (1999) noted that:

xemplification in

The world of exemplars appears to influence our per-
ception and judgment of essentially all phenomena and
issues of the so-called real world. (p. 73)

Some research has supported the importance of
exemplification in news reporting. For example,
the presentation of emotionally stirring images
leaves lasting impressions and sometimes influ-
ences our perceptions and beliefs (Zillmann, 1999;
Aust & Zillmann, 1996; Zillmann & Gan, 1996).

Sources:C. F. Aust & D. Zillmann (1996). Effects of victim exem~
plification in television news on viewer perception of social
issues, Jonrnalism & Mass Communication Quarlerly, 73, 787-803;
D. Zillmann (1999), Exempiification theory: Judging the whole by
some of its parts, Media Psychology, 1, 69-94; D. Zillmann & S. Gan
(1996). Effects of threatening images in news programs on the
perception of risk to others and self, Medienpsychologie: Zeitschrift
fiir Individual- und My k kation, 8, 288-305, 317-318; for
more on exemplification, see D. Zillmann & H. B. Brosius (2000),
Exenplification in connmunication: The influence of ease reports on the

perception of issues, Mahwah, NJ: Erfbanm.

dramatic element in news stories. Crime stories serve as excellent examples of
news stories that abound in drama and violence. Reporters look for conflicts to
create drama and make the news interesting. As the examples first cited reveal,
news is also an actual, concrete event. It is something out of the ordinary—a dis-
ruption of normal routines. News reports often focus on ongoing issues or
themes, suchi as the ritual of a presidential election every four years.

In addition to the five primary characteristics, several secondary charac-
teristics also define hard news stories. According to Harris (1999), news stories
are also usually (1) inoffensive, (2) perceived as credible, (3) packageable, and
(4) oriented toward a local angle. Blatant offensiveness is usually avoided. Har-
ris used the example of the media’s reluctance to report on the AIDS epidemic
in the 1980s because it meant revealing that anal intercourse was the most com-
mon means of infection (Harris, 1999; Meyer, 1990). The perception of credibil-
ity means that supermarket tabloid stories of human-animal hybrids and other
strange oddities are generally avoided by mainstream media. Packageability or
condensed presentation has been much more a characteristic of broadcast news
than print news (Barnhurst & Multz, 1997). Finally, the use of a local angle
heightens Jocal interest in a story of national or international importance.

‘T'he primary and secondary characteristics are important in attracting the
atlention of media coverage. According to Harris:

The surest way to obtain coverage of one’s activilies is to imbue them with
these primary and secondary newsworthy characteristics. The more of these an
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event has, the more likely the media will be to show interest. Possessing these
characteristics does not necessarily ensure that the event is important or unim-
portant, but it does ensure that the perceived reality will be a newswaorthy
event. (p. 147)

Crisis News

One important branch of hard news coverage is that of crisis nvws. According
to Graber (1989), crises may be defined as “natural or man-made events that
pose an immediate and serious threat to the lives and property or to the peacs:
of mind of many” (p. 305). Perse (2001) said crises “affect large numbers of pu.-
ple and are marked by sudden onset, uncertainty, and lack of control, emotionai
reactions, and threats to lives and property” (pp. 53-54). Good examples of c1i-
sis news would be coverage of the assassination of President Kennedy in 1963
and the continuing coverage of his funeral, the space shuttle Challenger disas-
ter in 1986, the bombing of the Oklahoma City federal building in 1995, and
Princess Diana’s funeral in 1997. Natural disasters such as hurricanes or earth-
quakes usually spawn crisis news reporting, as do sudden military actions on
the part of president or wars such as the Persian Gulf War in 1991.

In times of crisis, mass media become more important in their service t:
society. People in record numbers turne in to news broadcasts on television and

radio for extended periods of time because of heightened interest and the need

of audiences for information in a Hme of uncertainty or shock (Riffe & Stovall,
1989). When a crisis is discovered, mass media hurry to the scene and begin
contacting various experts and officials who can fully explain what is going on.
Gatekeeping relaxes somewhat during a crisis, and ramors and inaccuracies are
often commmunicated along with factual information and must eventually be
ferreted ont of the nformation flow.

You will recall from Chapter 3 the functions of mass media in socety—
surveillance of the environment, correlation of society’s response to events in
the environment, socialization or transmission of social norms and customs
(Lasswell, 1948), and entertainment (Wright, 1986). Perse (2001) reviewed this
list and added two functions to explain the most important duties of the news
media in times of crisis, namely those that bring people together and help
relieve stress.

Surveillance and correlation are the most apparent functions of the mass media
during crises, but the mass media also serve solidarity-building and tension-
reduction functions. (p. 60)

An example of the solidarity-building use of mass media occurred in‘the
aftermath of Princess Diana’s death, when the world found a bit of comfort in
the sharing of grief by means of televised reports of her funeral. The same phe-
nomenon had occurred in the aftermath of the Challenger explosion a decade
earlier, when many viewers received comfort from the news coverage of
mourners throughout the country (Kaye, 1989).

In times of crisis, surveillance may also become a dysfunction. Too much
information sometimes causes people to become too stressful and fearful, but the

The 1986 space shuttle Challenger disaster was an S crisi
example of crisis .
Source: © AP, Photo/Bruce Weav:’r, File P e

com.fla tion‘ function may remedy the surveillance dysfunction (Perse, 2001). Cor-
relation of_ the great amount of information available during crises helps audi-
ences to digest the information and realize how exactly they will be affected.

Soft News

In aFldiﬁon to crisis news and other types of hard news, reporters also cover
s.torles sometimes referred to as soff news. Human interest stories and news sto-
ries that are not considered fast breaking or immediate in nature may be
;iefmed ?s sofit news. These ge the kinds of stories that add special 'mtere};t to
ewscasts-and newspapers. 5 i i ini '

norscasts and ney pap o hey are usually interesting and entertaining, and

Research has shown that in recent years, print and broadcast news sources
have opted for more soft news in an effort to compete with cable television and
the Internet. Following a two-year study of news that involved national sur-
veys, analysis of thousands of randomly selected news stories, and content
analyses, Patterson (2000) assessed the news landscape in the Uni Eed States and
presented several arguments based upon the study’s tindings. He suggested
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that cable television and the Internet continued to attract more people in search
of news while traditional news sources, such as newspapers, newsmagazines,
network television, and local television stations, have noticed declines in their
audiences in recent years. To keep present audiences and atiract new ones,
more soft news and critical journalism has been employed.

Soft news is sometimes used in a way that implies it is all the news that is not
“hard news.” Hard news refers to coverage of breaking events involving top
leaders, major issues, or significant disruptions in the routines of daily life,
such as an earthquake or airline disaster. Information about these events is pre-
sumably important to citizens’ ability to understand and respond to the world
of public affairs. News that is not of this type is, by definition, “soft.” {p. 3)

CRISIS EFFECTS

In times of crisis, several different kinds of effects have been identified and
studied by researchers. News diffusion research focuses on the announcement
and spread of news among audiences who learn of news through print or

“broadcast media or through interpersonal chanmnels. Other studies of news

crises examine effects on the news organizations themselves—their peculiar
service to the public and their activities in response to the crises. Another type

-of crisis effectis that of the rally effect, which occurs whenin times of crisis pee-

ple rally behind a leader such as the president.

News Diffusion

One important area- of research related to news effects is that of news diffusion
(recall the news diffusion studies from Chapter 7). This realm of effects research
usually focuses on crisis news. Studies examine the ways that people hear about
news items and the rapidity with which news, especially crisis news, spreads.

Since news diffusion research began in the 1940s, researchers have discov-
ered several general characteristics associated with the diffusion of news
(Perse, 2001). First, when the news is an important or high impact event, it diffuses
very rapidly. For example, when President Kennedy was assassinated in 1963,
42 percent of the people in the country had heard the news that Kennedy had
been shot within 15 minutes of the assassination, and this percentage rose to 90
within one hour after the assassination (Greenberg, 1965). Second, the timning of
the release of the news affects diffusion. In their study of news diffusion fol-
lowing the Clallenger disaster, Mayer, Gudykunst, Perrill, and Merrill (1990}
found that “where one is affects iow one discovers the occurrence of a major
news event . . . iow one discovers the event then affects how quickly one hears
of the event” (p. 121). If a breaking news item occurs during the evening news-
cast, most people will first hear of the news on television. If the breaking item
occurs during the early morning hours when people are driving to work, radio
may be the initial channel of news diffusion. According to Perse (2001):

How people find out about an event is due mainly to where people are when
the news is released—at work or at home. For those at home, radio or televi-
sion are usually the first source of news; for those at work, where media are
less likely to be readily available, interpersonal communication is usually the
first source. (p. 66)

Finally, audience demographics has been shown to have an effect on the diffusion
of news, but the more important the news item, the less the effect of andience
differences. For example, if an event occurs on a weekend night, young people
out on the town may be more likely to hear about it before their older coun-
terparts. In the case of a shocking news item such as the death of a world leader
or world-renowned celebrity, younger people might be more likely to call and
awaken their friends and relatives to share the high impact news with them.

Effects of Crisis on Media Function and Activity

In addition to news diffusion among audiences, news researchers are also inter-
ested in studying the ways the media react and conduct themselves during
times of crisis. Scholars have identified the various functions the media serve
in society at these critical times.

When a major crisis occurs, the media provide extended coverage of the
event whether or not they have any important, new information o relate.
Sometimes coverageisintended to-comforf audiences who are grieving or-oth-
erwise npset i

In order to reduce tension in society, media devote a good deal of coverage to
media content intended to comfort their audience. Solidarity building is func-
tional for society in times of crisis. Media highlight the wisdom of leaders and
the bravery of rescue workers or soldiers to reassure society that “we are all in
this together” and that everything possible is being done for survival. So,
although the media may be unable to fulfill surveillance and correlation needs,
they are able to offer assurance and tension reduction. (Perse, 2001, pp. 73-74)

Rally effects

In times of national crisis when the president must take action, people in the
country usually rally behind him and his approval rating subsequently goes
up. The phenomenon is known as rally effects. Such effects were evident during
the Cuban Missile Crisis in 1962 when President Kennedy ordered the naval
blockade, and during the 1991 Persian Gulf War when President Bush ordered
the bombing of Baghdad. Coser (1956) observed that rally effects occur when-
ever an external threat is present. People tend to ignore their differences and
come together and mobilize against the threat.

Mass media contribute to rally effects in two ways. First, the media serve
as the vehicle through which information reaches the public. Second, during
times of crisis the media are often less critical of government leaders and poli-
cies in their effort toward solidarity building.
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PSYCHOLOGICAL AND OTHER EFFECTS FROM NEWS

Studies of the effects of news coverage have sought to identify how much peo-
ple learn from the news they see, hear, and read, what factors facilitate or impede
learning, and what effects result from comprehension or miscomprehension.
Other types of studies have examined news effects at the national and interna-
tional level and the impact of the news on foreign policy or foreign relations.

Remembering the News

Through the years, findings have been varied, but a vast body of early studies
showed that people do not learn very much from news reports and what they
do learn is sometimes garbled (Gunter, 1991). Subsequent research has revealed
that many different factors have an effect on how much audiences learn from
news reports. Gender, age, educational level, social class—all have a marked
influence on the amount of information retained by audience members. Personal
interest has also been shown to determine retention of news information. Peo-
ple usually learn from stories that have a special interest to them individually.

Through the years, research has revealed that better-educated people usu-
ally hold jobs of higher status than less-educated people, and they tend to be
better informed about current events knowledge related through the news
media, whether print or broadcast. This phenomenon is called the krnowledge gap
hypothesis (Tichenor, Donohue, & Olien, 1970), which posits basically that the
information rich keep getting richer and the information poor never catch up.
A number of studies have shown that people with higher levels of education
and higher-status jobs learn more and remember more from news reports
(Gunter, 1985; Robinson & Sahin, 1984; Stauffer, Frost, & Rybolt, 1983; Renck-
storff, 1980}, but a few have found other factors-at work as well in a rather com-
plex mix. For example, Findahl and Hoijer (1975) found that a background
knowledge of news events was related to successful learning, and many peo-
ple with lower educational attainment learned as much as their more educated
counterparts when background knowledge was strong.

Other variables may also play a role in determining whether audiences

learn and retain what they hear on newscasts. Research in the 1970sand 1980s
examined the recall factor in a variety of types of news stories based upon a
typology of story types such as a short and dramatic event, a feature of elite
people, a highly unexpected nature, and so forth (Galtung & Ruge, 1965). Katz,
Adoni, and Parness (1977) found that the rate of recall correlated positively
with the number of Galtung-Ruge criteria a story contained. Story structure has
also been shown to affect recall of news items (Berry & Clifford, 1987; Findahl
& Hoijer, 1984; Larson, 1981), as has the presence of visual material that accom-

panies TV news broadcasts and print news stories (Gunter, 1979, 1980a), but

other studies have found either no correlation or impairing effects on learning
due to visual accompaniments (Baggaley, 1980; Gunter, 1980b; Berry, 1983). Still
other studies have uncovered complex relationships between visual accompa-
niments to newscaster presentations that may have a bearing on the effects of
visuals and audience retention of news items (Brosius, 1989; Reese, 1984).

Studies that have examined the impact on memory from disturbing or
intense visual images (e.g., blood and gore) have produced interesting findings.
[t seems that information related just prior to showing the image becomes
inhibited in memory, but memory is enhanced for information given during the
showing of the image and just afterward (Christianson & Loftus, 1987; Loftus
& Burns, 1982; Newhagen & Reeves, 1992).

Apparently, what happens cognitively is that the intense emotional image dis-
rupts the sehearsal in working memory of the immediately preceding infor-
mation, much as a moderate head injury can produce retroactive amnesia for
events just preceding the impact. However, the intense picture is itself highly
memorable and may enhance memory for following related information by
serving as an organizational schema for construction of a memory presenta-
tion. (Harris, 1999, p. 158)

A comparison of two related studies found that photographs in newsmagazines
had an effect on issue perceptions. Zillmann, Gibson, and Sargent (1999) found
that the one-sided use of photographs influenced perceptions. Participants in
one experiment read stories about the growing gap between rich and poor
farmers, and those in another study read about amusement park safety. Issue
perception was measured immediately and again 10 days after exposure to the

. stories. Delayed assessments were especially influenced in the direction sug-

gested by the photographs. In the amusement park safety experiment, partici-
pant perceptions of park safety were especially influenced by photographs that
projected danger.

News Effects on Knowledge and Decisions

Other studies have explored news comprehension beyond memory. For exam-
ple, Gibson and Ziilmann (1994) found that particular aspects of news stories
impact comprehension. Study participants who read a magazine article about
the problem of carjacking rated the problem more serious and occurring more
frequently when the story contained an extreme example, such as a person
being killed during the crime, rather than a less extreme example, such as the
person being injured or escaping unharmed.

Other studies have examined media pretrial coverage and its impact on
juries. Studies have consistently found that exposure to case information does
affect verdicts (Carroll et al., 1986), especially in the case of sensational infor-
mation about a rape or murder. Another type of effect, the influence on jury
members of reading about similar crimes prior to a trial, has been shown to
occur experimentally (Greene & Wade, 1987).

News Effects on Foreign Policy

Due to the transcontinental nature of news by means of the wire services and
television, the news media have been known to affect foreign policy and foreign
relations (Larson, 1986). Harris (1999) identified several areas in which the news
has an effect on foreign affairs, including the area of diplomatic negotiations, the
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media’s focus on particular images, and the reliance of the news media on gov-
ernment sources for information. Harris pointed out that diplomatic negotia-
tions between countries are rarely secret, due to the news media, and usually

highly public affairs. “Although such public scrutiny has probably placed some

highly desirable curbs on corruption and extralegal chicanery, it has also made

iegi&mb)ate secret negotiations in the public interest much harder to keep secret”
P- .

Another area in which the news may have an effect on foreign affairs is in
relation of the choice of stories covered to accompanying video images. Pho-
togenic issues, or stories that can be depicted visually, are usually overcovered
while less-photogenic issues are often ignored. The individual who stood in
front of the line of tanks during the Tiananmen Square uprising in Beijing in
1989 provides an excellent example of a compelling visual image that affected
the reaction to news story coverage. Such powerful images become associated
with particular stories and become ingrained in the minds of people through-
out the world.

Finally, the reliance of the news media on particular government sources
also has an effect on coverage of foreign affairs. Rather than provide back-
ground information and discuss particular trends, reporters often focus their
attention on particular individuals such as government leaders, spokespeople,
or those who makepolicy. According to Harris (1999):

Media sometimes even participate in foreign policy by serving as a direct chan-
nel of communications between government officials orpolicy elites in differ-
ent nations . . . In some crisis situations, media may ach;ally know more than
governments and may thus reverse the usual government-to-media flow of
news. During the 1991 Persian Gulf War, both U.S. President Bush and Iragi
leader Saddam Hussein regularly watched CNN to learn what was happening
in the war. Furthermore, they both used the network to send messages to the
other side, because that was the fastest and most reliable means of communi-
cation. (p. 161)

RECENT RESEARCH AND FUTURE TRENDS

Recent research on news effects has explored several different areas. These have
included children’s fright reactions to news reports, knowledge gap research,
additional research on memory for news items and perceptions of issues
reported in the news. Future research will probably continue along these lines.

Smith and Wilson (2000) found differences in cognitive processing of news
reports by children of different ages. Older children (10 to 11 years) were more
frightened than younger children (6 to 7 years) by the proximity of crime, local
rather than nonlocal. Video footage had the effect of reducing fear responses of
children from both age groups.

Grabe, Lang, Zhou, and Bolls (2000) provided support for the knowledge
gap hypothesis in an experiment that tested physiological arousal from news
p{’ocessing and recognition memory. The study found that participants from
different socioeconomic backgrounds and educational levels differed in their

memory of facts from broadcast news stories they were shown. The partici-
pants with higher educational levels showed more physiological arousal in the
processing of news stories.

News memory studies have examined differences in recall for children and
adults for news stories in children’s and adult news formats (Walma van der
Molen & van der Voort, 2000a), and recall for children in particular (Walma van
der Molen & van der Voort, 2000b). Television versions of news stories, as
opposed to print versions with photographs and audio versions, were better
retained by children. In a study of memory for news in young (<30) and old
(>55) adults, both groups were more likely to remember stories presented in a
televised format rather than an audio-only format (Frieske & Park, 1999).

As for perceptions, a study that examined the effects of news frames on the
thoughts and recollections of readers found that frames determined how read-
ers presented information about reported issues (Valkenburg, Semetko, & de
Vreese, 1999). Another study of news frames found that the framing of an anar-
chist protest influenced viewer perceptions of the news report (McLeod &
Detenber, 1999). The higher the level of status quo support contained in the
frame, the less likely the viewers were to identify with the anarchist protesters
or criticize the police. '

SUMMARY

Hard news is the report-of an event that took place or was made known within

- the previous 24 hours and deals with a matter or matters of continuing concern.

A newsworthy event has five primary characteristics: personalized, dramatic
and conflict filled, actual and concrete, novel or deviant, and linked to issues
of ongoing concern to the news media. Several secondary characteristics also
define hard news stories. They are usually (1) inoffensive, (2) perceived as cred-
ible, (3) packageable, and (4) oriented toward a local angle.

One important branch of hard news coverage is that of crisis news, which
is natural or man-made events that might threaten the lives, property, or peace
of mind of many people. These crises affect a great number of people and are
characterized by their “sudden onset, uncertainty, and lack of control, emo-
tional reactions, and threats to lives and property” (Perse, 2001, pp. 53-54). In
times of crisis, mass media become more important in their service to society.
Researchers have identified and studied several different kinds of crisis effects.
News diffusion research focuses on the announcement and spread of news
among audiences who learn of news through print and broadcast media or
interpersonal channels. Other studies of news crises examine effects on the
news organizations themselves—their peculiar service to the public and their
activities in response to the crises. Another type of crisis effect is that of the rally
effect, when in times of crisis people rally behind a leader such as the president.

Soft news includes human interest feature stories and news stories that are
not considered fast breaking or immediate in nature. In recent years, print and

broadcast news sources have opted for more soft news in an effort to compete

with cable television and the Internet.
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Studies of the effects of news coverage have sought to identify how much

people learn from the news they see, hear, and read, Wh.at factox:s facilitate or
impede learning, and what effects result from comprehension or r.mscomprt_ehen-
sion. Other types of studies have examined news effects at the na hqnal and inter-
national level and the impact of the news on foreign policy or foreign relations.
Recent research on news effects has explored several different areas. These
have included children’s fright reactions to news reports, »kr}owledge gap’
research, additional research on memory for news items and perceptions of
issues reported in the news. Future research should continue along these lines.
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CHAPTER 15

Communication
Campaign Effects

" Buckle Up Am

Throughout the history of the United States, veluntary organizations and the
federal government have repeatedly relied upon mass media to get messages
across to the public—messages intended to offer the public certain knowledge
intended to produce attitude or behavior changes. These public communica-
tion campaigns havebeen defined by Rice and Atkin{in press) as:

(1) purposive attempts (2) to inform, persuade, or motivate behavior changes
(3) in a relatively well-defined and large audience, (4) generally for noncom-
mercial benefitsto the individuals and/or sodiety at large, (5) typically within
a given time period, (6) by means -or organized communication activities
involving mass media, and (7) often complemented by interpersonal support.
(Adapted-and expanded from Rogers & Storey, 1987, p. 821)

Perhaps a simpler way of defining public communication campaigns is to
offer a few well-known examples. As will be shown, communication cam-
paigns take a variety of forms in our society, and each has specific goals. Each
election year we note the success of one candidate over another, usually attrib-
utable to the success of his or her political campaign. Every single day we notice

advertisements that are part of overall campaigns to sell parhcular products or:

services. On television and radio, we see and hear public service announce-
ments that remind us to “buckle up, America”; tell us only we can prevent for-
est fires; urge us to help “take a bite out of crime”; or encourage us to avoid
drinking and driving by introducing us to appealing individuals who have lost
their lives to drunk drivers. All of these represent some rather notable public
communication campaigns designed to change attitudes or behaviors.

This chapter will focus primarily on the theory, strategies, and research that
support successful communication campaigns. We will discuss the concepts of
communication campaigns, offer an overview of theoretical foundations that
underlie campaign strategies, examine some reasons why campaigns fail, and
then identify 10 principles that improve a campaign’s chances for success (Rice
& Atkin, in press; Atkin, 2001; McGuire, 2001). The principles for success are
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