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Foreword

This volume originated in the United Statcs Information Agency’s
nced for a book of background materials which could be used in
training some of the agency’s new employees in the field of rescarch
and evaluation. When the table of contents was made, however, it
became clear that the book could be of much wider interest and use-
fulness than the original purpose required. Indeed, most of the rcad-
ings had been tried out in classes of the Institute for Communications
Research, at the University of Illinois, where the training was not
aimed specifically at international communication. Thercfore, the
suggestion was made to the University of Illinois Press that this
volume be offered for general sale.

Much of the background necessary for understanding the problems
and practice of international communication is identical with the back-
ground necessary for making an intelligent approach to any other kind
of social communication. That is, one must understand how the com-
munication process works, how attention is gained, how meaning is
transferred from one subjective field to another, how opinions and
attitudes are created or modified, and how group memberships, role
concepts, and social structure are related to the process. These prob-
lems take up the greater part of this volume, and, although illustra-
tions come more often from international communication than from
other areas, what is said about these subjects is cqually applicable to
any of the great laboratories in which social communication can be
examined — for example, advertising, or domestic political campaigns,
or adult education through the mass media.



When one applies this basic material to the laboratory of interna-
tional communication, several aspects of the communication process
assume greater importance. One is the problem of transferring mean-
ing. Getting one’s meaning understood by another individual, face to
face, in one’s own culture, is sometimes hard enough. When one
communicates internationally, he has not only to transfer meaning
between subjective individual fields but also between cultures which
may be spectacularly different. One aspect of the communicator’s
equipment to which international communication must give special
attention is, therefore, an empathic understanding of the cultures
involved in the communication chain. This problem is discussed in
the pages that follow, but of course there is no space in this volume
for specific analysis of different cultures.

Another aspect of communication which bulks large for the interna-
tional communicator, and especially for the person engaged in
political or psychological warfare, is the organizational problem. The
most important part of this is the relation of the communicator to
sources of policy. There is also the problem of feedback, which is often
highly difficult in international communication, and which in psycho-
logical warfare chiefly takes the form of intelligence. These are special
problems which can only be suggested in the following pages, but
which bulk large in the training of a student or practitioner of inter-
national communication.

For the student approaching international communication, there-
fore, this book of readings is designed as an introduction to the
communication process and to the general problems of its use inter-
nationally — to be supplemented by the study of cultures and other
special problems of the field.

For the student approaching other areas of communication, this
book is an introduction to the communication process, illustrated by
application to one of the most important communication laboratories
of our time: communication between nations. Here, too, it should be
supplemented by study of the particular problems of the area of com-
munication in which the student plans to work.

In the making of the book, Mr. Ben Gedalecia, until recently chief
of research and evaluation for USIA, has been helpful, as has Mr.
Antonio Micocci, present chief of that division. Dr. Lewis Nixon, Mr.
Richard Fitzpatrick, and Miss Phoebe Everett, all of whom had some
responsibility for USIA training and training materials in the research
and evaluation fields, have been consistently helpful. Debt must also
be acknowledged to other members of USIA, such as Dr. Ralph White,
who made suggestions and contributed a paper, to Mr. Joseph Klapper,
who contributed several sections, and to Dr. Leo Lowenthal, who
helped to structure this field in the important Winter, 1952-53, num-
ber of the Public Opinion Quarterly, which he edited. A great many



persons made suggestions about the content of the book, and a great
many authors and publishers were gracious in giving permission for the
use of their materials. Among this latter class, Dr. Phillips Davison
and Dr. Alexander George, who took time to revise their important
paper especially for this volume, deserve special gratitude. And the
University of Illinois Press, as usual, has been helpful in the planning,
constructive in its criticism, painstaking in its handling of the copy,
and patient.

Urbana, Illinois, January 17, 1954 Wilbur Schramm



Contents

THE PROCESS OF COMMUNICATION . . ... .. ...0uennnnnnnnnnn ., 1
WILBUR SCHRAMM How Communication Works. .............. 3
THE PRIMARY EFFECT —/ATTENTION . . ... ..............vueuunn.nn. 27
INTRODUCTORY NOTE: THE ANATOMY OF ATTENTION ... ................ 29
WHY THEY ATTEND TO MASS COMMUNICATION .. . ... ........c.ouuun.. 39
BERNARD BERELSON What “Missing the Newspaper” Means. .. .36
KATHERINE M. WOLFE AND MARJORIE FISKE Why They Read
COMICS. . o ettt e e e 48
HERTA HERZOG Motivations and Gratifications of Daily
Serial Listeners.. ... ... ... oo eeueiineniinniennnann. 50
DOUGLAS WAPLES, BERNARD BERELSON, AND FRANKLYN R.
BRADSHAW Why They Read. ............................ 56
THE AUDIENCES OF MASS COMMUNICATION . . ... oivitienennennnnn 68
PAUL F. LAZARSFELD AND PATRICIA KENDALL The Communi-
cations Behavior of the Average American: Some Tables. .. .69
WILBUR SCHRAMM AND DAVID M. WHITE Age, Education, and
Economic Status as Factors in Newspaper Reading:
Conclusions .. . ... e i it 71

VARIOUS SOURCES Mass Communications and Their Audiences
in Other COuntries. .. .........u i neieienananennn 74



-~

/

| JOSEPH T. KLAPPER The Co,mﬁative Effects of the Various
b‘/.

Media . ...

PERCEIVING THE MESSAGE . . .. . ... ..o vit ettt ieieanennnns 115

DAVID KRECH AND RICHARD S. CRUTCHFIELD Perceiving the

(/ World ................ __QG
¢/ _LEONARD-DO0B The Perception of Propegenda. . ............1387
GORDON ALLPORT AND LEO POSTMAN The Basic Psychology
of Rumor ... ... ... . . .. 141
COMMUNICATING TO ANOTHER CULTURE ... .............c..'..u..... 156

ALEXANDER H. LEIGHTON AND MORRIS EDWARD OPLER Psychiatry
and Applied Anthropology in Psychological Warfare Against

Japan. ... e 157
BRUCE L. SMITH Communications Research on Non-Industrial
Countries. ... 170
RALPH K. WHITE The New Resistance to International
Propaganda. ............ . ... ... . . . . i 180
WILLIAM BUCHANAN AND HADLEY CANTRIL National
Stereotypes . ... 191
MODIFYING ATTITUDES AND OPINIONS . . . .. ...................... 207
INTRODUCTORY NOTE: THE NATURE AND BEHAVIOR OF ATTITUDES .. ....... 209
EUGENE L. HARTLEY, RUTH E. HARTLEY, AND CLYDE HART
Attitudes and Opinions. ............coiiiiiiiiien ... 216
CHARLES E. OSGOOD AND PERCY H. TANNENBAUM Attitude
Change and the Principle of Congruity................... 251

CARL 1. HOVLAND, ARTHUR A. LUMSDAINE, AND FRED D. SHEFFIELD
The Effect of Presenting “One Side” versus “Both Sides” in

Changing Opinions on a Controversial Subject............. 261
CARL 1. HOVLAND AND WALTER WEISS The Influence of Source

Credibility on Communication Effectiveness............... 275
JOSEPH T KLARRER Mass Medtaand Perswasion—. . .......... 289
LEONARD DOOB The Behavior of Public Opinion............. 321

BERNARD BERELSON Communication and Public Opinion. . ... 342



EFFECTS IN TERMS OF GROUPS . ... ..........0.cuuiineennnnennnn. 357

INTRODUCTORY NOTE: THE IMPORTANCE OF THE GROUP IN THE

COMMUNICATION CHAIN . .. iv ittt ie e e 359
HERBERT BLUMER T he Crowd, the Public, and the Mass. ... .. 363
ELIOT FREIDSON Communications Research and the Concept

of the Mass............ i i, 380
MATILDA WHITE RILEY AND JOHN W. RILEY, JR. 4 Sociological
Approach to Communications Research................... 389

STANLEY K. BIGMAN Prestige, Personal Influence,

and Opinion . ..... gt e 402

/07% i
HADLEY CANTRIL The Invasion from Ma%’/. .. M

ROBERT K. MERTON Mass Persuasion: The Moral Dimension . .424

SPECIAL PROBLEMS OF ACHIEVING AN EFFECT WITH INTERNATIONAL

COMMUNICATIONS . . . . ... it iiia e, 429
INTRODUCTORY KOTE: THE DIMENSIONS OF THE PROBLEM . ............. 431
W. PHILLIPS DAVISON AND ALEXANDER L. GEORGE An Outline
for the Study of International Political Communication. . ... 433
HANS SPEIER Psychological Warfare Reconsidered. .......... 444
CHARLES Y. GLOCK The Comparative Study of Communication
and Opinion Formation.... ...............c.coivvi.... 469
DANIEL LERNER Effective Propaganda: Conditions and
Evaluation.......... . ... . i i e 480
ERNST KRIS AND NATHAN LEITES Trends in Twentieth
Century Propaganda . .............. ..., 489
EDWARD A. SHILS AND MORRIS JANOWITZ Cohesion and
Disintegration in the Wehrmacht in World War II......... 501
LEONARD DoOB Goebbels’ Principles of Propaganda. ......... 517
HAROLD D. LASSWELL The Strategy of Soviet Propaganda. ...537
PHILIP SELZNICK Problems of Counteroffense Against
International Communism .................cooiieviiuin. 548
100 TITLES FOR FURTHER READING . ... ............ootuuunnnnnnns 563
INDEX OF NAMES . ... ... ..c.ouutunnnnnunoareuneaneennneeeens 573

INDEX OF SUBJECTS. . . ..o ottt ieeie e eeeaantannennennns 578



The Process of Communication



A WILBUR SCHRAMM

H;)w Communication Works

THE PROCESS

It will be easier to see how mass communication works if we first
look at the communication process in general.

Communication comes from the Latin communis, common. When
we communicate we are trying to establish a “commonness” with
someone. That is, we are trying to share information, an idea, or an
attitude. At this moment I am trying to communicate to you the idea
that the essence of communication is getting the receiver and the
sender “tuned” together for a particular message. At this same
moment, someone somewhere is excitedly phoning the fire department
that the house is on fire. Somewhere else a young man in a parked
automobile is trying to convey the understanding that he is moon-eyed
because he loves the young lady. Somewhere elsc a newspaper is trying
to persuade its readers to believe as it does about the Republican
Party. All these are forms of communication, and the process in each
case is essentially the same.

Communication always requires at least three elements — the
source, the message, and the destination. A source may be an indi-
vidual (speaking, writing, drawing, gesturing) or a communication
organization (like a newspaper, publishing house, television station or
motion picture studio). The message may be in the form of ink on
paper, sound waves in the air, impulses in an electric current, a wave
of the hand, a ftag-in the air, or any other signal capable of being
interpreted meaningfully. The destination may be an individual
listening;” watching, or reading; or a member of a group, such as a
discussion group, a lecture audience, a football crowd, or a mob; or

A This paper, first published in the Shimbun Kenkyu of Tokyo and later in
the 53rd Yearbook of the Socicty for the Study of Education, is a general
introduction to the communication process.
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an individual member of the particular group we call the mass audi-
ence, such as the reader of a newspaper or a viewer of television.

Now what happens when the source tries to build up this “com-
monness” with his intended receiver? First, the source encodes his
message. That is, he takes the information or feeling he wants to share
and puts it into a form that can be transmitted. The “pictures in our
heads” can’t be transmitted until they are coded. When they are
coded into spoken words, they can be transmitted easily and effectively,
but they can’t travel very far unless radio carries them. If they are
coded into written words, they go more slowly than spoken words,
but they go farther and last longer. Indeed, some messages long outlive
their senders — the Iliad, for instance; the Gettysburg address;
Chartres cathedral. Once coded and sent, a message is quite free of
its sender, and what it does is beyond the power of the sender to
change. Every writer feels a sense of helplessness when he finally
commifs his story or his poem to print; you doubtless feel the same
way when you mail an important letter. Will it reach the right person?
Will he understand it as you intend him to? Will he respond as _you
want him to? For in order to complete the act of communication the
message must be decoded. And there is good reason, as we shall see,
for the sender to wonder whether his receiver will really be in tune
with him, whether the message will be interpreted without distortion,
whether the “picture in the head” of the receiver will bear any
resemblance to that in the head of the sender. ) ‘

We are talking about something very like a radio or telephone
circuit. In fact, it is perfectly possible to draw a picture of the human
communication system that way:

Source Encoder Signal Decoder Destination

Substitute “microphone” for encoder, and ‘“earphone” for decoder
and you are talking about electronic communication. Consider that
the “source” and “encoder” are one person, “decoder” and “destina-
tion” are another, and the signal is language, and you arc talking
about human communication.

Now it is perfectly possible by looking at those diagrams to predict
how such a system will work. For one thing, such a system can be no
stronger than its weakest link. In enginecring terms, there may be
filtering or distortion at any stage. In human terms, if the source docs
not have adequate or clear information; if the message is not encoded
Tully, accurately, effectively in transmittible signs; if these are not
transmitted fast-enough and accurately enough, despite interference

. —~




How Communication W orks 5

and compctition, to the desired receiver; if the message is not_decoded
in a_pattern_that corrcsponds—to_the cncoding; and finally, if the
destination is unable to handle the_decoded message so_as to produce
the d%;‘sgon_sc— then, obviously, the system is working at less
than top efficicncy. When we rcalize that all thesc steps must be
accomplished with relatively high efficiency if any communication is to
be successful, the everyday act of cxplaining something to a stranger,
or writing a lctter, seems a minor miracle.

A system like this will have a maximum capacity for handling infor-
mation and this will depend on the scparate capacitics of each unit on
the chain — for example, the capacity of the channel (how fast can
one talk?) or the capacity of the cncoder (can your student under-
stand something explained quickly?). If the coding is good (for ex-
ample, no unnecessary words) the capacity of the channel can be
approached, but it can never be exceeded. You can rcadily sce that
one of the great skills of communication will lie in knowing how ncar
capacity to operate a channecl.

This is partly determined for us by the naturc of the language.
English, like every other language, has its sequences of words and
sounds governcd by certain probabilities. If it were organized so that
no set of probabilitics governed the likelihood that certain words would
follow certain other words (for example, that a noun would follow an
adjective, or that “States” or “Nations” would follow “United”) then
we would have nonsense. As a matter of fact, we can calculate the
relative amount of freedom open to us in writing any language. For
English, the freedom is about 50 per cent. (Incidentally, this is about
the requircd amount of freedom to enable us to construct interesting
crossword puzzles. Shannon has estimated that if we had about 70
per cent freedom, we could construct threc-dimensional crossword
puzzles. If we had only 20 per cent, crossword puzzle making would
not be worth while).

So much for language redundancy, as communication theorists call
it, meaning the percentage of thc message which is not open to frce
choice. But there is also the communicator’s redundancy, and this is
an important aspect of constructing a message. For if we think our
audience may have a hard timc understanding thc message, we can
deliberately introduce more redundancy; we can rcpeat (just as the
radio operator on a ship may send “SOS” over and over again to
make sure it is heard and decoded), or we can give examples and
analogies. In other words, we always have to choose bctween trans-
mitting more information in a given time, or transmitting less and re-
peating more in the hope of being better understood. And as you know,
it is often a delicate choice, because too slow a rate will bore an audi-
ence, whereas too fast a rate may confuse them.

Perhaps the most important thing about such a system is one we
have been talking about all too glibly — the fact that receiver and
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sender must be_in tune. This is clear enough in the case of a radio

transmitter and receiver, but somewhat m(w@

means that a human Teceiver must be able to understand a Ruman
—_— .

sender,

Let us redraw our diagram in very simple form, like this:

—_—

Field of experience Field of experience

+ <Gl

Encoder

Source

Think of those circles as the accumulated experience of the two indi-
viduals trying to communicate. The source can encode, and the
destination can decode, only in terms of the experience each has had.
If we have never learned any Russian, we can neither code nor decode
in that language. If an African tribesman has never seen or heard of
an airplane, he can only decode the sight of a plane in terms of what-
ever experience he has had. The plane may seem to him to be a bird,
and the aviator a god borne on wings. If the circles have a large area
in common, then communication is easy. If the circles do not meet —
if there has been no common experience — then communication is
impossible. If the circles have only a small area in common — that is,
if the experiences of source and destination have been strikingly unlike
— then it is going to be very difficult to get an intended meaning
across from one to the other. This is the difficulty we face when a
non-science-trained person tries to read Einstein, or when we try to
communicate with another culture much different from ours.

The source, then, tries to encode in such a way as to make it easy
for the destination to tune in the message — to relate it to parts. of
his experience which are much like those of the source. What does he

have to work with?
"~ Messages are made up of signs. A sign is a signal that stands for

something in experience. The word “dog” is a sign that stands for our
generalized experience with dogs. The word would be meaningless
to a person who came from a dog-less island and had never read of or
heard of a dog. But most of us have learned that word by association,
just as we learn most signs. Someone called our attention to an animal,
and said “dog.” When we learned the word, it produced in us much
the same response as the object it stood for. That is, when we heard
“dog” we could recall the appearance of dogs, their sound, their feel,
perhaps their smell. But there is an important difference between the
sign and the object: the sign always represents the object at a reduced
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level of cues. By this we mean simply that the sign will not call forth
all the responses that the object itself will call forth. The sign “dog,”
for example, will probably not call forth in us the same wariness or
attention a strange dog might attract if it wandered into our presence.
This is the price we pay for portability in language. We have a sign
system that we can use in place of the less portable originals (for ex-
ample, Margaret Mitchell could re-create the burning of Atlanta in
a novel, and a photograph could transport world-wide the appearance
of a bursting atomic bomb), but our sign system is merely a kind of
shorthand. The coder has to be able to write the shorthand, the de-
coder to read it. And no two persons have learned exactly the same
system. For example, a person who has known only Arctic huskies will
not have learned exactly the same meaning for the shorthand sign
“dog” as will a person who comes from a city where he has known
only pekes and poms.

We have come now to a point where we need to tinker a little more
with our diagram of the communication process. It is obvious that
each person in the communication process is both an encoder and a
decoder. He receives and transmits. He must be able to write readable
shorthand, and to read other people’s shorthand. Therefore, it is pos-
sible to describe either sender or receiver in a human communication

system thus:

Decoder | Interpreter | Encoder

—

What happens when a signal comes to you? Remember that it comes
in the form of a sign. If you have learned the sign, you have learned
certain responses with it. We can call these mediatory responses, be-
cause they mediate what happens to the message in your nervous
system. These responses are the meaning the sign has for you. They are
learned from experience, as we said, but they are affected by the state
of your organism at the moment. For example, if you are hungry, a
picture of a steak may not arouse exactly the same response in you as
when you are overfed.
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But subject to these effects, the mediatory responses will then deter-
mine what you do about the sign. For you have learned other sets of
reactions connected to the mediatory responses. A sign that means a
certain thing to you will start certain other processes in your nerves
and muscles. A sign that means “fire,” for example, will certainly
trigger off some activity in you. A sign that means you are in danger
may start the process in your nerves and muscles that makes you say
“help!” In other words, the meaning that results from your decoding
of a sign will start you encoding. Exactly what you encode will depend
on your choice of the responses available in the situation and con-
nected with the meaning.

Whether this encoding actually results in some overt communication
or action depends partly on the barriers in the way. You may think it
better to keep silent. And if an action does occur, the nature of the
action will also depend on the avenues for action available to you and
the barriers in your way. The code of your group may not sanction the
action you want to take. The meaning of a sign may make you want
to hit the person who has said it, but he may be too big, or you may
be in the wrong social situation. You may merely ignore him, or “look
murder at him,” or say something nasty about him to someone else.

But whatever the exact result, this is the process in which you are
constantly engaged. You are constantly decoding signs from your en-
vironment, interpreting these signs, and encoding something as a
result. In fact, it is misleading to think of the communication process
as starting somewhere and ending somewhere. It is really endless. We
are little switchboard centers handling and rerouting the-great endless
current of communication. We can accurately think of communication
as passing through us — changed, to be sure, by our interpretations,
our habits, our abilities and capabilities, but the input still being
reflected in the output.

We need now to add another element to our description of the com-
munication process. Consider what happens in a conversation between
two people. One is constantly communicating back to the other, thus:

Encoder

Decoder

( Interpreter ) ‘ Interpreter )

Decoder

Encoder

Message
Yt

L~
| ¥ 2 g VY
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The return process is called feedback, and plays a very important part
in communication because it tells us how our messages are being in-
terpreted. Does the hearer say, “Yes, yes, that’s right,” as we try to
persuade him? Does he nod his head in agreement? Does a puzzled
frown appear on his forechead? Does he look away as though he were
losing interest? All these are feedback. So is a letter to the editor of a
newspaper, protesting an editorial. So is an answer to a letter. So is
the applause of a lecture audience. An experienced communicator is
attentive to feedback, and constantly modifies his messages in light
of what he observes in or hears from his audience.

At least one other example of fecedback, also, is familiar to all of us.
We get feedback from our own messages. That is, we hear our own
voices and can correct mispronunciations. We see the words we have
written on paper, and can correct misspellings or change the style.
When we do that, here is what is happening:

Encoder

( Interpreter ) (to destination}
= -

It is clear that in any kind of communication we rarely send out
messages in a_single channel, and this is the final element we must
add to our account of the communication process. When you speak to
me, the sound waves from your voice are the primary message. But
there are others: the expression on your face, your gestures, the rela-
tion of a given message to past messages. Even the primary message
conveys information on several levels. It gives me words to decode.
It emphasizes certain words above otliers. It presents the words i in_a
pattern of intonation and timing which contribute to the total meaning.
The quatity-ef-your voice (deep, high, shrill, rasping, rich, thin, loud,
soft) itsclf carries information about you and what you are saying.

This multiple channel situation exists even in printed mass com-
munication, where the channels are pcrhaps most restricted. Meaning
is conveyed, not only by the words in a news item, but also by “the
size of the headline, the position on the page and the page in the
paper, the association with pictures, the use of boldface and other
typographical devices. All these tell us something about the item. Thus
we can visualize the typical channel of communication, not as a simple
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telegraph circuit, in_which current does or does not flow, but rather
as a sort of¢oaxial cable in which many signals flow in parallel from
source towar ifiation.

These paralle]l relationships are complex, but you can sce their
gencral pattern. A communicator can emphasize a point by adding as
many parallel messages as he feels are deserved. If he is communi-
cating by speaking, he can stress a word, pause just before it, say it
with a rising inflection, gesturc while he says it, look earnestly at his
audience. Or he can keep all the signals parallel — except one. He can
speak solemnly, but wink, as Lowell Thomas sometimes does. He can
stress a word in a way that makes it mean something else — for ex-
ample, “That’s a fine job you did!” And by so doing he conveys sec-
ondary meanings of sarcasm or humor or doubt.

The same thing can be done with printed prose, with broadcast,
with television or films. The secondary channels of the sight-sound
media are especially rich. I am reminded of a skillful but deadly job
done entircly with secondary channels on a certain political candidate.
A sidewalk interview program was filmed to run in local theaters.
Ostensibly it was a completely impartial program. An equal number
of followers of each candidate were interviewed — first, one who
favored Candidate A, then one who favored Candidate B, and so on.
They were asked exactly the same questions, and said about the same
things, although on opposite sides of the political fence, of course. But
there was one interesting difference. Whereas the supporters of Candi-
date A were ordinary folks, not outstandingly attractive or impressive,
the followers of Candidate B who were chosen to be interviewed in-
variably had something slightly wrong with them. They looked wild-
cyed, or they stuttered, or they wore unpressed suits. The extra mean-
ing was communicated. Need I say which candidate won?

But this is the process by which communication works, whether it is
mass communication, or communication in a group, or communication
between individuals.

COMMUNICATION IN TERMS OF LEARNING THEORY

So far we have avoided talking about this complicated process in
what may seem to you to be the obvious way to talk about it —in the
terminology and symbols of learning theory.! We have done so for the
sake of simplicity. Now in order to fill in the picture it seems desir-
able to sketch the diagram of how communication looks to a psycholo-
gist of learning. If psychological diagrams bother you, you can skip
to section 3.

Let’s start with the diagram, then explain it.

'For the model in the following pages the author is indebted to his col-
leaguc, Dr. Charles E. Osgood. Dr. Osgood will soon publish the model in a
more advanced form.
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REPRESENTATIONAL *rme = o = Sm
LEVEL
(6) (5) (44 {8)
DISPOSITIONAL rds- = — — +Sds———s Tdm — — = + dm
LEVEL
(3) (0}
y
SENSORY AND i = '
MOTOR SKILL | |
LEVEL " m a ”I
1 I
¢
messaGE Leve 2] DECODING INTERPRETING ENCODING R

The diagram isn’t as complicated as it looks. Remember that time
in the diagram moves from left to right, and then follow the numbers
and you won’t get far off the road.

Begin with (1). This is the input. At the message level we have a
collection of objectively measurable signs [E]. These come to your
sense organs, where they constitute a stimulus for action. This stimu-
lus we call s. When the process gets as far as s, you are paying atten-
tion. The message has been accepted. It may not have been accepted
as intended; s may not equal [§; the sensory mechanism may have
seen or heard it incompletely. But everything else that happens as a
result of the message in that particular destination will now necessarily
be the result of the stimulus accepted by your sense organs.

Now look at number (2). The message may not have to go to any
other level in order to bring about a response. If a man waves his fist
near your nose, you may dodge. If he squeezes your hand, you may say
“ouch!” These are learned, almost automatic, responses on the sensory
and motor skill level.

But the stimulus may also bring about other kinds of activity within
your nervous system. Look at number (3). The stimulus s may be
translated into a grammatical response on your dispositional level —
by which we mean the level of learned integrations (attitudes, values,
sets, etc.) which make it so easy for you to dispose of the variety of
stimuli that come to you in the course of a day. These are what we
call the intervening variables. Suppose the stimulus stirs up activity in
this area of intervening variables. Two things may happen. Look at
number (4). The response may be so well learned that it doesn’t even
have to go to the level of thinking. You hear a line of a poem, and
almost automatically say the second line. In that case the activity is
through numbers (4) and (10).
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More often, however, the activity goes through number (5). Here
the original stimulus has been decoded into grammar, fed through the
intervening variables, and sent up to the representational level of the
central nervous system, where meanings are assigned and ideas con-
sidered. Occasionally a stimulus comes to that level without going
through the intervening variables — as is number (6). These stimuli
create activity in the central nervous system (r,) which is the terminus
of the decoding part of the process. This is equivalent to the meaning
or significance of the signs E. What happens in number (7), then,
is what we have been referring to as interpretation. The response rn,
which we call meaning becomes in turn a stimulus which sets the
encoding process in action, so that (7) is both the terminus of de-
coding and the start of encoding. We learn to associate meanings with
desired responses. And so the encoding process moves through (8) or
(9). That is, we give certain orders which either pass directly to the
neuro-muscular system (through 8) or are passed through the inter-
vening variables (through 9 and 10). In any case, all this activity of
the nervous system finally results in a response on the motor skill level
(r), which results in output (number 11). If the output is an overt
response (R), then we have another message, which may offer itself
as a collection of signs [ and be accepted by still another person as a
stimulus (s).

This is what we believe happens when someone says to you, “ciga-
rette?” and you answer “yes, please,” or “no, thanks.” If you are in-
terested in doing so, you can translate all that is said about the com-
munication process in this paper into the psychological symbols we
have just been using. But to make the account simpler, we are going
to shift gears at this point and talk about communication effects and
mass communication in the terms we used in section 1.

HOW COMMUNICATION HAS AN EFFECT

The chief reason we study this process is to learn something about
how it achieves effects. We want to know what a given kind of com-
munication does to people. Given a certain message content, we should
like to be able to predict what effect that content will have on its
receivers.

Every time we insert an advertisement in a newspaper, put up a
sign, explain something to a class, scold a child, write a letter, or put
our political candidate on radio or television, we are making a pre-
diction about the effect communication will have. I am predicting
now that what I am writing will help you understand the common
everyday miracle of communication. Perhaps I am wrong. Certainly
many political parties have been proved wrong in their predictions
about the effects of their candidates’ radio speeches. Some ads sell
goods; others don’t. Some class teaching “goes over”; some does not.
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For it is apparent to you, from what you have read so far, that there
is no such thing as a simple and easily predictable relationship between
message content and effect.

Nevertheless, it is possible to describe simply what might be called
tkkcglﬂtr);;ﬁf_success in communication — by which we mean the
conditions that must bé fulfilled if the message is to arouse its intended
responsc. Let us sct them down here briefly, and then talk about them:

1. The message must be so designed and delivered as to gain the

gitention of the intended destination.

2. The message must employ signs which refer to experience com-

/ mon to source and destination, so as to “get the meaning across.”

3. The message must arouse personality needs in the destination and
suggest some ways_to meet those needs:~
4. The message must suggest a way to meet those needs which is

appropriate to the group situation in which the destination finds him-

self at the time when he is moved to make the desired response.

You can see, by looking at these requirements, why the expert com-
municator usually begins by finding out as much as he can about his
intended destination, and why “know your audience” is the first rule
of practical mass communication. For it is important to know the right
timing for a message, the kind of language onc must use to be under-
stood, the attitudes and values one must appcal to in order to be effec-
tive, and the group standards in which the desired action will have
to take place. This is relatively easy in face-to-face communication,
more difficult in mass communication. In either case, it is necessary.

Let us talk about these four requirements.

1. The message must be so designed and delivered as to gain the
attention of the intended destination. This is not so easy as it sounds.
For one thing, the message must be made available. There will be no
communication if we don’t talk loud enough to be heard, or if our
letter is not delivered, or if we smile at the right person when she isn’t
looking. And even if the message is available, it may not be selected.
Each of us has available far more communication than we can possibly
accept or decode. We therefore scan our environment in much the
same way as we scan newspaper hcadlines or read a table of contents.
We choose messages according to our impression of their general char-
acteristics — whether they fit our needs and intercsts. We choose usu-
ally on the basis of an impression we get from one cue in the message,
which may be a headline, a name in a radio news story, a picture, a
patch of color, or a sound. If that cue does not appeal to us, we may
never open our senses to the message. In different situations, of course,
we choose differently among these cues. For example, if you are speak-
ing to me at a time when I am relaxed and unbusy, or when I am
waiting for the kind of message you have (for instance, that my friends
have come to take me fishing), then you are more likely to get good

(\/a/ng
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attention than if you address me when noise blots out what you say,
or when all my attention is given to some competing message, or when
I am too sleepy to pay attention, or when I am thinking about
something else and have simply “tuned out.” (How many times have
you finished speaking and rcalized that your intended receiver had
simply not heard a word you said?) The designing of a message for
attention, then, involves timing, and placing, and equipping it with
cues which will appeal to the receiver’s interests.

2. The message must employ signs which refer to experience com-
mon to both source and destination, in order to “get the meaning
across.” We have already talked about this problem of getting the re-
ceiver in tune with the sender. Let us add now that as our experience
with environment grows, we tend to classify and catalog experience in
terms of how it relates to other experience and to our needs and in-
terests. As we grow older that catalog system grows harder and firmer.
It tends to reject messages that do not fit its structure, or distort them
so that they do fit. It will reject Einstein, perhaps, because it feels
it can’t understand him. If an airplane is a completely new experience,
but a bird is not, it may, as we have said, interpret the plane as a large,
noisy bird. If it is Republican it will tend to reject Democratic radio
speeches or to recall only the parts that can be made into pro-Republi-
can arguments; this is one of the things we have found out about
voting behavior. Therefore, in designing a message we have to be sure
not only that we speak the “same language” as the receiver, and that
we don’t “write over his head,” but also that we don’t conflict too
directly with the way he sees and catalogs the world. There are some
circumstances, true, in which it works well to conflict directly, but for
the most part these are the circumstances in which our understandings
and attitudes are not yet firm or fixed, and they are relatively few and
far between. In communicating, as in flying an airplane, the rule is
that when a stiff wind is blowing, one doesn’t land cross-wind unless
he has to.

3. The message must arouse personality needs in the destination and
suggest some way to meet those needs. We take action because of need
and toward goals. In certain simple situations, the action response is
quite automatic. When our nerves signal “pain-heat-finger” we jerk
our fingers back from the hot pan. When our optic nerve signals “red
traffic light” we stop the car. In more complicated situations we usu-
ally have more freedom of choice, and we choose the action which, in
the given situation, will come closest to meeting our needs or goals.
The first requisite of an effective message, therefore (as every adver-
tising man knows), is that it relate itself to one of our personality
needs — the needs for security, status, belongingness, understanding,
freedom from constraint, love, freedom from anxiety, and so forth.
It must arouse a drive. It must make the individual feel a need or a
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tension which he can satisfy by action. Then the message can try to
control the resulting action by suggesting what action to take. Thus
an advertisement usually tclls you to buy, what, and where. Propaganda
to enemy troops usually suggests a specific action, such as surrender,
subversion, or malingering. The suggested action, of course, is not
always the one taken. If an easier, cheaper, or otherwise more accept-
able action leading to the same goal is seen, that will probably be
selected instead. For instance, it may be that the receiver is not the
kind of person to take vigorous action, even though that seems called
for. The person’s values may inhibit him from doing what is suggested.
Or his group role and membership may control what action he takes,
and it is this control we must talk about now.

4. The message must suggest a way to meet those needs which is
appropriate to the group situation in which the destination finds him-
self at the time when he is moved to make the desired response. We
live in groups. We get our first education in the primary group of our
family. We learn most of our standards and values from groups. We
learn roles in groups, because those roles give us the most orderly and
satisfying routine of life. We make most of our communication re-
sponses in groups. And if communication is going to bring about
change in our behavior, the first place we look for approval of this
new behavior is to the group. We are scarcely aware of the great im-
portance our group involvements have for us, or of the loyalties we
develop toward our several groups and institutions, until our place
in the group or the group itself is threatened. But yet if our groups
do not sanction the response we are inclined to make to communica-
tion, then we are very unlikely to make it. On the other hand, if our
group strongly approves of a certain kind of action, that is the one
we are likely to select out of several otherwise even choices.

You can see how this works in practical situations. The Jewish cul-
ture does not approve the eating of pork; the Indian culture does not
approve the slaughter of cows, and the eating of beef. Therefore, it is
highly unlikely that even the most eloquent advertisement will per-
suade an orthodox Jewish family to go contrary to their group sanc-
tions, and buy pork; or an orthodox Hindu family, to buy beef. Or
take the very simple communication situation of a young man and a
young woman in a parked automobile. The young man communicates
the idea that he wants a kiss. There isn’t much likelihood of his not
gaining attention for that communication or of its not being under-
stood. But how the young woman responds will depend on a number
of factors, partly individual, partly group. Does she want to be kissed
at that moment? Does she want to be kissed by that young man? Is the
situation at the moment — a moon, soft music from the radio, a con-
vertible? — conducive to the response the young man wants? But
then, how about the group customs under which the girl lives? If this
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is a first date, is it “done” to kiss a boy on a first date? Is petting con-
doned in the case of a girl her age? What has she learned from her
parents and her friends about these things? Of course, she won’t
knowingly have a little debate with herself such as we have suggested
here, but all these elcments and more will enter into the decision as
to whether she tilts up her chin or says, “No, Jerry. Let’s go home.”

There are two things we can say with confidence about predicting
communication effects. One is that a message is much more likely to
succeed if it fits the patterns of understandings, attitudes, values and
goals that a receiver has; or at least if it starts with this pattern and
tries to reshape it slightly. Communication research men call this latter
process “canalizing,” meaning that the sender provides a channel to
direct the already existing motives in the receiver. Advertising men and
propagandists say it more bluntly; they say that a communicator must
“start where the audience is.” You can see why this is. Our personali-
tics — our patterns of habits, attitudes, drives, values, and so forth —
grow very slowly but firmly. I have elsewhere compared the process to
the slow, sure, ponderous growth of a stalagmite on a cave floor. The
stalagmite builds up from the calcareous residue of the water dripping
on it from the cave roof. Each drop leaves only a tiny residue, and it
is very seldom that we can detect the residue of any single drop, or that
any single drop will make a fundamental change in the shape or ap-
pearance of the stalagmite. Yet together all these drops do build the
stalagmite, and over the years it changes considerably in size and
somewhat in shape. This is the way our environment drips into us,
drop by drop, each drop leaving a little residue, each tending to fol-
low the existing pattern. This personality pattern we are talking about
is, of course, an active thing — not passive, like the stalagmite — but
still the similarity is there. When we introduce one drop of communi-
cation into a person where millions of drops have already fallen and
left their residue, we can hardly expect to reshape the personality
fundamentally by that one drop. If we are communicating to a child,
it is easier, because the situation is not so firmly fixed. If we are com-
municating in an area where ideas and values are not yet determined
— if our drop of communication falls where not many have fallen
before — then we may be able to see a change as a result of our
communication.

But in general we must admit that the best thing we can do is to
build on what already exists. If we take advantage of the existing
pattern of understanding, drives, and attitudes to gain acceptance for
our message, then we may hope to divert the pattern slightly in the
direction we want to move it. Let’s go back to elections again for an
example. It is very hard to change the minds of convinced Republicans
or Democrats through communication, or even to get them to listen to
the arguments of the opposing party. On the other hand, it is possible



How Communication Works 17

to start with a Republican or Democratic viewpoint and slightly
modify the existing party viewpoints in one way or other. If this
process goes on for long enough, it may even be possible to get con-
firmed party-men to reverse their voting pattern. This is what the
Republicans were trying to do in the 1952 election by stressing “the
mess in Washington,” “time for a change,” “the mistakes in Korea,”
and “the threat of Communism,” and apparently they were successful
in getting some ordinarily Democratic votes. But in 1952, as in every
campaign, the real objectives of the campaigning were the new voters
and the undecided voters.

The second thing we can say with confidence about communication
effects is that they are resultants of a number of forces, of which the
communicator can really control only one. The sender, that is, can
shape his message and can decide when and where to introduce it.
But the message is only one of at least four important elements that
determine what response occurs. The other three are the situation in
which the communication is reccived and in which the response, if
any, must occur; the personality state of the receiver; and his group
relationships and standards. This is why it is so dangerous to try to
predict exactly what will be the effect of any message except the
simplest one in the simplest situation.

Let us take an example. In Korea, in the first year of the war there,
I was interviewing a North Korean prisoner of war who had recently
surrendered with one of our surrender leaflets on his person. It looked
like an open and shut case: the man had picked up the leaflet, thought
it over, and decided to surrender. But I was interviewing him anyway,
trying to see just how the leaflet had its effect. This is what he told me.

He said that when he picked up the leaflet, it actually made him
fight harder. It rather irritated him, and he didn’t like the idea of
having to surrender. He wasn’t exactly a warlike man; he had been a
clerk, and was quiet and rather slow; but the message actually aroused
a lot of aggression in him. Then the situation deteriorated. His division
was hit hard and thrown back, and he lost contact with the command
post. He had no food, except what he could find in the fields, and little
ammunition. What was left of his company was isolated by itself in
a rocky valley. Even then, he said, the morale was good, and there
was no talk of surrendering. As a matter of fact, he said, the others
would have shot him if he had tried to surrender. But then a couple
of our planes spotted them, shot up their hideout, and dropped some
napalm. When it was over, he found himself alone, a half mile from
where he had been, with half his jacket burned off, and no sign of any
of his company. A couple of hours later some of our tanks came along.
And only then did the leaflet have an effect. He remembered it had
told him to surrender with his hands up, and he did so.

In other words, the communication had no effect (even had an
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opposite effect from the one intended) so long as the situation, the
personality, and the group norms were not favorable. When the situa-
tion deteriorated, the group influence was removed, and the person-
ality aggression was burned up, then finally the message had an effect.
I tell you this story hoping it will teach you what it taught me: that
it is dangerous to assume any simple and direct relationship between
a message and its effect without knowing all the other elements in the
process.

THE NATURE OF MASS COMMUNICATION

Now let us look at mass communication in the light of what we have
already said about communication in general.

The process is exactly what we have described, but the elements in
the process are not the same.

The chief seusce, in mass communication, is a communication or-

ganization or an institutionalized person. By a communication organi-
zation we mean’a\newrpap'éf,'a/b/r%msting network or station, a film
studio, a book or magazine publishing house. By an institutionalized
person we mean such a person as the editor of a newspaper, who
speaks in his editorial columns through the facilities of the institution
and with more voice and prestige than he would have if he were
speaking without the institution.

The organization works exactly as the individual communicator
does. It operates as decoder, interpreter, and encoder. On a newspaper,
for example, the input to be decoded flows in through the news wires
and the reporters. It is evaluated, checked, amplified where necessary,
written into a story, assigned headline and position, printed, distrib-
uted. This is the same process as goes on within an individual com-
municator, but it is carried out by a group of persons rather than by
one individual. The quality of organization required to get a group
of reporters, editors, and printers working together as a smooth com-
munication unit, decoding, interpreting, and encoding so that the
whole operation and product has an individual quality, is a quite
remarkable thing. We have become so used to this performance that
we have forgotten how remarkable it is.

Another difference between the communication organization and
the individual communicator is that the organization has a very high
ratio of output to input. Individuals vary, of course, in their output-
input ratios. Persons who are in the business of communicating
(preachers or teachers, for example) ordinarily have higher ratios
than others, and so do naturally talkative persons who are not profes-
sional communicators. Very quiet persons have relatively higher input.
But the communication institution is so designed as to be able to en-
code thousands — sometimes millions — of identical messages at the
same time. To carry these, intricate and efficient channels must be
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provided. There have to be provisions for printing and delivering
thousands of newspapers, magazines, or books, for making prints of a
film and showing them in hundreds or thousands of theaters, for trans-
lating sound waves into electricity and distributing it through wires
and through the air to millions of receiving sets.

The destinations of mass communication are individuals at the ends
of these channels — individuals reading the evening paper, looking
through the new magazine, reading the new book, sitting in the
motion picture theater, turning the dial on the radio set. This receiv-
ing situation is much different from that which pertains in face-to-face
communication, for one thing, because there is very little direct feed-
back from the receivers to the sender. The destination who, 1n a face-
to-face situation, will nod his head and smile or frown while the
sender is speaking, and then encode a reply himself, will very seldom
talk back to the radio network or write a letter to the editor. Indeed,
the kind of feedback that comes to a mass communication organization
is a kind of inferential expression — receivers stop buying the publica-
tion, or no longer listen to the program, or cease to buy the product
advertised. Only in rare instances do these organizations have an op-
portunity to see, more directly than that, how their messages are going
over. That is one reason why mass communication conducts so much
audience research, to find out what programs are being listened to,
what stories are being read, what ads attended to. It is one of their few
substitutes for the feedback which makes interpersonal communication
so relatively easy to plan and control.

The following chapters will have something to say about the audi-
ences of the different media, and we need not discuss them in any
detail here. These audiences cluster, not only around a newspaper,
magazine, or television station, but also around certain stories in the
paper, certain parts of the magazine, certain television or radio pro-
grams. For example, Station A will not have the same audience at
8:00 as it had at 7:00, because some of these listeners will have moved
to Stations B or C, and some of the listeners from B and C will have
moved to A. Newspaper D will not have the same audience on its
sports pages as on its society pages, although there will be some
overlap. What determines which offering of mass communication will
be selected by any given individual? Perhaps the easiest way to put
it is to say that choice is determined by the Fraction of Selection —

Expectation of reward

Effort required
You can increase the value of that fraction either by increasing the
numerator or decreasing the denominator, which is to say that an
individual is more likely to select a certain communication if it prom-
ises him more reward or requires less effort than comparable com-
munications. You can see how this works in your own experience.
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You are much more likely to rcad the newspaper or magazine at hand
than to walk six blocks to the news stand to buy a bigger newspaper or
magazine. You are more likely to listen to a station which has a loud
clear signal than to one which is faint and fading and requires constant
effort from you to hear at all. But if the big game of the week is on
that faint station, or if your favorite author is in the magazine at the
news stand, then there is more likelihood that you will make the addi-
tional effort. If you were a member of the underground in occupied
France during World War II, you probably risked your life to hear
news from the forbidden Allied radio. You aren’t likely to stay up
until 2 a.m. simply to hear a radio program, but if by staying up that
long you can find out how the Normandy invasion is coming or who
has won the Presidential election — then you will probably make the
extra effort just as most of the rest of us did. It is hardly necessary to
point out that no two receivers may have exactly the same fraction
of selection. One of them may expect more reward from Milton Berle
than will the other. One of them may consider it less effort to walk
six blocks to the news stand than does the other. But according to how
this fraction looks to individuals in any given situation, the audience
of mass communication is determined.

Unlike lecture audiences and small groups, mass communication
audiences (with the cxception of the people in a motion picture
theater at the same time) have very little contact with each other.
People in one house listening to Jack Benny don’t know whether
anybody in the next house is listening to him or not. A person reading
an editorial in the New York Times has little group feeling for the
other people in this country who read editorials in the New York
Times. These audiences are individuals, rather than groups. But each
individual is connected with a group or groups — his family, his close
friends, his occupational or school group —and this is a very im-
portant thing to remember about mass communication. The more we
study it, the more we are coming to think that the great effects of
mass communication are gained by feeding ideas and information
into small groups through individual receivers. In some groups, as you
well know, it is a sign of status to be familiar with some part of mass
communication (for example, in the teen-age group to hear the cur-
rently screamable crooner, or in some business groups to read the
Wall Street Journal). In many a group, it is a news story from the
radio, or an editorial from the Tribune, or an article from the Times,
or an article from one of the big magazines, that furnishes the subject
of conversation on a given day. The story, or article, or editorial, is
then re-interpreted by the group, and the result is encoded in group
opinion and perhaps in group action. Thus it may well be that the
chief influence of mass communication on individuals is really a kind
of secondary influence, reflected to the group and back again.
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We are ready now to draw a diagram of mass communication, and
to talk about the kinds of messages this sort of system requires and
what we know about predicting their effects. This is the way mass
communication seems to work:

Organization

The *‘mass audience' —

Many
identical

Many receivers, each
messages

decoding, interpreting,
encoding —

Each connected with a
group, where message
is re-interpreted and
often acted upon.

Inferential Feedback

L Input from news sources, art sources, etc.

Now it is easy to see that there will be certain restrictions on the kinds
of program which can be carried over these identical circuits to these
little-known and changing audiences. The communication organiza-
tion knows it is dealing with individuals, yet does not know them as
individuals. Its audience research classifies, rather than individualizes,
the audience. Audience research, that is, says that so many people are
listening at a given time, or that so many men and so many women
are likely to read a given kind of article, or that the readers of a
given magazine are in the upper economic bracket and have had on
the average 12 years of schooling. Whereas the individual communi-
cator is dealing with individuals and able to watch the way his mes-
sage is received and modify it 1if necessary, the organization is dealing
only with averages and classes. It must pitch its reading level some-
where below the estimated average of its audicnce, in order not to
cut off too many of the lower half of the audience. It must choose its
content according to the best estimate it can make of what the
broadest classes of receivers want and need. Whereas the individual
communicator is free to experiment because he can instantly correct
any mistake, the organization is Joathe to experiment. When it finds-
an apparently successful formula, it f(eeps on that way. Or it changes
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the details but not the essentials. If one organization makes a great
success with a given kind of message, others tend to copy it — not
because of any lack of originality, but because this is one of the few
kinds of feedback available from the mass audience. That is why we
have so much sameness on the radio, why one successful comic strip
tends to be followed by others of the same kind, one successful news
or digest magazine by others, one kind of comedy program by others
of the same kind, and so forth.

What can we say about the effects of these mass communication
messages? For one thing, mass communication has pervasive effect
because in many respects it has taken over the function of society
communicating. Our society, like any other communication unit,
functions as decoder, interpreter, and encoder. It decodes our environ-
ment for us, watches the horizon for danger and promise and enter-
tainment. It then operates to interpret what it has decoded, arrives
at a consensus so that it can put policy into effect, keep the ordinary
interactions of communal life going, and helps its members enjoy life.

)

Decoder = Surveys environment
Society as communicator ( interpreter ’ — Arrives at consensus
Encoder — Transmits culture
and policy

It also encodes — messages to maintain our relations with other so-
cieties in the world, and messages to transmit our culture to its new
members. Mass communication, which has the power to extend our
eyes and ears almost indefinite distances, and to multiply our voices
and written words as far as we can find listeners or readers, has taken
over a large share of the responsibility for this social communication.
Newspapers, radio, television watch the horizon for us. By telling
us what our leaders and experts think, by conducting a discussion or
public issues, these media, and magazines and films as well, help us
to interpret what is seen on the horizon and decide what to do about
it. The textbook and educational films have led all the other media
in encoding our culture so that the young persons coming into our
society may learn as quickly and easily as possible the history,
standards, roles, and skills they must know in order to be good mem-
bers of society. This is not to say that all the media do not contribute
in some degree to all these functions. For example, a book like 1984
may be as much a report of the horizon as the most current news
story. And on the other hand, it is certainly true that a great deal of
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our culture is transmitted currently through television, radio, news-
papers, and magazines. But the faster media are better equipped to
be watchmen, and are more often so used. The slower, longer lasting
media are better equipped to be teaching aids and are so used. The
important thing is that all the mass media have important uses in
providing the network of understandings without which the modern
large community could not exist.

So much for the basic effect, which we see every day in the kind of
customs around us, the pcoplc and problems talked about, and the
language we speak. This is the slgumpcrccptlblc effect. This is like
building the stalagmite. But how about the specific effect of a given

message transmitted by mass_communication? How_can_we ict
what the effect will be on the mass audience?
We can’t predict | ffect on the mass audience. We.can only pre-

dict the effect on_ individuals. Communication organizations have
developed group encoding, but there is only individual decoding. There-
fore, we can predict the effect of mass communication only in the
way we try to predict the effect of other communication — that is, in
terms of the intcraction of message, situation, personality, and group.

The first thing which becomes obvious, therefore, is that inasmuch
as there are many different combinations of personality, situation, and
group in any mass audience, there are likely to be many different
kinds of effects. It is equally obvious that since mass communication
doesn’t know much about the individuals in its audience, predicting
effects is going to be extremely difficult.

Nevertheless, there are certain things to be said. Tbc\_prf)#r_?’gf
attention constantly faces mass com i he average American
m}‘mﬁﬁgﬁum a day to mass com-
munication. If he lives in a big city, he gets a paper that would itself
take half that time to read. (He doesn’t read all of it.) He is offered
the equivalent of two weeks of radio and television every day from
which he can choose. He is offered a bewildering array of magazines
and books and films. From these also he must choose. Other attractive
ways to spend leisure compete with communication. He sometimes
combines them — listening to music while he reads, playing cards or
eating while he hears a newscast, playing with the baby while he
watches television. Therefore, we can predict at least that any indi-
vidual will have a fairly small chance of selecting any given item in mass
communication, and that if he does select it, his level of attention may
be rather low. This is responsible for many cases of “mis-hearing”
radio. We know also that readership of the average newspaper story
falls off sharply after the first few paragraphs, so that a member of
the mass audience is likely not to see at all the latter part of a long
newspaper story.

There are of course many cases in which markedly high attention is
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aroused by mass communication, and plentiful instances of listeners
identifying closely with radio characters and adopting the mannerisms
and language of movie heroes. It has been said that the mass media
have brought Hollywood, Broadway, and Washington nearer than the
next town, and there is a great deal of truth in this, There are also
some cases in which very spectacular overt results have been accom-
plished by mass communication.

Let us recall one of them. Can you remember when CBS broadcast
Orson Welles’ performance of H. G. Wells’ “War of the Worlds”? The
script featured the invasion of the United States by armies from outer
space. Perhaps you were one of the people who ran screaming for the
hills, or armed yourself to wait for the invaders, or tried to call your
loved ones long distance for a farewell talk. Or perhaps you were not.
Perhaps you were one of those who heard the CBS announcers explain
carefully that it was a play made from a book of fiction. Those who
didn’t hear those announcements were engaged in proving what we
have just said about the low level of attention to some parts of mass
communication.

But that doesn’t entirely explain why people became hysterical and
did things they were rather ashamed of the next day. And in truth,
this is one of the really spectacular examples of mass communication
effect. This happened without any specific reference to groups; it
happened spontaneously in thousands of homes near the supposed
scene of invasion. Why did it happen? Research men have studied the
incident, and think they have put together the puzzle. For one thing,
it was a tense time. People were full of anxiety, which could have been
triggered off in many ways. In the second place, people trusted — still
trust — radio news; the play was in the form of newscasts and com-
mentaries. Therefore, the communication as it was interpreted really
represented a spectacular change in the situation: the Martians were
invading! Apparently the group element played no large part in this
event, but the other three did. The message was accepted (minus the
important identification as fiction). The listeners had a good deal of
anxiety ready to be used. The message convinced them that the situa-
tion had indeed changed for the worse. Each according to his own
personality and situation then took action.

As we have said, that was, fortunately, one of the few really spec-
tacular examples of mass behavior. Another one was the Gold Rush
that resulted in the 1890’s when the newspapers brought word of gold
in Alaska. Some people might say that what the Communists have
been able to accomplish is a spectacular advertisement for the power
of mass communication, and that subject is worth looking at because
it shows us not only some of the differences between the ways we use
the mass media and the way dictators use them, but also some of the
principles of communication effect.
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It is true that one of the first acts of the Communists, when they take
over a country, is to seize the mass communication system. (That was
also one of Hitler’s first acts.) They also seize the police power and the
control of productive resources, and they organize an intricate system
of Party groups and meetings. I don’t know of any case in which the
Communists have put the whole burden of convincing people and
gaining members on mass communications alone. They always provide
a group structure where a convert can get reinforcement, and meetings
to which a potential convert can be drawn. They use mass communi-
cation almost as an adjunct to these groups. In Korea and China, the
mass media actually become texts for the groups. And the Communists
do one thing more. If at all possible, they secure a monopoly on the
mass communication reaching the people whom they are taking over.
When they took Seoul, Korea, in 1950, they confiscated radio receivers
wherever they found receivers despite the fact that they had captured
Radio Seoul, intact, the most powerful transmitter in that part of Asia.
They were willing to give up the use of Radio Seoul, if by so doing
they could keep their subjects from foreign radio.

Now obviously, a state monopoly on communication, as well as
control of resources and organization of a police state, is a long way
from our system. And as long as our mass media are permitted free
criticism and reporting, and as long as they represent more than one
political point of view, we have little to worry about in a political way
from them. But even though we may look with revulsion at the Com-
munist way of using mass communication, still we can study it. And
let us refer back to the four elements which we said were instrumental
in bringing about communication effects — message, situation, person-
ality, and group. The Communists control the messages. By their police
power, control of resources (and hence of food and pay), they can
structure the situation as they see fit. Their group organization is most
careful, and offers a place —in fact compels a place — for every
person. Thus they control three of the four elements, and can use those
three to work on the fourth — the personalities of their receivers.

The Communists, who have now had 35 years practice in the in-
tensive use of mass communication for accomplishing specified effects,
are apparently unwilling to predict the results of their communication
unless they can control three of the four chief elements which enter
into the effect.

Let us take one final example. There is a great deal of violence in
mass communication content today. Violence is interesting to children.
Yet only a few children actually engage in acts of criminal violence.
Most children do no such things. They sample the violent material,
and decide they would rather play football. Or they attend faithfully
to the violent material, use it to clear out vicariously some of the
aggressions they have been building up, and emerge none the worse
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for the experience. Or they adopt some of the patterns in a mild and
inoffensive way when they play cops and robbers. Only a few children
learn, from the mass media, techniques of crime and violence which
they and their pals actually try out. Now what is it that determines
which of those children will be affected harmfully by those messages
of violence, and which will not?

We can attempt to answer this question from cases we have studied.
And the answer is simply that the other three elements — personality,
situation, and group influence — will probably determine the use made
of the message. If the child is busy with athletics, Scouts, church, or
other wholesome activities, he is not likely to feel the need of violent
and antisocial actions. On the other hand, if he is bored and frus-
trated, he may experiment with dangerous excitement. If he has a
healthy personality, if he has learned a desirable set of values from his
family group, he is less likely to give in to motivation toward violence.
On the other hand, if his value standards are less certain, if he has lost
some of his sense of belonging and being loved (possibly because of a
broken home), he may entertain more hospitably the invitation to
violence. If the group he admires has a wholesome set of standards,
he is not likely to try an undesirable response, bccause the group will
not reinforce it. On the other hand, if he belongs to a “gang” there is
every reason to expect that he will try some of the violence, because
in so doing he will win admiration and status in the group. Therefore,
what he does will depend on the delicate balancing of these influences
at a given time. Certainly no one could predict — except possibly on
an actuarial basis — from merely seeing such a message exactly what
the response to it would be. And it is entirely probable in the case we
have mentioned that the community, the home, and the school — be-
cause they influence so greatly the other three elements — would have
much more to do with the young person’s response than would the
message itself.

The all-pervasive effect of mass communication, the ground swell
of learning that derives from mass communication acting as society
communicating — this we can be sure of, and over a long period we
can identify its results in our lives and beliefs. The more specific effects,
however, we must predict only with caution, and never from the mes-
sage alone without knowing a great deal about the situation, the per-
sonality, and the group relationship where the message is to be acted

upon.
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Introductory Note

THE ANATOMY OF ATTENTION

Communication is a buyer’s market. Far more stimuli come to us
than we are able to attend to. When we drive downtown, we notice
very little about the houses and people on both sides of the street. Yet
they are all the time offering stimuli to our senses. In other situations
— for example, if we are looking for an address along the street — we
may pay close attention. But when we drive downtown we are prob-
ably attending only to the traffic lights, automobiles, pedestrians at
crossings, and other signals that help us drive safely where we want
to go.

The signs of communication have to compete for an audience. You
can see how this works for the mass media, and a little reflection will
show you that it operates also in face-to-face conversation. How often,
Jfor example, do you have the undivided attention of the person you

are talking to?

There is good reason to think that we scan our communication en-
vironment like an index, selecting among cues and concentrating our
attention on the signs associated with the cues that specially attract us.
You can see this operate when we scan the newspaper headlines, and
sometimes when we use tables of contents. It seems also to be operative
when we listen to voice radio. For example, experiments indicate that
we habitually listen to a newscast at relatively low level of attention
until a cue word or phrase awakens our attention and invites us to
respond to the group of signs associated with the cue.

Furthermore, we tend to perceive the message in terms of the index
cue. For example, the meaning we perceive in a picture often depends
greatly on the caption. Two different newspaper headlines can result
in two different impressions of the story. A word like “but” (as an
experiment with public discussion indicates) can apparently index the
material that follows it as “negative” regardless of the nature of the
material.
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Experimental work on this index function is in very early stages,
and the process is not wholly understood as yet. Nevertheless, the idea
promises to have important implications for encoders, who may find
they should spend more effort devising index systems, spacing out and
weighting their index cues.

The principles that determine whether a cue will attract attention
may be described simply as follows:

(1) Auvailability. The first requisite is to deliver the signal, to make
it easy to pick up. Other things being equal, you are more likely to
tune in a program where the signal is strong and clear than one which
fades and blurs and requires you to strain to hear. Other things being
cqual, you are more likely to look at a large billboard placed where you
can conveniently see it as you stop for a traffic light, than you are to
see a small placard on a house past which you drive at 60 miles an
hour. Other things being equal, you are more likely to read the news-
paper available when you are home and relaxed for the evening.
Other things being equal. Of course, things are not always cqual.
During the Nazi occupation, Frenchmen who had radios were willing
to strain to hear, if by so doing they could hear the BBC in place of
the official Nazi radio. The few people in occupied Seoul during the
summer of 1950 who had radios were willing to risk their lives in
order to hear the UN radio for a few minutes a day, instead of the
much more easily available Communist radio. But these things were
done because of other motivations. Except for these motivations, the
principle of least effort would have applied in those cases as it applics
in the everyday commonplace act of discriminating among broad-
casting stations, newspapers, theaters, and advertising signs.

(2) Contrast. Your attention is likely to be attracted to any signal
which contrasts notably with the rest of your environment, providing
that signal is readily available. Something that is noticeably louder,
or brighter, or larger; a sudden movement in a static field; a sudden
change in tone, intensity, pace, mass — all these things will serve to
draw attention to themselves. Within the limits of ready availability,
the converse will also hold. That is, a few seconds of silence in the
midst of continuing sound, an autumn pastel in the midst of bright
summer landscapes, a runner who suddenly stops in the middle of a
race — these too will attract attention. This is one of the most valu-
able principles for the construction of advertising materials, and it has
many implications.

But let us here record one point of caution in using the principle.
It is easy to overdo loudness and size contrast and “novelty.” It is
easy for radio announcers and commentators, for example, to enter
into an impossible competition for attention through loudness and ex-
citement. The attention-drawing effect of loudness seems to operate
on a kind of Weber’s Law which, as you remember, is the psycho-
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physical principle that constantly increasing differentials are required
for discrimination among weights as the weights are increased. In
other words, in a competition to attract attention through loudness,
as the voices grow louder and louder, the intervals which separate the
loudness of the speakers must be made greater and greater, if any dif-
ference is to be perceived. Low in the scale, the difference may be only
one decibel; it may be 10 decibels, high in the scale of intensity. If
loudness and excitement were the only tools with which radio com-
mercials could compete, then soon radio announcers would be reduced
to screaming. If intensity were the only means of attracting attention,
then size would soon become impracticable, sound unsupportable, and
brightness merely garish. Contrast must be attained by other means
as well. A very good reason for using other means is the fact that if an
intensity cue, once selected, does not adequately reward the selector,
then the selector will be much less likely to respond to a similar cue
the next time. The sensitivity, that is, may be decreased. Experiments
have shown, for example, that words like “Flash!” and “Bulletin!”
used indiscriminately, will at first raise the attention, but quickly lose
their attention-gathering effect if the rewards arc not proportional to
the strength of the cues.

Repetition should also be mentioned under this head. Not only does
it make a cue statistically more readily available, and in contrast with
non-continuing cues; but also it seems to have the power of accumu-
lating attention power — as a series of very small stimuli, for example,
will finally trigger a nerve current.

(3) Reward and threat. This is perhaps too simple a way of trying
to state the fact that the relation of a cue to a receiver’s needs, wants,
motivations, interests, habits, roles, frames of reference — however we
want to codify his personality — will have a great deal to do with
determining whether it attracts attention. A familiar name in a head-
line, a picture of one’s own street, a story about the university foot-
ball team in which one feels an almost personal pride, a story about
a polio epidemic which may affect one’s children, a story about a
subject which has previously rewarded us and been remembered —
cues like these will certainly attract attention. Similarly, we tend to
be attracted to some cues because they fit the roles we play in society;
they are the things that are “done,” the things that are “read,” the
things we ought to be informed on. We respond to many cues simply
because of habit (e.g., to turn on a certain radio program). In a sense,
all this activity can be explained in terms of the reward or threat
which the cues offer an individual scanner, or the habits that have
grown out of rewarded responses.

A communicator is in the position of trying to arrange his index
cues so that they will appeal to the personality needs of his audience.
Some of these will be individual and personal; others will be wide-
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spread and general. For example, stories about Lindbergh in 1927
would have a personal-acquaintance appeal to a few hundred or
thousand people, but vast numbers could enjoy the conflict situation
of a2 man against an ocean, and could identify with the American
boy who had that adventure and won the victory. The face-to-face
communicator will therefore draw on all he knows about his listener,
all that he can find out by feedback, in order to cue his message to the
personal interests of the listener and thus get as much of the attention
as possible. The mass communicator, on the other hand, will consider
the general interests and needs of his audience, and try to cue his
messages to the interests of large groups. This fact has been responsible
for much of the dissatisfaction with mass communication, which, as it
has grown larger, has been forced in the interests of economy to appeal
to the interests of groups as large as possible, and thus to adopt what
has been called a “lowest common denominator” approach, and ignore
many specialized interests and needs.

The communicator tries to encode his material so as to give two
dimensions of index information about it: intensity and subject matter.
This is a delicate business, because if he gains attention by an intensity
cue and then does not suitably reward the attention, or if he indicates
(for example, by a scarehead) that a story has great reward or threat
for the audience and the story does not live up to the head, he is in
danger of extinguishing that response in his audience. Furthermore,
if his headline does not accurately represent the story content, he may
cause a misperception of the whole story. Therefore, the acts of in-
dexing which seem most obvious to us — such as placing and head-
lining stories in a newspaper — are actually delicate problems in
balancing intensity cues (headline size and blackness, position on the
page, page in the paper, length of story, relation to pictorial material,
etc.) against the predicted importance of the story to readers; and
also constructing the headlines so as to indicate accurately what the
content has to offer in response to the interests and needs of readers.
If the signs of the story are themselves a kind of shorthand, then the
headlines are shorthand for shorthand, and the weight of responsibility
on the editor is very great indeed.

The audience, on its part, discriminates amongst the cues at hand,
in terms of their relative availability (including economic avail-
ability), their contrast with environment, and the apparent reward
or threat they offer. To a certain extent, as we have said, role and
custom enter into the selection of an audience, but these also may be
explained in terms of reward and learned habit.

We know something about how audiences organize themselves
around the index cues of mass communication, although our informa-
tion is better on gross problems (e.g., media audiences) than on finer
questions (e.g., response to different kinds of cues). We know, for
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example, that in the United States two mass media (radio and news-
papers) reach practically everyone, except the very young. Magazines
reach about two-thirds of the people, motion pictures about one-half,
books about one-fourth. Television is still not generally enough avail-
able to permit a fair comparison, although it seems destined to belong
to the newspaper-radio group. There are great differences between
countries of the world in respect to availability of mass media and
therefore the size of audiences. In the United States, the circulation
of daily newspapers is about 54 million, considerably more than one
per average home. In Grecce, where the population is about 8 million,
the circulation of daily newspapers is about 800,000 or a little less
than one paper for every two homes. In Burma, where there are 18
million people, the total daily circulation is about 100,000. In the
United States there are about 95 million radios, or more than two
per average home. In France, where the population is 41 million,
there are 7.5 million receivers, a little less than one per home. In
Ethiopia, where there are 17 million people, there are only 5,000
recewving sets.

In the United States, where our most detailed audience figures have
been compiled, book reading and motion picture attendance fall off
sharply after the teen years. After these years, school-motivation to
use books is gone, and the social motivation to go to the movies is in
competition with the more easily available entertainment at home.
Newspaper reading seems to increase from the early teens through
middle age, and radio listening appears to be on a high plateau during
the middle years. People with more moncy or more education are
likely to spend more time than others on mass media in general
(except radio). And except for radio, and perhaps television, a kind
of all-or-none law seems to be operative: that is, on the average, if
an individual is above average in his communication time, he will
also be above average in the amount of time he gives to each of the
individual media.

If now we ask what materials different kinds of individuals select
within the media, we come to a more complex situation. The first thing
to be noted is that an individual selects only a small part of the mass
communication material available to him. The average U. S. reader
reads only one-fourth to one-third of the contents of a daily news-
paper, chooses only a few per cent of the radio programs available
to him. A very large proportion of attention to the mass media is to
material which indexes itself as entertainment, or to pictures and
other spectacular material which offers relatively easy going and a high
level of excitement. The so-called “serious” use of mass communica-
tions (once past the textbook years) appears to be learned slowly, and
to correlate highly with education and with pressing individual needs.
Foreign political news, for example, is read by small percentages of
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U.S. newspaper audiences unless it is couched in terms of conflict (as
the 1952 Olympic Games were described, and as we tend increasingly
to write of international diplomacy) or in terms that offer strong
threat or reward to the reader or his family (for example, the threat
of war or the promised reward of war’s end). However, foreign politi-
cal news will be read by larger percentages of college graduates than
others, and by higher percentages of persons past the age of 30 than
younger persons. Role differences account for some reading patterns,
as for example the heavy male reading of sports, the heavy female
reading of society news and fashion material. Likewise, the frame of
reference is a powerful determinant, as can be seen in the heavy read-
ing of local news in weekly newspapers, and in farmers’ selection of
agricultural material. However, it should be remembered that pictures
and comics have highest readership in newspapers, comedians and
thriller programs on the radio, a digest magazine and a picture maga-
zine among periodicals.

Lest all this talk of mass communication throw perspective awry,
we should mention here that the average person in the United States
secems to devote only a little over four hours about one-fourth
of his waking hours, to ma unication. Most of his other waking
Hmma—:sﬁm]al communication — for
conversations, telephone calls, letters, etc. If we then ask about the
average person’s focus of attention, we can assume that it decreases
swiftly as it goes out from his primary group. That is, the greater part
of his attention is given to communication with his family and close
friends. Another part is devoted to business and acquaintances; a
smaller part to the affairs of his town and state; a still smaller part

to national and world events. Within his mass communication time,
which temporarily take him away from the threat or decision situa-
tions which surround his vote, his business, his health, or his home.
There must be great individual differences, however, about which we
know all too little, in the attention patterns of different individuals,
and in different cultures. Actually this is a very important kind of
knowledge, not only in the study of personality growth and communi-
cation practices, but also in the comparative study of cultures and
the study of international relations. It is a matter of considerable im-
portance to us at this moment, for example, to know what signals

from the outside world come to the attention of the ordinary Russian
or Chinese, Indian or Arab.
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The four following papers represent attempts by social
scientists to find out why people read or listen to mass
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why persons read newspapers by finding what they miss
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A BERNARD BERELSON

' ' hat “Missing the Newspaper’” Means

INTRODUCTION

In the late afternoon of Saturday, June 30, 1945, the deliverymen
of eight major New York City newspapers went on strike. They re-
mained on strike for over two weeks, and during that period most
New Yorkers were effectively deprived of their regular newspaper
reading. They were able to buy the newspaper PM and a few minor
and specialized papers at newsstands, and they could buy copies over
the counter at central offices of some newspapers. But the favorite
papers of most readers were simply inaccessible to them for seventeen
days.

These unusual circumstances presented a good opportunity for
various interested parties — advertisers, newspaper publishers, radio
executives, social scientists —to gauge public attitudes toward the
newspaper, and at least three gencral polls of opinion were independ-
ently conducted during the strike. Some if not all findings of two polls
have been made public, one by the Elmo Roper agency and the other
by Fact Finders Associates, Inc. This article is a report on the third, an
exploratory survey conducted for the Bureau of Applied Social Re-
search, Columbia University.

According to the published findings, the Roper and Fact Finder
organizations directed their efforts to determining what people had
done in order to keep up with the news, what parts of the newspaper
they particularly missed, and how much they missed the newspapers
as the strike went on. On no specific question are their results strictly
comparable, but in three ways they aimed at the same general atti-

A Dr. Berelson, who is director of the Behavioral Scicnces Division of the Ford
Foundation, first published this paper in Communications Research, 1948-1949,
edited by Paul Lazarsfeld and Frank Stanton, published and copyright by
Harper & Brothers (New York, 1949). It is reprinted here by permission
of the publisher and copyright holder.
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tudes or behavior, although in quite different ways. Both agencies
attempted to get at the nature of the substitute for the newspaper,
and in both cases respondents stressed that they listened to news
broadcasts over the radio. Both attempted, in quite different ways, to
discover what parts of the newspaper were particularly missed, and
in both cases respondents stressed news (national, local, and war
news) and advertising. Finally, both attempted to get at the degree
to which the newspapers were actually missed, and in both cases
respondents indicated that they missed the papers intensely.

Because the questions used by the two polling agencies differed
greatly, the results are not strictly comparable. Furthermore, neither
poll is able to interpret its data, which consist altogether of “surface
facts,” relevant only to the specific question at hand. Saying that one
“misses the newspaper,” or a part of it, can cover a variety of psycho-
logical reactions. What does “missing the newspaper” mean? Why do
people miss it? Do they really miss the parts they claim, to the extent
they claim? Why do they miss one part as against another? The Roper
and Fact Finders polls bring little or nothing to bear on such ques-
tions, which are at the core of the basic problem, namely, to under-
stand the function of the modern newspaper for its readers. Neither
poll succeeds in getting at the more complex attitudinal matters oper-
ating in the situation.!

It was to attack this problem that the present study was conducted.
At the end of the first week of the strike, the Bureau of Applied Social
Research of Columbia University sponsored a quite different kind of
study of people’s reactions to the loss of their newspapers. Where the
Roper and Fact Finders surveys were extensive, the Bureau’s was
intensive, designed to secure psychological insight in order to deter-
mine just what not having the newspaper meant to people. It is an
axiom in social research, of course, that such studies can most readily
be done during a crisis period like that represented by the newspaper
strike. People are not only more conscious of what the newspaper
means to them during such a “shock” period than they are under
normal conditions, but they also find it easier to be articulate about
such matters.?

Accordingly, the Bureau conducted a small number (60) of inten-

! On the necessity of “probes” to elicit the real “meaning” of straight replies,
see Hadley Cantril and Research Associates, Gauging Public Opinion (Prince-
ton: Princeton University Press, 1944), “Part One. Problems Involved in
Setting the Issues.”

*For an experiment designed to test the intensity of news interest of people
relying primarily on newspapers and of those relying primarily on radio, see
Paul F. Lazarsfeld, Radio and the Printed Page (New York: Duell, Sloan and
Pearce, 1940), pp. 246-50. In this expcriment, each group of respondents was
deprived of its main source of news and their reactions to this situation were
studied.
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sive interviews.> The sample, stratified by rental areas in Manhattan,
provided a good distribution by economic status although it was high
in education. No attempt was made to secure statistically reliable data
on poll questions of the Roper or Fact Finders sort (although for a
few similar questions, such as what was missed in the papers, the
results are the same as those from the Roper survey). Instead, the
Bureau’s interviews were designed to supply so-called qualitative data
on the role of the newspaper for its readers, as that became evident at
such a time. The results are not offered as scientific proof, but rather
as a set of useful hypotheses.

In brief, then, the two polls on the subject present certain “surface
facts,” without knowing just what they mean. This study tries to sug-
gest what “missing the newspaper” really means. Let us start with
people’s stereotyped responses to questions about missing the news-

paper.

THE ROLE OF THE NEWSPAPER: WHAT PEOPLE SAY

Because of people’s inclination to produce accepted slogans in
answer to certain poll questions, there is always the danger that ver-
bal response and actual behavior may not correspond. This danger was
confirmed here. Intensive follow-up interviewing of the respondents
demonstrated that practically everyone pays tribute to the value of
the newspaper as a source of “serious” information about and inter-
pretation of the world of public affairs, although not everyone uses
it in that way. During the interview our respondents were asked
whether they thought “it is very important that pcople read the news-
papers or not.” Almost everyone answered with a strong “Yes,” and
went on to specify that the importance of the newspaper lay in its
informational and educational aspects. For most of the respondents,
this specification referred to the newspaper as a source of news, nar-
rowly defined, on public affairs.

However, not nearly so many people use the newspaper for this
approved purpose, as several previous reading and information studies
have shown. The general tribute without supporting behavior was
evident in this study as well. When the respondents were given the
opportunity to say spontaneously why they missed reading their reg-
ular newspapers, only a very few named a specific “serious” news
event of the period (such as the Far Eastern war or the British clec-
tions) whercas many more answered with some variant of the “to-
keep-informed” cliché or named another characteristic of the news-
paper (c.g., its departmental features).

At another point in the interview, respondents were asked directly,

“What news stories o ich happened last week (i.e., before

* A copy of the questionnaire appears in Appendix F, p. 309.
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WMing able to follow up?”’
Imost ha ¢ respondents were unable to name any such story or
cvent whereas others named such non-‘“serious” news stories as the
then-current Stevens murder case. About a third of the respondents
did cite a “serious” news event, most of them the Far Eastern war.
Furthermore, directly following this question, the respondents were
asked which of a list of six front-page stories of the week before they
had missed “not being able to follow up in your regular paper.”* Here,
too, only a little more than a third of the respondents said that they
had missed reading about the average serious event in this list. Thus,
although almost all the respondents speak highly of the newspaper’s
value as a channel of “serious” information, only about a third of them
seemed to miss it for that purpose.®

In brief, there seems to be an important difference between the
respondents’ general protestations of interest in the newspaper’s
“serious” purposes and their specific desires and practices in news-
paper reading. The respondents’ feeling that the newspaper “keeps
me informed about the world” seems to be rather diffuse and amor-
phous, and not often attached to concrete news events of a ‘“‘serious”
nature. Again, for example, take the answer to our question, “Now
that you don’t read your regular newspaper, do you feel you know
what’s going on in the world?” Fully two-thirds of the respondents
felt that they did not know what was going on although, as we have
seen, only about half that many had any notion of what in the world
they wanted more information about. To miss the newspaper for its
“serious” news value seems to be the accepted if not the automatic
thing to say.

¢ The six events were: Changes in President Truman’s cabinet; developments
in the Far Eastern War; the case of Mrs. Stevens; diplomatic events after the
San Francisco Conference; the domestic food situation; the Langford murder
case.

It should be mentioned in this connection that the strike occurred during a
relatively quiescent news period. And this may have lowered the extent to
which people missed reading about specific events.

* We attempted to get at the effect of the loss of newspapers upon the infor-
mational level of the respondents by asking them to identify a series of
important news stories, pre-strike and intra-strike. On the whole, they were just
as well informed about the intra-strike events as about the pre-strike events.
However, this is inconclusive because it does not take into account either the
fullness of information about such important stories or the extent of informa-
tion about middle-sized and small news stories which do not get such extensive
radio coverage.

Parenthetically, it is noteworthy that apparently no rumors gained currency
during the newspaper strike. We tried to investigate the circulation of rumors
by asking the respondents, “Have you heard from other people about any
events or happenings which you haven’t heard over the radio or read about?”
This question drew a complete blank. Apparently access to the radio nipped
any possible rumors in the bud.
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But this does not mean that the newspapers were not genuinely
missed by their readers. There were many spontaneous mentions of
the intensity with which the respondents missed their papers, and
several of those who missed them a good deal at the beginning of the
strike felt even more strongly about it as the week wore on. The
question is, why did people miss the newspaper so keenly. However,
let us first review the several uses to which readers typically put the
newspaper. This is the next step in our effort to put content into a
check mark on a poll questionnaire by suggesting what “missing the
newspaper” really means.

THE USES OF THE NEWSPAPER

The modern newspaper plays several roles for its readers. From
the analysis of our intensive interviews, we have attempted to con-
struct a typology of such roles, or functions, of the newspaper. Ob-
viously the types enumerated here, while discrete, are not necessarily
mutually exclusive for any one newspaper reader. Undoubtedly, dif-
ferent people read different parts of the newspaper for different rea-
sons at different times. The major problem is to determine the
conditions under which the newspaper fulfills such function as those
developed here — and perhaps others — for different kinds of people.
In this connection, the special value of a small group of detailed inter-
views lies in the identification of hypotheses which can then be tested,
one way or the other, by less intensive methods. In other words, such
“qualitative” interviews suggest the proper questions which can then
be asked, in lesser detail, for “quantitative” verification.

In this section we shall mention briefly several immediate uses of
the newspaper which we found in the interviews. The illustrative
quotations are typical of those appearing in the interviews. Some of
these uses correspond to acknowledged purposes of the newspaper,
others do not.

For Information About and Interpretation of Public Affairs

There is a core of readers who find the newspaper indispensable as
a source of information about and interpretation of the “serious”
world of public affairs. It is important to stress, in this connection,
that this interest is not limited simply to the provision of full informa-
tion about news events. Many pecople are also concerned with com-
mentaries on current events from both editorials and columnists,
which they use as a touchstone for their own opinions. For example:
I don’t have the details now, I just have the result. It’s almost like reading
the headlines of the newspaper without following up the story. I miss the
detail and the explanation of events leading up to the news. I like to get the
story behind and the development leading up to—it’s more penetrating
. . . I like to analyze for myself why things do happen and after getting the
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writers’ opinions of it from the various newspapers, in which each one
portrays the story in a different manner, I have a broader view and a more
detailed view when I formulate my own opinion.

As a Tool for Daily Living

For some people the newspaper was missed because it was used as
direct aid in everyday life. The respondents were asked, “Since you
haven’t been able to get your regular newspaper, have you found
some things that you can’t do as well without it?”’ Fully half of them
indicated that they had been handicapped in some way. Many people
found it difficult if not impossible to follow radio programs without
the radio log published in the newspaper. Others who might have
gone to a motion picture did not like the bother of phoning or walk-
ing around to find out what was on. A few business people missed
such merchandising comments as the arrival of buyers; others were
concerned about financial and stock exchange information. Several
women interested in shopping were handicapped by the lack of ad-
vertisements. A few close relatives of returning soldiers were afraid
they would miss details of embarkation news. A couple of women
who regularly followed the obituary notices were afraid that acquaint-
ances might die without their knowing it. Finally, there were scat-
tered mentions of recipes and fashion notes and even the daily
weather forecast in this connection. In short, there are many ways
in which many people use the newspaper as a daily instrument or
guide and it was missed accordingly.

For Respite

Reading has respite value whenever it provides a vacation from
personal care by transporting the reader outside his own immediate
world. There is no question but that many newspaper stories with
which people readily identify supply this “escape” function satisfac-
torily for large numbers of people. Exhibit A in this connection is the
comics, which people report liking for their story and suspense value.
Beyond this, however, the newspaper is able to refresh readers in
other ways, by supplying them with appropriate psychological relax-
ation. The newspaper is particularly effective in fulfilling this need
for relief from the boredom and dullness of everyday life not only
because of the variety and richness of its “human interest” content or
because of its inexpensive accessibility. In addition, the newpaper is
a good vehicle for this purpose because it satisfies this need without
much cost to the reader’s conscience; the prestige value of the news-
paper as an institution for “enlightening the citizenry” carries over
to buttress this and other uses of the newspapers.

When you read it takes your mind off other things.

It [the strike] gave me nothing to do in between my work except to crochet,
which does not take my mind off myself as much as reading.
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I didn’t know what to do with myself. I was depressed. There was nothing
to read and pass the time. I got a paper on Wednesday and felt a whole
lot better.

For Social Prestige

Another group of readers seem to use the newspaper because it
enables them to appear informed in social gatherings. Thus the news-
paper has conversational value. Readers not only can learn what has
happened and then report it to their associates but can also find opin-
ions and interpretations for use in discussions on public affairs. It is
obvious how this use of the newspaper serves to increase the reader’s
prestige among his fellows. It is not that the newspapers’ content is
good in itself but rather that it is good for something — and that some-
thing is putting up an impressive front to one’s associates.
You have to read in order to keep up a conversation with other people. It
is embarrassing not to know if you are in company who discuss the news.
Not that I am uneasy about what’s happening but I like to know about the
country so when people ask you questions you don’t feel dumb and silly.
It makes me furious, absolutely furious, because I don’t know what’s going
on and all my friends who are getting the papers do know.

For Social Contact

The newspaper’s human interest stories, personal advice column,
gossip columns, and the like provide some readers with more than
relicf from their own cares and routine. They also supply guides to
the prevailing morality, insight into private lives as well as opportunity
for vicarious participation in them, and indirect “personal” contact
with distinguished people.

One explanation of the role of the human interest story is that it
provides a basis of common experience against which urban readers
can check their own moral judgments and behavior (the “ethicizing”
cffect).® The requirements for such stories are that they shall be un-
derstandable in terms of the reader’s own experience and that they
shall bc “interesting.” (One respondent who read the tabloids al-
though he disliked them remarked that “the Times isn’t written inter-
estingly enough” and that “PM is the most honest paper but should
have more interesting stuff like the Journal-American.”) From the
comments of a few respondents, it appears that the human interest
storics and the gossip columnists do serve something of this purpose.
In fact, a few respondents indicated that they missed the newspaper
because, so to speak, some of their friends resided in its pages. A few
women who read the gossip columnists and the society pages inten-

®An extensive speculative analysis of this role of the newspaper’s human

interest story for the urban masses is reported by Helen MacGill Hughes, News
and the Human Interest Story (Chicago: University of Chicago Press, 1940).
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sively seemed to take an intimate personal interest in their favorite
newspaper characters and to think of them in congenial terms.

I miss Doris Blake’s column [advice to the lovelorn]. You get the opinions
in Doris Blake of the girls and boys and I find that exciting. It’s like true
life — a girl expressing her life. It’s like everyday happenings.

I always used to condemn the mud-slinging in the News and Mirror, and
many times I swore I'd never buy them if it weren’t for the features I like.
But just the other day I said to a friend of mine that I'd never, never talk
like that about the papers again, because now I know what it is to be
without them.

I missed them [favorite columnists] for their information, their news, their
interviews with various people, their interaction with people. It is interesting
to know people’s reactions. If you read the background of individuals, you
can analyze them a little better.

I like the Daily News. It’s called the “scandal sheet” but I like it. It was
the first paper that I bought when I came to New York. When you live in
a small town and read the papers you know everybody who’s mentioned in
the papers. The News is the closest thing to them. The pictures are inter-
esting and it makes up for the lack of knowing people . . . You get used to
certain people; they became part of your family, like Dorothy Kilgallen.
That lost feeling of being without papers increases as the days go on. You
see, I don’t socialize much. There’s no place that you can get Dorothy

Kilgallen — chit-chat and gossip —and Louella Parsons with Hollywood
news.

THE DESIRABILITY OF READING

This brief review of some uses to which readers typically put the
modern newspaper serves to introduce the following sections, in which
we shall try to elaborate other (nonconscious) psychological reasons
for the genuine interest in newspaper reading. Here again, we shall
use material from our intensive interviews as illustrations.

There is some evidence in our interviews to indicate that reading
itself regardless of content is a strongly and pleasurably motivated act
in urban society. The major substitute followed during the period ordi-
narily given to the reading of the newspaper was some other form of
reading, of a non-“news” character.” For the most part, the content of
such substitute reading seemed to be quite immaterial to the respond-
ents, so long as “at least it was something to read”:

" The data on substitute activitics were secured by asking the respondent to
reconstruct the first occasion on which he missed his regular newspaper, with
these questions:

“How did you feel the very first time you weren’t able to get your paper(s) ?”

“When was it that you first missed the newspaper?”

“What did you do then instead of reading the paper?”

Such questions not only help the respondent to recall his feelings and actions

but also locate them in concrete behavior. We followed up by asking about
substitute activities for the rest of the week.
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I read some old magazines I had.

I read whatever came to hand — books and magazines.

I read up on all the old magazines around the house.

I read whatever was lying around and the others I hadn’t had a chance to
read before.

I went back to older magazines and read some parts I didn’t usually read.

From such quotations one gets an impression that reading itself,
rather than what is read, provides an important gratification for the
respondents. The fact is, of course, that the act of reading carries a
prestige component in American life which has not becen completely
countered by the rise of “propaganditis.” After all, important child-
hood rewards, from both parent and teacher, are occasioned by success
in reading and thus the act has extremely pleasant associations. Not
only do the people of this country support libraries to promote the
practice of reading; they also give considerable deference to the “well-
read” man. In fact, the act of reading is connected with such approved

symbols as “education,” “good literature,” “the full man,” “intellec-
tuality,”

and thus takes on its own aura of respectability and value.®
And largely because of this aura, it is “better” to read something, any-
thing, than to do nothing. For example, an elderly salesman told us:

Life is more monotonous without the paper. I didn’t know what to do with
myself. There was nothing to do to pass the time. It just doesn’t work,
nothing to pass the time.

One might speculate that in addition to the apparent desire of such
people not to be left alone with their thoughts —in itself another

® The idea of reading as a nonconscious pleasurable activity can be pushed
one step further in our data. There are a few references in psychoanalytic
literature which associate reading with oral activity. The fullest development of
this hypothesis appears in an article by James Strachey, “Some Unconscious
Factors in Reading,” International Journal of Psychoanalysis, XI (1930),
322-31, which deals with some oral associations with reading, some possible
oral origins of the associations, and some unconscious functions of reading.
Similar references appear in Edward Glover, “Notes on Oral Character Forma-
tion,” International Journal of Psychoanalysis, VI (1925), 139. Some notes on
the association between sucking activity and eye attention in the first few
months of life appear in Margaret A. Ribble, The Rights of Infants: Early
Psychological Needs and Their Satisfaction (New York: Columbia University
Press, 1943), p. 29. In view of this hypothetical background, it is worth noting
that one group of responses in the interviews seems to illustrate this notion.
Occasionally, in their spontaneous answers to general questions about missing
the newspapers, the respondents used a figure of speech in describing how
much they missed the newspaper. In almost every such case, the figure was an
oral one: “A glass of water . .. a cup of coffee .. . smoking . .. an
appetizer to dinner (radio to the newspaper) . . . thirsty for news . . . I felt
as though someone had taken candy away from me just as I was going to put
it in my mouth.” While these remarks are of course not conclusive, they do
suggest that the act of reading may serve some persons as a socially acceptable
source of oral pleasure. Thus reading material may serve the function of a
pacifier for adults.
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gratification of reading to which we shall return — the Puritan ethic
is at work in such cases. That is, such people may feel that it is some-
how immoral to “waste” time and that this does not occur if one reads
something, because of the “worthwhileness” of reading. In short, in
explaining why people missed their regular newspapers, one must
start by noting that the act of reading itself provides certain basic
satisfaction, without primary regard for the content of the reading
matter.

ANOTHER USE OF THE NEWSPAPER

Within this context, what of the newspaper? Of the major sources
of reading matter, the newspaper is the most accessible. It is also cheap
and its contents can be conveniently taken in capsules (unlike the
lengthier reading units in magazines and books). All in all, the
newspaper is the most readily available and most easily consumed
source of whatever gratifications derive from reading itself. In addi-
tion, there are some other general bases for the intensity with which
people missed the newspaper.

References by several people to “not knowing what’s going on” and
to “feeling completely lost” illustrate the sort of insecurity of the
respondent which was intensified by the loss of the newspaper:

I am like a fish out of water . . . I am lost and nervous. I'm ashamed to
admit it.

I feel awfully lost. I like the feeling of being in touch with the world at large.
If I don’t know what’s going on next door, it hurts me. It’s like being in jail
not to have a paper.

You feel put out and isolated from the rest of the world.

It practically means isolation. We’re at a loss without our paper.

In some way, apparently, the newspaper represented something like
a safeguard and gave the respondents an assurance with which to
counter the feeling of insecurity and anomic pervasive in modern
society.

This need for the newspaper is further documented by references
to the ritualistic and near-compulsive character of newspaper reading.
Many people read their newspapers at a particular time of the day
and as a secondary activity, while they are engaged in doing some-
thing else, such as eating, traveling to work, etc. Being deprived of
the time-filler made the void especially noticeable and especially effec-
tive. At least half the respondents referred to the habit nature of the
newspaper: “It’s a habit . . . when you're used to something, you
miss it . . . I had gotten used to reading it at certain times . . . It’s
been a habit of mine for several years . . . You can’t understand it not
being there any more because you took it for granted . . . The habit’s
so strong . . . It’s just a habit and it’s hard to break it . . .” Some
respondents used even stronger terms:
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Something is missing in my life.

I am suffering! Seriously! I could not sleep, I missed it so.

There’s a place in anyone’s life for that, whether they’re busy or not.

I sat around in the subway, staring, feeling out of place.

The strength of this near-compulsion to recad the newspaper was
illustrated in other ways. Such diverse newspapers as the tabloid News
and the Times sold thousands of copies daily over the counter at their
central offices. One respondent “went from stand to stand until I
decided that it was just no use trying to get one.” Another walked
ten blocks looking for a paper; another went to her newsstand every
night during the first week of the strike, hoping to get a paper. One
young man reread out-of-date newspapers more thoroughly, “as a
resort.” Still other respondents admitted to reading the paper regu-
larly even though they believed that they could spend their time more
profitably:

It replaces good literature.

I usually spend my spare time reading the papers and put off reading books
and studying languages or something that would be better for me . . .
[Most of the paper] is just escape trash, except possibly the classified ads
and I’'m beginning to waste time reading them now, too, when there’s no
reason for it, just habit.

In this connection, the notion that knowledge is power sometimes
appears. One man reported that he felt uneasy “because I don’t know
what I am missing — and when I don’t know I worry.” A few people
even seemed to suggest that their being informed about the world had
something to do with the control of it. A private secretary, for example,
recognizing that she was “just a little cog in the wheel,” remarked
sadly that she “felt cut off” but that “things go on whether you know
about it or not.” Presumably, the regular contact with the world
through the columns of the newspaper gave this person the feeling
that she was participating in the running of the world. But when the
newspaper was withdrawn, she realized that her little contribution was
not being missed.

This sort of analysis throws a new light on the fact that about twice
as many people missed the newspaper more as this week went on than
missed it less. For such people, the absence of the daily ritual was only
intensified as the week wore on. Something that had filled a place in
their lives was gone, and the adjustment to the new state of affairs
was difficult to make. They missed the newspaper in the same sense
that they would have missed any other instrument around which they
had built a daily routine.

Only a few respondents gave an affirmative answer to our question,
“Are there any reasons why you were relicved at not having a news-
paper?” But even they revealed the near-compulsive nature of news-
paper reading. In some cases the fascinating attraction of “illicit”
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content seemed to constitute the compelling factor, e.g., in the case
of the middle-aged housewife who reported:

It was rather a relief not to have my nerves upset by stories of murders,
rape, divorce, and the war . . . I think I'd go out more [without the news-
papers] which would be good for me. Papers and their news can upset my
attitude for the whole day — one gruesome tale after the other. My nerves
would be better without the paper.

The typical scrupulousness of the compulsive character is apparent in
this case of a middle-aged waiter who went out of his way to read
political comment with which he strongly disagreed:

I hate the policy of the Mirror [his only newspaper] . . . the editorial writer
and also the columnist DeCasseres. It’s a pleasure not to read him . . . I
didn’t have an opportunity of disagreeing with Winchell.

In still other cases, the compulsion rescmbled an atonement for
guilt feelings about nonparticipation in the war; the comments of two
women respondents suggest that they had forced themselves to read
the war news, as the least they could do in prosecuting the war:
Under the stress and strain of wartime conditions, my health was beginning
to fail and I enjoyed being able to relax a little.

I've been reading war news so much, I've had enough of it.

A young housewife felt that it was her duty to follow the develop-
ments of the war “for the boys — the spirit of it.” And such respond-
ents were gratified at the newspaper strike because it provided them
with a morally acceptable justification for not reading the newspaper,
as they felt compelled to do. Once the matter was taken out of their
hands they were relieved.

SUMMARY AND CONCLUSION

In this article we have attempted to elaborate and “deepen” the
answers to typical poll questions applied to a complex set of acts and
feelings. We have tried to go beyond the general protestations of the
newspaper’s indispensability and seek out some basic reader-gratifica-
tions which the newspaper supplies. In doing so, we have noted cer-
tain typical uses of the modern newspaper — both “rational” (like the
provision of news and information) and non-“rational” (like the pro-
vision of social contacts and, indirectly, social prestige). In addition,
however, we have hypothesized that reading has value per se in our
society, value in which the newspaper shares as the most convenient
supplier of reading matter. In addition, the newspaper is missed be-
cause it serves as a (non-‘“rational”) source of security in a disturbing
world and, finally, because the reading of the newspaper has become
a ceremonial or ritualistic or near-compulsive act for many people.
In this way, we have progressively tried to define, in psychological
and sociological terms, what missing the newspaper really means.
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' ’ hy They Read Comics

Children’s experiences in comic reading fall into one of two pat-
terns which differ qualitatively as well as quantitatively.

The normal child is a “moderate reader” who uses comics as a
means of ego-strengthening. In the early or “funny animal” stage, he
expands his ego-experience through projection. Later, in the “adven-
ture” stage, he inflates his ego by identification with an invincible
hero. Finally, he stands on his own feet, and employs “true” comics as
a tool for the real adventure which is life itself. He may turn back to
his earlier comic favorites, but he now reads them only as a means of
relaxation. For the normal child, then, comics are a means of health-
ful ego-strengthening and anon a source of amusement.

Other children do not seem to be so eager to fortify themselves for
the experience of life. They seem not yet to have emancipated them-
selves from their parents to any great degree and are both incapable
and unwilling to assume responsibility on their own. But their belief
in their parents seems nevertheless to have been shaken. The ex-
periences of seven or eight years have apparently shown them that all
human beings are imperfect, and that one ‘cannot always rely on their
insight, their justice, or their efficiency; they have apparently wit-
nessed instances in which their parents manifested injustice, igno-
rance, or weakness.

They therefore search for a more perfect father-figure, a being who
is omnipotent but, at the same time, tangible and feasible. And such
a father-figure they find in Superman. These children become fans.
The comics, by providing an authority and power which settles the

A This is the summary and conclusion of an article which appeared in Com-
munications Research, 1948-1949, edited by Paul Lazarsfeld and Frank Stanton,
published and copyright by Harper & Brothers (New York, 1949). It is
reprinted here by permission of publisher and copyright holder.
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more difficult or ultimate issues, enables these children to perform
their daily tasks without too much anxiety.

For normal children, then, the comics function as an adaptation
mechanism, and efficiently satisfy real developmental needs.

For the maladjusted child, the comics satisfy, just as efficiently, an
equally intense emotional need, but here the need itself is not so
readily outgrown. The religion of comics is not easily given up, for
the child is frightened and no new religion beckons.

But the possible dangerous cffects of comics on fans must not be
overestimated. The child’s problems existed before he became a fan,
and the comics came along to relieve him. That he became a fan can
no more be blamed upon the comics, than morphine can itself be
blamed when a person becomes a drug addict. The drug addict, of
course, might have found a better solution for his problems if there
were no morphine available. Or, and perhaps better, there may be a
drug which bestows the benefits of morphine without the dangers of
morphine. And comics are, of course, more easily manipulated than
are drugs.
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Mtivations and Gratifications of Daily Serial Listeners

LISTENING GRATIFICATIONS

A preliminary study based on 100 intensive interviews suggests three
major types of gratification experienced by listeners to daytime serials.

Some listeners seem to enjoy the serials merely as a means of emo-
tional release. They like “the chance to cry” which the serials provide;
they enjoy “the surprises, happy or sad.” The opportunity for express-
ing aggressiveness is also a source of satisfaction. Burdened with their
own problem, listeners claim that it “made them feel better to know
that other people have troubles, too.”

On the one hand, the sorrows of the serial characters are enjoyed as
compensation for the listener’s own troubles.

Thus a woman who had a hard time bringing up her two children after

her husband’s death, mentions the heroine of Hilltop House as one of her
favorites, feeling that she “ought not to get married ever in order to con-
tinue the wonderful work she is doing at the orphanage.” This respondent
compensates for her own resented fate by wishing a slightly worse one upon
her favorite story character: preoccupied by her own husband’s death she
wants the heroine to have no husband at all and to sacrifice herself for
orphan children, if she, the listener, must do so for her own.
On the other hand, in identifying themselves and their admittedly
minor problems with the suffering heroes and heroines of the stories,
the listeners find an opportunity to magnify their own woes. This is
enjoyed if only because it expresses their “superiority” over others who
have not had these profound emotional experiences.

A second and commonly recognized form of enjoyment concerns the

A Miss Herzog, who is a member of the research staff of McCann-Erickson,
first published the article of which this is a part in Radio Research, 1942-1943,
edited by Paul Lazarsfeld and Frank Stanton, copyright by the authors, and
published by Duell, Sloan, and Pearce (New York, 1944). It is reprinted here
by permission of the author.
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opportunities for wishful thinking provided in listening. While certain
people seem to go all out and “drown” their troubles in listening to
the events portrayed in the serials, others use them mainly to fill in
gaps of their own life, or to compensate for their own failures through
the success pattern of the serials.

Thus a rather happily married woman whose husband happens to be
chronically ill, listens to Vic and Sade mainly for the “funny episodes,”
pretending that they happen to herself and her husband. A woman whose
daughter has run away from home to marry and whose husband “stays
away five nights a week,” lists The Goldbergs and The O’Neills as her
favorites, each portraying a happy family life and a successful wife and
mother.

A third and commonly unsuspected form of gratification concerns
the advice obtained from listening to daytime serials. The stories are
liked because they “explain things” to the inarticulate listener. Further-
more, they teach the listener appropriate patterns of behavior. “If you
listen to these programs and something turns up in your own life, you
would know what to do about it” is a typical comment, expressing the
readiness of women to use these programs as sources of advice.

DAYTIME SERIALS AS SOURCES OF ADVICE

The observations in this preliminary case survey were so striking
that it was decided to test the matter on a larger scale. Therefore, in
the summer of 1942, the respondents in the Iowa survey who listen to
daytime serials were asked the following question:

Do these programs help you to deal better with the problems in your own
everyday life?

Yes No Never thought about it that way___ Don’t
know. g

Of some 2,500 listeners, 41 per cent claimed to have been helped and
only 28 per cent not to have been helped. The remainder held that
they had never thought about it that way or that they did not know,
or refused to answer the question.

On the basis of numerous tabulations designed to identify the types
of women who consider themsclves “helped” by listening to radio
serials, two conclusions can be drawn. The less formal education a
woman has, the more is she likely to consider these programs helpful.
This corroborates a previous obscrvation that less-educated women
probably have fewer sources from which to learn “how to win friends
and influence people” and are thercforc more dependent upon day-
time serials for this end.

We find also that on all educational levels those women who think
they worry more than other pcople, more frcquently find relief in
listening to serials than women who say they worry less. Both results
are summarized in Table 1. Each figure indicates, for the given class
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of listeners, the proportion of women claiming that the serials help
them. It will be seen that the figures in the first line (worries more)
are always higher than the corresponding figures in the second line
(worries less), and that there is an increase from left to right, that is,
with decreasing education of the respondents.

TABLE 1

Proportion of Listeners to Daytime Serials Who Are Being Helped by
Listening to Them

(Classified by education and relative extent of worrying)

Proportion of listeners being helped by serials

Worries in relation College High School Grammar school
to other women % % %o

More.......c.ooivviiina., 42 50 52

Less......oooiiiiiiiiinn, 34 37 44

The proportion of those who feel helped also increases with the
number of stories heard. Whereas among those who listen to one serial
only, 32 per cent said they had been helped, 50 per cent of those who
listen to six or more serials claim to have been helped. This is not
surprising because we would expect those women who are more ardent
listeners to impute beneficial effects to serial dramas.

But these over-all figures do not yet give us a clear idea of what
women mean when they talk about such “help.” For the respondents
in the Iowa survey, we have no additional information. We can, how-
ever, draw upon the results of some 150 case studies of serial listeners
in New York and Pittsburgh. Interviewers' were instructed to obtain
complete examples of advice gleaned from daytime serials. They were
cautioned to secure accounts of concrete expericnces and not rest
content with general assertions of aid derived from serials.

Judging from this information, the spheres of influence exerted by
the serials are quite diversified. The listeners feel they have been
helped by being told how to get along with other people, how to
“handle” their husbands or their boy friends, how to “bring up” their
children.

I think Papa David helped me to be more cheerful when Fred, my hus-
band, comes home. I feel tired and instead of being grumpy, I keep on the
cheerful side. The Goldbergs are another story like that. Mr. Goldberg comes
home scolding and he never meant it. I sort of understand Fred better
because of it. When he starts to shout, I call him Mr. Goldberg. He comes
back and calls me Molly. Husbands do not really understand what a wife

! For the interviews we are indebted to Mrs. Clare Marks Horowitz of the
Pennsylvania College for Women and to Mrs. Jeannette K. Green of Columbia
University’s Office of Radio Research.
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goes through. These stories have helped me to understand that husbands are
like that. If women are tender, they are better off. I often feel that if my
sister had had more tenderness she would not be divorced today. I saw a lot
of good in that man.

Bess Johnson shows you how to handle children. She handles all ages.
Most mothers slap their children. She deprives them of something. That is
better. I use what she does with my children.

The listeners feel they have learned how to express themselves in a
particular situation.

When Clifford’s wife died in childbirth the advice Paul gave him I used
for my nephew when his wife died.

They have learned how to accept old age or a son going off to the war.

I like Helen Trent. She is a woman over 35. You never hear of her
dyeing her hair! She uses charm and manners to entice men and she does.
If she can do it, why can’t I? I am fighting old age, and having a terrible
time. Sometimes I am tempted to go out and fix my hair. These stories
give me courage and help me realize I have to accept it.

In Woman in White the brother was going off to war. She reconciled
herself, that he was doing something for his country. When I listened it made
me feel reconciled about my son — that mine is not the only one. In the
story the brother is very attached to the family — he tells them not to worry,
that he would be all right and would come back.

They get advice on how to comfort themselves when they are worried.

It helps you to listen to these stories. When Helen Trent has serious
trouble she takes it calmly. So you think you'd better be like her and not
get upset.

They are in a position to advise others by referring them to the stories.

I always tell the woman upstairs who wants my advice, to listen to the
people on the radio because they are smarter than I am. She is worried
because she did not have any education and she figures that if her daughter
grows up, she would be so much smarter than she was. I told her to listen
to Aunt Jenny to learn good English. Also, you can learn refinement from
Our Gal Sunday. I think if I told her to do something and something would
happen, I would feel guilty. If it happens from the story, then it is nobody’s
fault.

The desire to learn from the programs is further confirmed by the
fact that one-third of 100 listeners specified problems which they
would like to have presented in a serial. A few quotations will serve
to illustrate these choices:

When a man’s disposition changes suddenly after being married for a
long time. He starts gambling and to be unfaithful. What's the explanation?

I should like to know how much a daughter should give her mother from
the money she makes. I give everything I earn to my mother. Do I have to?

Whether I should marry if I have to live with my mother-in-law.

A story which would teach people not to put things over.

About religious and racial differences.
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Unquestionably then, many listeners turn to the stories for advice
and feel they get it. Nonetheless, the matter is not quite so simple as
it seems.

A question suggested by the quoted comments concerns the ade-
quacy of the aid and comfort. The woman who has learned to deprive
her children of something rather than “to slap them” seems to be
substituting one procedure for the other without an understanding
of the underlying pedagogical doctrine. It is doubtful whether the re-
lationship between a wife and her husband is put on a sounder and
more stable basis when she has learned to realize that “men do not
understand what their wives have to go through.” One might wonder
how much the bereaved nephew appreciated, at his wife’s death, the
speech his aunt had borrowed from her favorite story.

A second question concerns the extent of the influence. Frequently
the advice seems confined to good intentions without any substantial
influence on basic attitudes. An example of this may be found in the
following remarks of a woman who listens to serials because the people
in them are so “wonderful”:

They teach you how to be good. I have gone through a Iot of suffering
but I still can learn from them.

Yet, this same woman, when asked whether she disliked any program,
answered:

I don’t listen to The Goldbergs. Why waste electricity on the Jews?
Obviously, the “goodness” she was “learning” had not reached the
point of materially affecting her attitude toward a minority group. In
the same context, we may note that the advice derived from a serial
is often doled out to other people, to sisters, or neighbors, thus pro-
viding the listener with the status of an adviser without its responsi-
bilities.

Thirdly, the women who claim to have profited from the serials
frequently think of quite unrealistic situations. Thus, one listener felt
she had learned considerably from a story in which the heroine sud-
denly came into a great deal of money; the story character was con-
cerned with keeping her children from profligate waste. Although the
listener felt there was no prospect of ever having so much money
herself, nonetheless she considered that this episode offered valuable
advice:

It is a good idea to know and to be prepared for what I would do with
so much money.

Very likely, the advice obtained from that story served as a sub-
stitute for the condition of its applicability. Similarly, the wistful think-
ing connected with such “potential” advice is brought out in the fol-
lowing account of a young housekeeper:

I learn a lot from these stories. I often figure if anything like that
happened to me what I would do. Who knows if I met a crippled man,
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would I marry him? If he had money I would. In this story (Life Can Be
Beautiful), he was a lawyer, so it was really quite nice. These stories teach
you how things come out all right.

The over-all formula for the help obtained from listening seems to
be in terms of “how to take it.” This is accomplished in various ways.
The first of these is outright wishful thinking. The stories “teach” the
Panglossian doctrine that ‘“things come out all right.” In a less ex-
treme form, a claim on a favorable turn of events is established by the
listener’s taking a small preliminary step which accords with a pattern
established in a serial. This may be illustrated by the following com-
ment of a middle-aged listener:

In Helen Trent the girl Jean is in love with this playwright. She used to
be fat and he did not pay any attention to her. . . . I am fat and I got to
get thin. That story taught me that it is dangerous to reduce all by yourself.
Helen Trent took that girl to a doctor. That’s just what I did. I went to the
doctor last night. I am going to start the diet next week.

This listener actually saw a doctor about her weight. She post-
poned starting her diet for “next week.” By following the serial’s
“advice” to this extent, she seems to feel assured of having taken suf-
ficient steps to guarantee herself a result as romantic as that in the
serial. (By reducing, Jean, the story character, won the love of a man
who had not cared for her before.)

A second way in which the listeners are helped to accept their fate
is by learning to project blame upon others. Thus one of the previ-
ously quoted listeners obtains “adjustment” to her marital problems
by finding out that husbands never understand their wives. Thirdly,
the listeners learn to take things by obtaining a ready-made formula
of behavior which simply requires application. References such as
“Don’t slap your children, but deprive them of something” character-
ize this type of learning. Listeners, worried about problems confronting
them, learn to take things “calmly,” not to get “excited” about them.
As one person said:

I learned that if anything is the matter, do not dwell on it or you go crazy.
Calmness in the face of crises is certainly a useful attitude. However,
it is not always sufficient for a solution of the problems.

These data point to the great social responsibility of those engaged
in the writing of daytime serials. There can be no doubt that a large
proportion of the listeners take these programs seriously and seek to
apply what they hear in them to their own personal lives. Much of
this application seems somewhat dubious if measured by the yardstick
of real mastery of personal problems. No mass communication can
fully safeguard itself against abused application. On the other hand,
the argument that the primary purpose of daytime serials is entertain-
ment rather than education does not apply here. The writers of day-
time serials must live up to the obligations to which the influence of
their creations, however unintended, commits them.
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' ' hy They Read

As here used, the term “predispositions” includes all the personal
conditions involved in the reading experience. Such conditions derive
from various aspects of the reader’s total personality. They range from
broad traits like age and sex, through the reader’s habitual attitudes
as shaped by his primary group associations, to the most intimate feel-
ings he has about himself at the moment. His feelings toward particu-
lar aspects of the environment are in a constant state of flux. But such
feelings tend to cluster about more general attitudes which are rela-
tively constant. Such feelings, attitudes, and motives combine to deter-
mine the reader’s predispositions toward what he reads. Such predis-
positions are always an important factor in the effects of the reading.

The reader’s predispositions are involved in the effects of reading
in two ways. They condition the reader’s selection of publications and
they condition his interpretation of what he reads. Almost any phase
of the reader’s personality may be involved in the reading experience.
His personal traits, subject interests, and reading ability may determine
which of the accessible publications he will choose to read. And his
attitudes, group memberships, and previous knowledge of the topic
may determine not only what meanings he will take from the content
but also how he will react to them. So it is that two readers of a novel
like The Grapes of Wrath or Native Son may differ in the way each
“takes” the book and will hence show different effects. One may read
it for the sensational story. The other may read it for the sociological
analysis. The difference can be explained only by differences in predis-
positions which may be fundamental or merely a temporary mood.

A This is a chapter from What Reading Does to People, published and copy-
right by the University of Chicago, (Chicago, 1940). It is reprinted here by
permission of the publisher and copyright holder. When they wrote this book,
the authors were on the faculty of the University of Chicago Graduate Library
School.
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The same predispositions arc often involved in both the sclection and
the interpretation of reading, but they need not be. The rcader may
selcct his reading from one sct of conditions and respond to it from a
totally different set. In either case, his predispositions contribute to
the resultant cffects. Hence it is pcrmissible to relate predispositions
to both the sclection and the interpretation of publications in the same
discussion.

The expression of the rcader’s predispositions, and hence their in-
fluence, does not stop oncc the publication is in the reader’s hands.
Other acts of “selection” take place during the actual reading and
affect the rcader’s interpretations. The rcader’s interest in and use of
the publication, together with the content elements that offer pleasant
or unpleasant stimuli, will determine how much attention he will give
it. His methods of reading, which may range from a hasty skimming
to a close analysis, naturally affect both his response to the publication
and its effects on him. The more apparent differences between suc-
cessful and unsuccessful college students, for example, have been found
rather in how the student reads than in what he reads. The successful
student is marked by his disposition to rcad beyond assignments, to
re-rcad, and to apply his reading to his experience. The reader’s total
background of training and expcricnce determines what meanings he
will assign to particular words and passages; wide variations in such
meanings have been revealed in recent studics. And, finally, his pre-
vious knowledge and his previous attitudes influence his whole under-
standing of and response to the publication. How much of it he credits,
what he accepts and rejects, the criticisms and the applications he
makes — in short, his various responses to the publication arc de-
termined by the kind of person the reader is, i.e., by the nature of his
predispositions.

Readers, like publications, may bc described in many ways, the
description depending on what the investigator wants to know about
them. Booksellers should know the incomes of their clients before
attempting to sell expensive books. Librarians should know the de-
mands of their patrons, as a guide to bctter book selection. Publishers
of textbooks should know the reading ability of the students for whom
their texts are written. Propagandists should describe the attitudes of
readers on their own issues, in order to aim their arguments effectively.
Our description should cover the predispositions which explain why
readers select certain publications and why they respond to them as
they do. We shall describe the personal traits, the attitudes, and the
motives involved, and we shall attempt to relate differcnces in readers’
predispositions to differences in their uses of print and hence to differ-
ences in the effects of reading.

'1. A. Richards, Interpretation in Teaching (New York: Harcourt, Brace &
Co., 1924).
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Starting with the widest distinctions, we may divide people into
readers and nonreaders, and environment into print and nonprint.
Certain important facts about readers may be learned by studying
the nonrcader.? Some nonreaders simply cannot rcad, others simply
will not. The first group may comprisc the foreign-born, who do not
read the language of available publications.® It comprises otherwise
intelligent adults who do not understand publications on their special
interests because they lack the necessary rcading skills.* They may, of
course, be physically or mentally incapable of rcading. Persons who
will not read are those who “can’t find the time.” This means that they
begrudge time spent on reading because the resulting satisfactions
come far short of substitute satisfactions obtained by other uses of their
time. For the population at large the other competing uses arc mainly
conversation and radio-listening.

By passing over nonreaders and nonprint, we come to readers of
print. Classing readers by sex shows that such differences affect
rcaders’ preferences for fiction and other broad types of print. Women
rcad a larger proportion of fiction than men.® Boys prefer realistic ad-
venture and girls prefer imaginative stories with a sentimental touch.®
Sex differences persist when other factors like age arc held constant.’
Women are less interested in reading about business and politics than
in topics like personality types, marriage, and travel. In short, both
men and women are primarily interested in reading about themselves.
The closcr a topic fits one’s personal problems or fantasies, the stronger
its appcal.® Thus, women favor nonfiction about personalities, travel,
self-improvement, and successful marriage. Men prefer nonfiction
concerning laws and legislation, military preparedness, and business
methods.

For our illustrative purposes readers and reading may be still further
subdivided by corresponding differences in education and in the rela-
tive “maturity” of the publications read. For example, women of vary-
ing amounts of formal schooling read authors of corresponding

*Helen A. Ridgway, “Community Studies in Reading: III. Reading Habits
of Adult Non-users of the Public Library,” Library Quarterly, VI (1936), 1-33.

" Ethel M. Fair, “The Public Library versus Other Sources of Books” (un-
published Master’s thesis, Graduate Library School, University of Chicago,
1935).

‘ Lyman Bryson, “Printed Materials for Use in Adult Education as Seen by
the Consumer,” Journal of Adult Education, VIII (1936), 371-72.

® Douglas Waples, People and Print: Social Aspects of Reading in the Depres-
sion (Chicago: University of Chicago Press, 1937).

* Douglas Waples and Ralph W. Tyler, What People Want To Read About:
A Study of Group Interests and a Survey of Problems in Adult Reading
(Chicago: American Library Association and University of Chicago Press,
1931).

" Reading in General Education (American Council on Education, 1939),
chap. vii.

* Waples and Tyler, op. cit.
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intellectual maturity within the general fiction class.® Seventy per cent
of the readers of “classics” are college students.!®

The more highly educated readers are attracted to morc mature
publications because their wider intellectual experiences enable them
to share the authors’ more mature attitudes toward life. But such pub-
lications are more easily misunderstood. Thus Richards'! illustrates the
different meanings brought to poetry by the student’s comment on
Millay’s sonnet: “What's this of death, from you who never will die?”
Here certain implications of immortality drew responses which ob-
scured both the idea and the effect the poct intended to convey.
Korzybski'? and his school report many types of misunderstandings due
to deficiencics in the experiences needed to interpret abstractions as
the author intends. In addition to fuller experience of life, education
supplies the study habits, the reading skills,'® and the technical or
precise vocabularies of those who prefer the more mature publications.

We may next class readers by occupation. As the central fact in
most people’s lives, occupation has an important role in the selection
and interpretation of reading. Its importance, of course, varies with
the occupation. First come the many occupations that are essentially
literary and whose members are virtually paid to read — teachers,
writers, editors, the clergy, and all sorts of students. Next come the
professions like law, medicine, engineering, and the higher branches
of applied sciences in which rcading is necessary to keep abreast of
new developments. Third come occupations like salesmanship, farm-
ing, and homemaking, which have an extensive literature rather be-
cause they include so many practitioners than because the literature
contributes much to the readers’ vocational efficiency. Thereafter voca-
tional differences merge with the differences in intelligence and train-
ing the vocations imply. Occupational differences, as such, are clearly
revealed in many subject classifications of publications. The nonfiction
interests of men engaged in the professions, in skilled, semiskilled, and
unskilled labor conform closely to type.!* However, the reader’s occu-

* Jeannette Howard Foster, “An Experiment in Classifying Fiction Based on
the Characteristics of Its Readers” (unpublished Doctor’s dissertation, Graduate
Library School, University of Chicago, 1935). Abstracted: “An Approach to
Fiction through the Characteristics of Its Readers,” Library Quarterly, VI
(1936), 124-74; Douglas Waples and Leon Carnovsky, Libraries and Readers in
the State of New York: The State’s Administration of Public and School Li-
braries with Reference to the Educational Values of Library Service (Chicago:
University of Chicago Press, 1939).

¥ Foster, op. cit.

"1, A. Richards, Practical Criticism: A Study of Literary Judgment (New
York: Harcourt, Brace & Co., 1929).

 Alfred Korzybski, Science and Sanity: An Introduction to Non-Aristotelean
Systems and General Semantics (New York: Science Press Printing Co., 1933).

¥ Guy T. Buswell, How Adults Read (“Supplementary Educational Mono-
graphs,” No. 45 [Chicago: University of Chicago Press, 1937]).

" Waples and Tyler, op. cit.
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pation probably affects his gencral reading bchavior most directly
through the attitudes which the occupation develops.

Such gross distinctions among pcople arc uscful in designating
cqually gross distinctions among the publications they read. For the
most part, however, the differences in rcading result not from the
personal trait as such but rather from the social groupings into which
the trait tends to class the rcader. For example, sex differences in read-
ing taste, like sex differences in general, are less the effect of the sex
trait as such than the effect of certain environmental expectations at-
tached to the sex. Girls are supposed to be interested in the home and
boys in business, and such continual and pervading suggestion leaves
its mark on subject interests.!®

Similarly, different ages read differently because people of various
ages reflect the attitudes of the social, educational, and occupational
groups of the corresponding age to which they belong and many of
whose reading tastes they acquirc by imitation and by community of
interest.'® When differences in education and in occupation are held
constant, the differences resulting from age alonc are slight, Children’s
subject interests in rcading are highly uniform, largely because their
experiences have been closely similar. Beyond the age of twenty, one
must take intervals of fiftcen years or more to show appreciable differ-
ences in the publications read by similar groups.'” Older readers arc
typically given to retrospective subjects like history and religion and
the arts. They likewise spend more time in reading than any other
easily identified group, excepting students. 8

But finer and more meaningful distinctions arc needed to explain
the selection and the interpretation of publications. Such distinctions
are often provided by the wide variety of primary and secondary
groups to which all individuals belong. An individual’s loyalties to his
family, his school or college friends, his vocational associates, his
church, his club, his political party, his favorite sports and their ad-
herents — each of these may explain his point of view toward the
publications which he reads. Not only do such group identifications
supply data useful in themselves but they also suggest some of the
reader’s effective predispositions which are seldom observable. Hence,
the more of such group memberships we specify, the more accurately

* Lewis M. Terman and Margaret Lima, “Reading Interests,” in Lewis M.
Terman et al., Genetic Studies of Genius, Vol. 1: Mental and Physical Traits
of a Thousand Gifted Children (Stanford University, Calif.: Stanford Univer-
sity Press, 1925), pp. 441-54.

* Charles Bird, Social Psychology (New York: D. Appleton-Century Co.,
1940) ; Edward K. Strong, Change of Interests with Age; Based on Examina-
tion of More Than Two Thousand Men between the Ages of Twenty and
Sixty, Representing Eight Occupations (Stanford University, Calif.: Stanford
University Press, 1931).

' Waples and Tyler, op. cit.

* Strong, op. cit.
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we can predict the reader’s stand on any issuc of general social interest.
Thus, a group of middle-aged Kansas farmers, members of the Meth-
odist church and of the Republican party, with high-school education
or less, and with incomes averaging two thousand dollars, will have
many common attitudes upon important social questions. With some
assurance, one can predict their reactions to any publication which
takes a stand regarding a given current issuc. Our concern with traits
is to identify such like-minded groups for closer analysis of their read-
ing responses in terms of their predispositions. Group memberships
thus offer helpful objective descriptions of people in terms of their
selection and interpretation of publications.

The practical importance of classing readers by their group mem-
berships lies in the degree to which such memberships reflect attitudes
relevant to their reading. To a large cxtent, attitudes derive from
group memberships. Each group has common attitudes which its mem-
bers might adopt in toto were they not opposed by the conflicting atti-
tudes of other groups to which the same people also belong. Family
and church groups are particularly influential in shaping radical atti-
tudes, according to recent evidence;'® but other groups based upon
similarities in age, occupation, and education have been found mainly
responsible for sex differences in interests and attitudes.?* Genetic
studies supply many examples of group influences upon religious,
racial, political, and other attitudes.?” An unusually thorough study
reports that the most important influences upon radical-conservative
attitudes are found in the attitudes held by the reader’s parents and in
the reading that he does. The habit of much reading not only disposed
the readers to be radical but, over a period of five years, tended to
increase the radicalism of the group. This is explained by the sug-
gestion that “to be bookish in this era has meant to steep oneself in
the disillusioned gropings of post-War thinkers, most of whom are
clearly radical.””#2

With reference to such studies of attitude to date, it has been sug-
gested by S. A. Stouffer and others that the attitude concept needs to
be applied to the large clusters of attitudes which explain the charac-
teristic differences between the Kansas farmer and, say, the New York
retail merchant, as types. The rescarch to define such attitude clusters

* Theodore Newcomb, “Determinants of Opinion,” Public Opinion Quarterly,
I (October, 1937), pp. 71-78.

®Jewis M. Terman and Catharine C. Miles, et al., Sex and Personality:
Studies in Masculinity and Femininity (New York: McGraw-Hill Book Co.,
1936).

 Gordon W. Allport, “Attitudes,” in Carl A. Murchison (ed.), 4 Handbook
of Social Psychology (Worcester: Clark University Press, 1935), pp. 798-844.

# Gardner Murphy and Rensis Likert, Public Opinion and the Individual:
A Psychological Study of Student Attitudes on Public Questions, with a Retest
Five Years Later (New York: Harper & Bros., 1938).
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might well be patterned after the work of L. L. Thurstone to define
the “primary mental abilities,” by means of a matrix of correlations
between each pair of abilities that have been tested. The tendencies
for certain attitudes of certain persons to be interdependent, i.e., to
form clusters, might thus be recognized.

An attitude is a tendency to act, a way of being “set” for or against
certain things. The reader with a given attitude tends to select read-
ing to fit it and then to interpret the reading accordingly. Many com-
munists read the New Masses; many capitalists read Fortune. And
they react to their reading as communists and capitalists. The reader’s
selection of reading matter and, to some extent, his response to it are
by academic definition explained in the category of motives. Motives
are expected satisfactions. They represent a variety of attitudes backed
by various physiological conditions which produce ‘“needs,” “wants,”
“urges,” or “demands,”** and modified by the environmental oppor-
tunities. Hence, combinations of the reader’s various predispositions —
predispositions which lead him to expect certain kinds of satisfactions
from his reading — are best termed his motives for reading. In this
connection, readers of the New Masses are more clearly explained for
our purpose when we say they are motivated by a need for prestige
and social security than when we point to their attitudes favoring
communism.

Before discussing certain typical motives which cause readers to
select and respond to different publications, we must clarify some
verbal confusion. Only infrequently —and then in the simpler in-
stances — does a motive appear singly and alone. The complexity of
the reader’s predispositions ordinarily complicates his motivation.
Hence, it is usually permissible to speak of the dominant motive in a
particular situation as explaining the direction of the behavior.
Furthermore, the same motives may carry different labels, depending
on the depth of analysis attempted. Thus, “reading for curiosity” may
also be reading for understanding, for practical information, and for
much else. Some considerations were mentioned in chapter i relating
to the terminology herein used to describe the effects of reading.?
Similar considerations determine the choice of terms for motives.

Motives may be classified as intrapersonal and interpersonal. Intra-
personal motives impel the reader to publications likely to stimulate
his feelings about himself. Interpersonal motives impel the reader
toward publications involving his relationships with others. Of course,

* Daniel A. Prescott, Emotion and the Educative Process: A Report of the
Committee on the Relation of Emotion to the Educative Process (Washington,
D. C.: American Council on Education, 1938); Henry A. Murray et al.,
Explorations in Personality; A Clinical and Experimental Study of Fifty Men
of College Age (New York: Oxford University Press, 1938).

* See chap. i of the book from which this selection came: “Introduction and
Summary,” pp. 18ff.
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the satisfaction of either one type of motive often tends to satisfy the
other. For example, desires for prestige which explain reading the
Bible for intrapersonal satisfactions may also improve the reader’s
status with others, because of their respect for people who read the
Bible. Since many motives are expressed in each category under differ-
ent circumstances, a single discussion may cover both categorics.

As already suggested, we may say a reader selects a book for a
particular motive, like desire for prestige, when all the evidence points
to it. For example, the reader himself says he likes to read what makes
him feel important; the experienced analyst finds prestige a satis-
factory explanation for the choice of reading; what we know about
the book suggests that it was written to make people like the reader
fecl important; the reader sceks prestige in other situations, and his
inferior status demands prestige. The cumulative evidence is convine-
ing. Thus, we may impute a prestige motive to the boy who said he
lived the part as he read about brave soldiers; who was a coward in
physical sports, despising himself and being despised for his craven
spirit; who constantly rcad stories about wars and brave soldiers; and
who read for prestige according to the psychologist’s report. By com-
paring several expressions of prestige motives, wc may suggest how
they normally operate toward the sclection of rcading matter.*

A common prestige motive toward reading is found in the rcader’s
desire to put himself in the place of book characters who do things
that win them admiration and success. The boy reading about soldiers
selected publications which satisfied his need to identify himsclf with
brave people. Fiction (The Deerslayer) and nonfiction (a set of
volumes on the World War) served his needs cqually well. Another
boy with strong prestige necds identified himsclf with the heroes in
Nick Carter’s Legacy and in Daisy, the Gentleman Burglar’s Daughter.
He later succumbed to English teachers who were able to improve the
quality of his reading by utilizing the same motive. The boy then
likened himself to Byron, “who had cross fect and I’ve got cross eyes.”
Both cases are typical. Among boys, as rcpresented by the several
hundred case studies examined, Horatio Alger, Frank Merriwell, Jesse
James, and Buffalo Bill are all selected on this pattern, and Byron is a
common adult substitute. However, the adult normally demands char-
acters drawn more closcly to his likeness than the child demands.

The reader’s need to identify himself with those who enjoy prestige
regularly results in selecting and so interpreting publications at any
level of maturity, on almost any subject, fiction or nonfiction, pro-
vided the reading presents famous pcople who resemble the rcaders
in some respects. If their choice is severely limited, such readers do
their best to make imaginary adjustments and compensations. One
rcader said, “You can imagine my strain in identifying mysclf with
the leading characters in all those books, including the Bride of Lam-

* Evidence from several case studies is presented in the following discussion.
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mermoor, read at age ninc.” Similar motivation, in reverse, is the
desire for self-prestige by means of sclf-pity. A typical example is the
“unloved, very loncsome girl of twenty, who collected poems about un-
rcquited love and suicide.”

Another expression of the motive leads to the rcading of “‘good” or
“new” or “best” books. The rcaders seek intrapersonal prestige by
“sclf-improvement,” by “keeping up with the latest titles,” or by
“rcading what the critics recommend.” They also usually anticipate
praisc from cmployers or teachers or associates because they have
rcad such books. An example is the boy who made a valiant attempt
to rcad The Decline and Fall of the Roman Empire because a relative
was surc he could not read it. A common rcason for avoiding the pulp
magazincs lies in the stigma attached to those who read them. Prestige
readers may bc distinguished from other readers of “good” books
because they rcad few books by the same distinguished author, they
select the better-known titles and resist the often stronger attractions
of unknown or unfashionable titles, and they pay less attention to the
content.

Other rcaders, secking praise for the information they can display,
select the “hard” rather than the “good” book. Here the rarity and
complexity of the subject matter and the technical vocabulary are
attractive qualities. Prestige motives often combine with the nced to
understand, whether for the sheer satisfaction of understanding, for the
opportunity to apply the knowledge, or because of a desirc to persuade
or to “manage” other people. The first appears in readers who “like
to consider themselves intellectually curious,” who “have a keen inter-
cst in tracking down ideas, in understanding for its own sake,” and
the motive leads toward theoretical subjects. The sccond appears
largely in vocational or practical-hobby reading. The rcader typically
selects only one book or one type of book. Most commonly the motive
is found among students reading textbooks for the sole purpose of high
marks: both their selection and their use of publications are frankly
pragmatic. The third motive — the desire to understand people in
order to manage them more cffectively —is cxpressed mainly by
parents, teachers, and salesmen. They choose such rcading as the
Parent’s Magazine, or Classroom Management, or How To Win
Friends and Influence People. Since women must manage scrvants,
children, and husbands, thc women’s magazines cater directly to this
interest,

Another group of motives may be labeled “respite” motivation.
They imply a scarch for whatever publications will diminish anxiety
or borcdom by intensifying aesthetic cxperience, supplying vicarious
adventure, or merely diverting the rcaders’ attention from their per-
sonal cares. It is no accident that more people rcad the comic strips
than read any other kind of print. The comics are as far removed
from rcal life as they can be and still escape utter nonsense. They allow
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the reader to assault and overcome a prize collection of comic villians,
thus relieving his aggressions toward the people and conditions which
thwart him in “real” life. The more vigorous pulp magazines also serve
to relieve the reader’s frustrations by promoting the vicarious expres-
sion of his aggressive tendencies.”® Almost any sort of print may
afford respite and may be selected and read for that purpose. The
scientist may find respite in detective stories, and the executive whose
day is spent in administrative routine may find respite in treatises on
scientific theory. As in most other experiences, respite in reading
results from variety, from a change in the focus of attention. And it is
by such changes in attention that the respite motive produces the
important social effect of distracting people from their “serious” prob-
lems. Hence the satisfaction of the respite motive provides a sort of
safety valve for social tensions and thus serves to maintain the
status quo.

Desires for respite may find expression in reading literature of high
artistic merit. Writers naturally describe writing as a fine art. Teachers
represent the reading of belles-lettres as a means of intensifying
aesthetic experience, comparable to any other fine art. Certain ob-
servers impute to the reading of belles-lettres a “relief of general
tension and adjustment toward fundamental problems and conditions
of cnvironment and life.”” Such recommendations encourage such
rcading. Under what conditions the reading of what publications by
what rcaders will afford the most respite we do not know. Nor is the
question very important, since means other than reading arc so
numerous. But we can say with confidence that most readers desirc
more varied and more intense experience than daily routines afford
and that a convenient vicarious source of such experience is found in
a wide range of publications, from the human interest item in the
daily press to the plays of Shakespeare. The satisfaction of the respite
motive doubtless depends on the comprehensibility of what is read,?”
and it increases with familiarity.?® The research literature on this area
is rather barren. The subjects are usually school children; the motive,
“reading for aesthetic appreciation,” is usually more fittingly described
as reading for approval by the teacher who assigned the reading.
Systematic analyses of publications widely read by selected groups of
ceaders and corresponding analyses of the readers’ motivation are
needed to relate reading for respite to other reading motives.

Another group of motives implies a need for greater sensc of

* John Dollard et al., Frustration and Aggression (New Haven: Yale Univer-
sity Press, 1939).

# Helen K. Mackintosh, 4 Critical Study of Children’s Choice in Poetry
(University of Towa Studies in Education, Vol. VII, No. 4 [Towa City: Uni-
versity of Towa Press, 1932]).

# ], E. and M. A. Mendenhall, The Influence of Familiarity upon Children’s
Preferences for Pictures and Poems (New York: Columbia University Press,
1933).
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sccurity. Pcople may feel insecure in a wide variety of ways. Economic
insecurity is perhaps the most uniform in its motivation of typical
reading. But since such reading has already been noticed in connection
with reading for practical information, we may comment instead upon
the reading motivated by considerations of physical and social security.

Readers who nced reassurance concerning their sanity or their
strength arc typically too timid or too poor to consult doctors and
too uninformed to be critical of their reading. Accordingly, they
select pseudo-scientific articles on psychology and health, They are
attracted to publications with nontechnical vocabularies, which offer
a quick and sure cure for most ailments, and which make strong ap-
peals to prestige by citing medical authoritics freely. Over a period of
time the selections of such readers may incline to more extreme types
of pseudoscience, astrology, numcrology, or religious tracts. One is
led to suspect that need for sense of physical security results from a
decper emotional insecurity.

Readers motivated by a need for greater social security may seek
to improve their status within their family or social class or may try to
exchange their social class for another social class. The former are
commonly adolescents who scek reading on family conflicts. They ag-
gressively avoid or aggressively sclect novels dealing with more placid
home life. If the adolescent is attempting to break away from the
family, his insecurity may be expressed by selection of books on philos-
ophy and religion or of “philosophical” novels. Such readers tend to
emphasize passages which involve their own particular problems —
lack of parental affection, impending divorce in the family, over-
protection, and the like. Among older people, and especially among
college students, there is a shift from need for family security to need
for social sccurity. This leads to reading on various social problems
and current events, whether in novels or nonfiction books or magazines
and newspapers.

Some psychologists find the drive toward such reading to be a need
for personal emotional sccurity as well as a need for social security.
The case studies imply an cqually close relation between the needs
for social security and for prestige. One reads up on socialism because
“I felt ashamed to know so little when the members of the socialist
club knew so much.” Also, the “radicals” may do much heavy reading
to win arguments with conservative friends and to enjoy the resulting
prestige. The group studies show concentration upon books in history,
cconomics, and political science by many faithful readers of liberal
publications. Evidently the various other motives we have mentioned
are involved to a degree that requires combined study of the readers
and analysis of the content before the motivation can be clearly dec-
scribed. Here motives become highly complex. The age, scx, occupa-
tion, income, and family background traits of college students are
interrclated to form both radical attitudes and needs for personal as
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well as social security. These in combination determine the selection
and interpretation of reading. Such interrelationships are shown by
many group studies of radicalism as well as by case studies of individ-
ual readers.?®

The combinations of traits and motives in different readers, and
from time to time in the same reader, attract them to different types
of content. Some “radical” groups, for example, seek publications on
economic theory which they select for their “reasonableness, freedom
from dogmatism, precision of terms, impersonality, deference to facts,
comprehensive goals, and lack of logical fallacies or rhetorical stunts.”
When readers so disposed encounter the opposite type of publication,
they are repelled, despite their sympathies with the theory. Thus, a
reader who had accepted the ideology of communism read the Daily
Worker and was “repelled by the language. I threw away my first copy
of the New Masses after a few cditorials. I thought the line can’t be
valid since all their comments were critical of the status quo and since
there must be something good in the present system.” For further
example, we find a Jewish boy, frightened into a serious interest in
politics by the rise of the Nazis to power, who “scurried after Lenin’s
works.” While he, too, preferred the more deliberate, rational type of
reading because of his intelligence and training, his combined motives
urged him toward publications stressing urgency of solution, sudden
persuasion, and specific goals.

At the opposite extreme we have the lonely, inferior, introverted
reader, dissatisfied with herself, her family, and the social order, who
“has never read anything but the Daily Worker and the New Masses
— no theoretical stuff”’; who especially enjoyed “the letters from work-
ers and readers . . . was moved by the feeling of conviction being
so widespread.” Here the rhetorical devices, the familiarity of setting
and language, and the intimacy of appeal went home and developed
a taste for more such. We conclude that this reader’s sex, limited
schooling, low occupational status, and other handicaps explain her
attitudes of inferiority and insecurity. These attitudes developed needs
for compensation through channels acceptable to her friends and asso-
ciates. The communist publications yielded such compensations more
effectively than other reading matter she could obtain and understand.

Readers’ predispositions represent the least understood and probably
the most important of the four major factors to which in combination
we ascribe the social effects of reading. Closer attention to such group
predispositions as can more safely be inferred from obtainable evidence
will greatly refine the present knowledge of reading effects.

® Newcomb, op. cit.; Murphy and Likert, op. cit.; Bernard J. Breslaw, The
Development of a Socio-economic Attitude (“Archives of Psychology,” No. 226
[New York: Columbia University Press, 1938)) ; Solomon Diamond, 4 Study of
the Influence of Political Radicalism on Personality Development (“Archives of
Psychology,” No. 203 [New York: Columbia University Press, 1936]).
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The three following selections are illustrative samples of
the very extensive research literature on mass media
audiences. Dr. Lazarsfeld’s and Miss Kendall’s tables pre-
sent some facts on radio, magazine, motion picture, and
book audiences in the United States. Messrs. Schramm
and White analyze United States newspaper reading by
age, education, and sex. Finally, a few examples from
USIA studies are presented to show some of the differ-
ences between media availability and audiences in the
United States and other countries.



A PAUL F. LAZARSFELD

A PATRICIA KENDALL

7-}-1'0, Communications Behavior

of the Average American: Some Tables

TABLE 1
Movie-Going and Radio-Listening Behavior

Number of Movies Seen in Previous Month:

NO MOVIES. . .ottt ettt ettt et 39%,
13 mMoOVIes. . . . 37
4 0r MOTE MOVIES. . . ottt v ettt ie e eteeeeennneeoneenneennnns 24
Total. . oot e 1009,
Amount of Radio Listening on Average Weekday Evening:
Lessthan 1 hour.....o.vniint i i 269%,
13 hours. .. o e e e 49
3ormore hours. . .....oiuiiii ittt E
Total. . oo 1009,
TABLE 2

Book and Magazine Readership
Book reading:

Read no books during past month............................. 749,
Read at least one book duringmonth....................... ... 26
Total. .ttt 100%,
Magazine reading:
Read no magazine regularly. .. .............................. 39%
Read at least one magazineregularly....................... ... 61
Total. . o ﬁ%

A These tables are from Radio Listening in America, published and copyright
by Prentice-Hall (New York, 1948). They are printed here by permission of
publisher and copyright holder. The data for these and other tables in the book
came from a national probability-sample survey of 3,529 persons in the United
States, conducted by the National Opinion Research Center, of the University
of Chicago, in the fall of 1947. Dr. Lazarsfeld is professor of sociology at
Columbia University. Miss Kendall, formerly a member of the staff of the
Bureau of Applied Social Research, is now Mrs. Lazarsfeld.
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(Tables 3, 4, 5, and 6 have been omitted.)

TABLE 7
Proportion of Magazine and Book Readers According to Education
High Grade
College  School  School
Proportion who read magazines regularly. . ...... 86%, 68% 419,
Proportion who read at least one book in previous
month. ..........coiiiiiiii i, 50 27 11
TABLE 8
Proportion of Radio and Movie Fans According to Education
High Grade
College  School  School
Proportion who listen to the radio three hours or
more in the evening......................... 219, 29%, 229,
Proportion who saw four or more movies in previous
month............... ... .. i i, 25 28 16
TABLE 9
Movies Seen During Previous Month According to Age
Movie Attendance 21-29 30-39 40-49 50-59 60+
Nomovies................... 199, 319 369, 519, 73%
Onemovie................... 15 18 16 15 9
Two or three movies.......... 26 26 27 18 9
Four or five movies. .......... 23 16 14 11 6
More than five movies......... 17 9 7 5 3
100% 1009, 1009, 100% 1009
TABLE 10
Movie Attendance According to Size of Community
Metro- Metro-
politan politan Rural
Movies Seen Districts  Districts Nonfarm
During Ouver One Under One 2,500to  (Under
Previous Month Million Million 50,000 2,500) Farm
No movies............. 329, 36% 36% 499, 529%,
1-3 movies............. 40 39 38 33 35
4 or more movies. ...... 28 25 26 18 13
Total............... 100%, 100% 100% 100% 100%




A WILBUR SCHRAMM

A DAVID M. WHITE

Age, Education, and Economic Status as Factors

n Newspaper Reading: Conclusions

Insofar as these data are representative, the following conclusions
scem to be indicated:

1. In general, the amount of news reading tends to increase with
age, with education, and with economic status. News reading increases
very rapidly through the teens, reaches a peak somewhere between the
ages of thirty and fifty, and thercafter drops off slightly. High school
educated persons read markedly more news in the paper than grade
school educated persons, and college educated persons read a little
more than high school persons.

2. A young reader seems to be introduced to the newspaper by its
pictorial content. Among readers ten to fifteen, comics are by far the
most read items in the paper, followed by news pictures and public
affairs cartoons. Readership of news is far below the readership of
these pictorial features. And in this entire sample, not one single
person between the ages of ten and fifteen was found who had read
any of the editorials.

3. Men’s reading of news seems to come to a peak at an earlier age
than does women’s.

4. Education seems to make a greater difference in women’s reading
than in men’s.

5. Economic status seems to make a greater difference in men’s
reading than in women’s.

6. Teen-agers, persons who have had only grade school education,

A These conclusions are based on data gathered by a readership study made
in January, 1949, in an Illinois city of approximately 100,000 population. The
probability sample included 746 readers, and the survey dealt with the local
evening paper which has approximately 65,000 circulation. The paper from
which these conclusions come was first published in the Journalism Quarterly,
and later in Mass Communications, copyright by the University of Illinois Press,
1949. The paper is reprinted here by permission of the copyright holder.
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and persons in the lower economic groups arc more likely to read crime
and disaster news than any other broad class of ncws. Reading of
crime news increascs with age until the decade of the thirties, after
which it remains relatively level. It remains unchanged or slightly
decreases with rising economic status, and decreases with more
education.

7. Reading of public affairs and editorials increases with age, with
cducation, and with higher economic status.

8. Reading of comics is at its height in the tcens, and decreases
steadily from the age of fifteen on. It decrcases also with more educa-
tion and with higher economic position.

9. Reading of news pictures apparently begins as carly as comics,
but increases (instead of falling off as comics do) after fiftcen, reaches
a peak in middle life, and remains relatively high. It increases slightly
with education and higher cconomic status.

10. Reading of political and editorial cartoons begins strongly in the
tecns, increascs slightly, then tapers off. It scems to increase signifi-
cantly with economic status.

11. Reading of society news is low in the teens and thercafter rises
to a high plateau between the ages of thirty and sixty. In the case of
women, it increases significantly with economic status.

12. Reading of sports news is at its height in the twenties, therc-
after tapers off. It increases with economic status, and there is con-
siderable increase between grade school and high school educated
groups.

13. Older readers are more likely than younger readers to recad
letters to the editor.

14. Dividing news into two classes — that which gives an immediate
reward psychologically (crime, corruption, accidents, disasters, sports,
society, human interest, etc., which we shall call Class I) and that
which gives a delayed reward (public affairs, economic matters, social
problems, science, cducation, ctc., which we shall call Class I1) —it
appears that:

a. Reading of Class I news comes to a peak at an earlier age than read-
ing of Class II (Table V).

b. Reading of Class I news is higher among the high school educated
segment of the population than in the college segment; Class 11, higher
in the college educated group (Table IV).

¢. Reading of Class II news is more likely than reading of Class I to in-
crease with rising economic status (Table VI).

15. People tend to read farther into Class I news than into Class 11
news. There scems to be no significant corrclation of depth of reading
with age, education, or economic status.

16. Summarizing reading patterns by age, it appears that a reader
comes in later years to use a newspaper less and less for entertainment,
more and more for information and serious viewpoints on public
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affairs. There are noteworthy declines of comics and sports with age,
noteworthy increases in the reading of public affairs news and edi-
torials. Editorials, which are near the bottom in the ten to twenty
bracket, are second only to news pictures in the over-sixty bracket.

17. Summarizing reading patterns by education it appears that
readers on the lower end of the educational curve tend to use the
newspaper for entertainment, sensational news, and pictorial material.
Those at the top of the educational curve tend to use it less for enter-
tainment, more for information on public affairs.

18. Summarizing reading patterns by socio-economic status, it ap-
pears that as comic reading declines, so reading of editorials and public
affairs news increases with higher economic status. However, in some
important respects the pattern for reading by socio-economic groups is
not like the two patterns just described in 16 and 17. There is no
decline in picture and cartoon reading with higher economic status,
and there is a marked increase, with higher status, in the reading of
sports and society news.
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Mss Communications and Their

Audiences in Other Countries

Differences in availability of mass communications and in the
audiences which gather round these media in different countries are
often spectacular. Some of these differences may be illustrated from
USIA and related studies.

AVAILABILITY

As might be expected, the greatest concentrations of mass media are
in countries where per capita wealth and industrial development are
high. For example, over 85 per cent of all radio receiving sets, over 80
per cent of all daily newspaper circulation, over 70 per cent of all
cinema seats, are in Europe and North America. Over half the radio
receivers of the world, about one fourth of the circulation of daily
newspapers, and about one third of all the cinema seats are in the
United States.

The following table will show the wide variation in availability of
print, radio, and film in some representative countries:

Newspapers—
Copies daily per Receiving sets per Cinema seats per
1000 inhabitants 1000 inhabitants 1000 inhabitants

France 259 179 64
Italy 98 55 87
Egypt 17 12 10
Syria 19 15 7
India 6 1 4
Japan 224 106 8
Philippines 25 4 ®)
Brazil 30 51 20
Mexico 48 31 57
United Kingdom 596 244 86
United States 350 620 78

(Source: UNESCO figures, in some cases updated)
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There is also a considerable variation within the Soviet orbit, as
these figures will show:

Copies daily per Receiving sets per Cinema seats per
1000 inhabitants 1000 inhabitants 1000 inhabitants

USSR 161 (?) 67 ®
China 10 (?) 3 1
Czechoslovakia 193 188 56 (?)
Poland 122 49 9
Romania 141 17 7
Hungary 108 57 15
Bulgaria 112 29 13

(Source: UNESCO figures)

It should be pointed out that in some of these countries, notably the
USSR, there is considerable wired redistribution of radio programs.

LITERACY

The map of world literacy divides into three large areas. North
America, Western Europe (except Spain), Australia, New Zealand,
and parts of Southeast Asia have less than 10 per cent illiteracy. On
the other hand, China, India, the Moslem countries, and practically
all of Africa have more than 80 per cent illiteracy. Between these two
extremes — in the band between 10 and 80 per cent illiteracy — are
Central and South America, Spain, and the vast expanse of Eurasia
dominated by the Soviet Union.

Illiteracy in the United States is about 2 per cent. Here are the
figures for certain other representative countries where data are
available:

Percentage of Illiteracy

Both sexes Male Female

Belgium (1930) 5.6 5.2 6.0 (age 7 and over)

Brazil (1940) 56.1 49.7 62.4 (age 15 and over)
Bulgaria (1934) 31.4 19.5 433 (age 10 and over)
Burma (1931) 59.8 38.6 82.5 (age 10 and over)
Egypt (1937) 85.2 76.6 93.9 (age 10 and over)
France (1946) 3.4 3.2 3.6 (age 10 and over)
Greece (1928) 40.9 23.5 58.0 (age 8 and over)

Hungary (1941) 7.4 6.4 8.4 (age 6 and over)

India (1931) 90.9 84.7 97.6 (age 10 and over)
Italy (1931) 21.6 17.8 25.2 (age 10 and over)
Mexico (1940) 54.0 50.0 57.9 (age 10 and over)
Philippines (1948) 38.7 35.6 41.7 (age 10 and over)
Turkey (1945) 69.5 55.5 90.1 (age 10 and over)

(Source: Progress of Literacy in Various Countries— UNESCO monographs
on fundamental education)
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It is apparent that the general pattern is for somewhat higher per-
centages of illiteracy among females, and that in some countries (for
example, the Moslem countries) the literacy differential between the
sexes is considerable. There are also other differentials. One of these
is racial. For example, only 47 per cent of white Brazilians are illiterate,
compared to 79 per cent of black Brazilians. In Hungary (in 1930)
the German speaking group had the lowest rate of illiteracy, followed
by the Hungarian and Slovak speakers in that order. Among the
larger language groups in Turkey, the Turkish speaking people had a
significantly lower rate of illiteracy than either the Arabic or the
Kurdish speaking people.

Another differential is by residence in city or country. In general,
illiteracy is higher among rural residents. Thus, in Greece in 1928, the
illiteracy among urban persons was 29 per cent, among rural persons
47 per cent. In Bulgaria, in 1934, it was 19 per cent among urban, 35
among rural.

OTHER EXAMPLES OF AVAILABILITY: NEWSPRINT AND FILM PRODUCTION

For examples of other factors entering into the availability of mass
communications, we can consider newsprint and film production. It is
a striking fact that the United States consumes almost two thirds of
the world’s annual production of newsprint. No other country con-
sumes 15 per cent as much as does the United States. Compared to
the United States’ annual consumption of five million metric tons of
newsprint, the United Kingdom uses just under 700,000 tons, and
USSR about half that much. France uses a little over 200,000 tons;
Japan, 100,000; Egypt, around 14,000; India, about 50,000; Czecho-
slovakia about 40,000; Hungary, about 20,000; and China, an esti-
mated 60,000.

A large part of the world’s film production has also been centered
for a number of years in the United States. Thus, until recently the
United States has been making over 400 feature films a year. India
has been making about 250, Japan and France each slightly over 100,
Italy and the United Kingdom about 75, and China between 50 and
75. Such countries as Belgium, Greece, and Hungary have been
making 10 or less per year. The exact size of Soviet film output is
not known.

MEDIA DIFFERENCES

Even beyond availability, however, there are important differences
in the attention paid by media in different subjects to world events.
This can be illustrated by a table compiled from Jacques Kayser’s One
Week’s News (Paris, 1954), which examines the coverage given par-
ticular news stories by 17 dailies in 17 countries during the week of
5-11 March, 1951. In the following table, an x indicates that the story
was not covered in the particular newspaper.
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Another way to illustrate media differences, with newspapers, is in
terms of size and distribution of space. Here is another table compiled
from Kayser’s study:

Percentage devoted to: Eco-
nomic,
Acci- Finan-
Total dents, cial,
Ave, Adver- Foreign Crimes, Social,
Newspaper Space tising  News etc. Sports  etc.
Borba (Yugoslavia) 1,194sq.in. 0% 229, 0% 8% 199%,
The Times of India 3,255 53 14 2 5 12
La Nacion (Argentina) 3,100 54 12 5 5 5
Al Misri (Egypt) 2,635 23 24 6 1 4
Hurriyet (Turkey) 2,015 3 22 2 4 1
Daily Mail (South Africa) 4,650 53 6 5 5 7
Daily Express (London) 1,860 32 8 1 8 6
La Prensa (Mexico City) 5,890 37 6 12 1 7
Corriere della Sera (Italy) 2,170 33 16 13 4 2
Pravda (USSR) 1,705 1 30 0 1 32
New York Daily News 10,230 66 2 7 4 1
Le Parisien Libere (Paris) 2,790 33 7 14 14 4
Rude Pravo
(Czechoslovakia) 1,860 6 25 0 9 28
O Estado (Brazil) 11,625 68 6 2 4 9
Tao Kung Pao (China) 1,798 18 12 1 0 27
Dagens Nyheter (Sweden) 4,650 36 8 7 8 7
Daily Telegraph
(Australia) 3,410 39 5 3 4 12
London Times 3,776 29 25 7 8 31
Izvestia (Moscow) 1,276 0 51 0 0 27
New York Times 14,285 46 16 9 10 41
Le Monde 2,508 23 50 0 1 23

In the table above, the figures on all except the last four papers are averages
for the week of March 5-11, 1951 ; for the last four papers, they are for the day
of 11 January, 1952. The advertising figure is a percentage of total space,
whereas the remaining figures are percentages of editorial space. These differ-
ences must be kept in mind in reading the table; for example, the New York
Times which devotes only 16 per cent of its copy to foreign news actually
carries considerably more foreign news than Izvestia, which devotes 51 per cent
of its copy to that category.

AUDIENCES: NEWSPAPERS

In the United States, around 90 per cent of adults regularly see
daily newspapers. The figure is also very high in the United Kingdom,
Germany, and Scandinavia. In France, a recent survey showed the
corresponding figure to be 56 per cent, and in Italy 39 per cent. A
small survey in the Philippines showed that 73 per cent of Manila
respondents, but only 34 per cent of a nearby small town, read daily
newspapers. The Japan Newspaper Publishers Association estimates
that 70 per cent of Japanese read dailies, and throughout the Arab
world about 70 per cent of the adults are thought to see dailies or hear
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them read more or less regularly. A small-sample survey in Hong
Kong came up with the figure of 79 per cent daily newspaper readers.
These studies, of course, were not all made with precisely the same
techniques or at the same times, and therefore the comparisons should
not be pressed too far.

In general, newspaper reading increases with education. Here are
figures for two Moslem countries:

Education
Elementary  High School ~ College

Percentage of Syrian readers who see papers

almost daily 46 68 65
Percentage of Egyptian readers who see
papers almost daily 65 75 95

(Source: Study by Bureau of Applied Social Research)

In the Philippines, the less educated persons have been shown to go to
motion pictures as often as the more educated, but to read fewer books,
newspapers, and magazines. This functional relationship between edu-
cation and readership secems to be general.

Amount of education also helps to determine what parts of the
newspaper an audience selects to read. We have already seen how
this works for an American audience. Here are comparable figures
for Japan:

Education
College,
Per cent reading Primary Middle High School
Foreign news 16.9 23.0 54.2
Political news 24.7 25.3 65.6
Economic news 10.1 20.7 40.0
Police news 52.8 471 60.0
Cultural news 7.9 23.0 37.0
Comic strips 56.2 52.9 57.1
Book reviews 4.5 17.2 34.2
Display ads 13.5 32.1 14.3

(Source: Odahara survey, 1952)

Most studies have indicated that the average American (if there
is such a person) spends about 40 minutes a day with his newspaper.
This is slightly higher than the figures we have been able to obtain
from other countries. In France, for example, the two largest groups
of readers seemed to average about 15 and 30 minutes, respectively.
In Hong Kong the mode of the surveyed time was 30 minutes, but
there was a secondary peak between 15 and 20 minutes. Most estimates
of newspaper reading time in the United Kingdom have been about
25 to 30 minutes. It need hardly be pointed out that American papers,
as a rule, are considerably thicker.
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In many countries of the world there is much greater difference by
sex in the amount of newspaper reading and the kind of newspaper
read, than in the United States. For example, a survey by the Nippon
Shimbun Kyokai showed that about 46 per cent of the male readers,
but only 6 per cent of the female readers, were accustomed to reading
domestic political news. The figures for reading of foreign news were
33 and 6 per cent, respectively. Comparable differences in amount and
kind of reading apparently are to be found in southern Asia and the
Arab crescent.

AUDIENCES: RADIO

In the United States, of course, radio goes into nearly every home.
In France, the comparable figure is about 75 per cent of the homes;
in Italy, about 60 per cent. In the Moslem countries and in Southeast
Asia, the figures are much smaller. But these rough figures, which are
generally parallel to the “sets per thousand” table given earlier, do not
tell us as much as certain other data. For one thing, radios tend to be
concentrated in cities rather than rural regions. Thus, in Paris about
83 per cent of homes have radios, but in places under 5,000 the compa-
rable figure is 69 per cent. The big cities of Italy reported about 82
per cent of their homes equipped with radios, but only 41 per cent
of homes in rural regions so equipped. In countries of the world, the
scarcity of radio receivers is partly compensated for by using receivers
outside the home. In the Arab countries, for example, where sets run
as low as 2 per 1000 in some lands, fully 30 per cent of the radio
audience listens outside the home. A large proportion of these listen in
coffee houses, and the coffec house thus becomes one of the important
centers of information input and discussion. Similarly in the Philip-
pines, 91 per cent of the radio audience in Manila said they listened
in their own homes; but in the village of Argao only 25 per cent
listened at home. The others listened with friends or at some public
places. In the Communist countries, government-provided loudspeak-
ers supplement the individually-owned radios.

The radio audience in this country contains more females than
males. Present research results do not indicate whether this is generally
true throughout the world. In France, 52 per cent of the men, 59 per
cent of the women said (in 1952) that they listened to the radio “quite
a bit.” In Italy, however, that question was answered affirmatively by
66 per cent of the men, 61 per cent of the women. In the Moslem
countries and in India, where the culture makes for an educational
and communication differential between men and women, the men
both read more and listen to radio more.

Quite generally, however, radio listening seems to increase with edu-
cation and economic status. This has proved to be true wherever
tested. Furthermore, education makes a considerable difference in what
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the listener selects from his radio. Here, for example, are favorite radio
programs of Arab listeners (Egypt, Syria, Jordan, and Lebanon)
arranged according to education of the listeners:

Favorite program Illiterate Elementary High School College
News 0 459, 549, 60%, 57%
Arab music 59 51 32 29
Western music 1 8 30 42
Koran readings 44 37 15 12
Talks and lectures 11 20 19 23
Unspecified music 13 18 24 26

(Source: Bureau of Applied Social Research study)

And here is a comparable set of figures from a survey by the Japa-
nese radio NHK, asking listeners to name some of their favorite pro-
grams. Public affairs discussion programs and classical music programs
entered into the voting as follows:

Audience, by education Public affairs Classical music
College 55% 67%
Middle school 35 30

Less than middle school 20 17

AUDIENCES: FILMS, MAGAZINES, BOOKS

In the United States, radio and newspapers (with television on the
way) are almost universal media, with magazines, motion pictures,
and books following in that order. The radio and newspaper audicnces
are usually figured at between 90 and 100 per cent of the adult popu-
lation, with the magazine audience being estimated at between 60 and
70 per cent, the motion picture audience at between 50 and 60, and
the book audience somewhere near 30.

This seems to be the general pattern in other countries, except that
scldom are these figures so high, and also that in some places there
are important differences stemnting from the local culture or situation.
In France, about 42 per cent, in Italy 23 per cent say they never go
to movies; 18 and 38 per cent, in the two countries respectively, say
they go once a week. In the same countries, 27 and 26 per cent, re-
spectively, say they never read magazines; 44 and 36 per cent say they
read them regularly. In Hong Kong, 54 per cent of the adults surveyed
said they read magazines regularly. In a small Philippine village, where
radios are scarce and newspapers probably hard to come by, 95 per
cent of the adults said they sometimes read magazines; this compares
to 83 per cent who sometimes heard radio, 53 per cent newspapers,
50 movies, and 41 books.

In most countries, as in the United States, motion picture attend-
ance seems to decrease with age after the teens. In the Arab countries,
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Christians are more likely than Moslems to go to the movies. In
France and Italy more women than men read magazines. In Hong
Kong, however, both magazine and book reading are nearly double
among male readers. This is true also in the Philippines. In this case,
as in the others, communication patterns are a reflection of the culture
in which they operate.

AUDIENCES: THEIR TRUST IN THE MEDIA

Audience opinion of and trust in the different media is apparently
a local matter, born of the nature of the local media, the culture
itself, and the tensions existing. In the United States, several opinion
surveys during the last fifteen years have seemed to show that people
had a great deal of faith in the trustworthiness of radio news as com-
pared to newspapers, and this has been used to explain a number
of phenomena, including the panic reaction to Orson Welles’ “War of
the Worlds” broadcast. And it is true that in four Arab countries sur-
veyed recently, 63 per cent of the respondents favored radio over news-
paper as a reliable source of news. Likewise, other surveys have ap-
peared to favor radio, but the questions have not always been clear or
comparable. And even in these surveys there arc important local differ-
ences. For example, Egypt (one of the four Arab countries surveyed)
is highly positive toward newspapers, whereas Syria is negative. Egyp-
tian dailies have a history and tradition of strength. Syrian papers are
“party papers”; they depend on support from the faction they repre-
sent, and for the most part do not appeal widely. Therefore, Syrian
readership is not very high, but in Egypt even a large percentage of the
illiterates arrange to have parts of the newspaper read to them.

Similarly, in the Philippines there are important differences between
ideas of media reliability in the cities and the villages. In Manila, only
19 per cent of respondents in a recent survey named the newspaper as
the “best” (most rcliable?) media source of information; whereas, in
Argao, 53 per cent named the newspaper. In Manila, 57 per cent
named the magazine; in Argao, only 13. In Manila, 32 per cent named
books; in Argao, 4. In Manila, 6 per cent named radio; in Argao, 25.
It is clear that either the media, or the situation, or the tastes, or the
needs, or all of them, are quite different as between Manila and Argao,
and that being the case, an average of the two places in respect to
relative trust in radio or newspaper would be meaningless.

SUMMARY

By way of summing up, we can say that therc are certain patterns
of mass media use which seem to have general applicability through-
out the world, but these are powerfully modified in any given place by
the local situation and culture. In general, radio and newspapers tend
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to be the most widely spread media, with magazines, films, and books
trailing behind. Media use increases with education and with economic
status, and the amount of education correlates well with what a person
chooses to read or listen to. So far as we can tell, a person who uses
one medium more than average tends to be above average in his
use of all media. In general, media use tends to increase from child-
hood to middle age, with the exception of motion picture attendance,
which decreases after the teens. Older people, better educated people,
tend to choose more “serious” materials. And media use tends to be
greater in urban than in rural places.

But having said that, we have to turn to cultural and situational
differences to explain the important differences in media use in differ-
ent countries. For example, why do western European women listen
more to radio, read more magazines than men, whereas women in the
Arab countries and southeast Asia both read and listen much less than
men? Obviously, the answer is to be found in the different status of
women in the several cultures. Why are the coffce house audiences in
the Arab countries more likely to be Moslem than Christian, even on
a basis proportional to the population? Why are the newspapers of
Egypt more respected by their readers than the newspapers of Syria
by theirs? Obviously, we have here a situational and cultural difference
of some importance.

And when we turn back to a study of the situation and cultures in
these different countries, we arc reminded that when we study the
media as information channels in many countries of the world, we are
ignoring large segments of the population. A third of the people in the
Arab countries get their information by word of mouth. The figure is
even larger for India and probably for China. Therefore, the coffee
house in the Arab countries, the bazaar in Asia, the opinion leader, the
traveler, the story teller in all these countries are an important link
in the chain of communication, and the dissemination and group dis-
cussion that goes on far beyond the mass communication chain are
important for us to know about.

In conclusion, it should be pointed out that for very few places in
the world is there any such detailed information on mass media content
and uses as we have for the United States. This must have been clear
from the scarcity of examples in the paper we are just now concluding,
but it is worth saying here because until we do get some of this in-
formation and interpret it in light of the country’s culture, we shall
be handicapped in trying to talk to many of the peoples of the world.
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THE NATURE OF CHANNELS

The choice and combination of channels is another practical de-
cision which the communicator must make. In the day-to-day pattern
of communicating with one’s primary group, this decision does not
often enter: the other group members are at hand, and one can talk
to them face to face. But when one is separated from his primary
group — even by a short business trip out of town — then he often
has to make a decision about channels. Shall it be telephone, telegram,
or letter? Is the matter important enough that he should rush home
to talk face-to-face about it? Whereas the choice is relatively simple
in this level of communication, in such an activity as planning per-
suasive communication for large groups of people, the choice is exceed-
ingly complicated and often difficult. Sometimes availability and audi-
ence capability help to determine it; for example, where the audience
is illiterate, one must usc pictures and the spoken word. Where the
audience does not have radios, obviously one cannot depend on radio
channels. But in the most usual situation, where radio and print and
pictures all reach the intended audience, then one must make a de-
cision complicated by a number of factors: What is the relative avail-
ability of the channels to the communicator? What use is the audience
accustomed to make of the different channels, and how much is he
likely to trust each of them? What can one channel do better than
another? How can several channels best be combined so that they will
reinforce each other? What use of the mass media channels will be
most likely to trigger off the small-group communication which helps
an idea enter into the norms of a society?

It must be admitted that these difficult matters are not well under-
stood. Klapper, in the chapter which follows, summarizes much of the
available experimental knowledge. This, together with the availability
of the channels and a clear knowledge of the target audience, must
guide the communicator — unless, like the Communist party in the
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sovietized countries, he is able to control the whole environment of
his audience, and thus to put his message on all media, reinforce it
with face-to-face communication engineered by professional agitators,
and reinforce both of those by exercising his police power and his
ability to give or withdraw material rewards. Since that condition does
not pertain outside totalitarian countries, it may be helpful to put
down a few notes here on the differences, as we see them, among
channels.

We can differentiate channels on a numbcr of useful scales. Here
are four of these:

(1) Space-time. Printed materials, still pictures, and art objects are
space-organized. A radio broadcast and a telephone conversation are
time-organized. Face to face communication, sound films, television
are time-and-space-organized.

We learn great skill in assimilating groups of sign vehicles and in-
terpreting their meaning. This is the case whether the signs are verbal
or pictorial, scen or heard. One of the most dramatic examples of this
skill, however, is learning to read. Here we very soon progress beyond
the stage of reading single words. We become able to grasp contexts
swiftly, form larger groupings, and assimilate the meaning of the
whole sentence, as our eyes leap along the lines in the normal reading
process. When we are working with a familiar language (as compared
to a foreign language) or a familiar visual context (as compared, for
example, to an abstract painting) we can do this very cfficiently. The
eye can handle more information than the ear, and there is reason
to think that grouping of words is more difficult by ear, especially in
fast speech. Certainly larger grouping is possible only to the extent that
the audience remembers information already given. When one is read-
ing he can set his own pace, turn back whenever he wishes to check
the relation of one page, one paragraph, one sentence to others. In
listening, however, he is at the mercy of the communicator. He cannot
control the pace or turn back.

Because of this difference, the space-organized media appear to
offer more favorable conditions for difficult concepts, for masses of
detail, for criticalness, discrimination, and selectivity on the part of the
audience. On the other hand, the time-organized media appear to offer
some advantages for rote learning of simple material (slogans, for
example), and for encouraging suggestibility in an audience. The
communicator’s ability to control the pace is apparently a factor in
this latter quality. It must be admitted, however, that there is little
research evidence bearing on the point.

Pictorial media, either space- or time-organized, excel in their
ability to present many concrete descriptive details and to encourage
recognition of such details.

Space-and-time media share the advantages and disadvantages of



The Nature of Channels 89

space media and time media. They do not permit the audience to
control the pace, but do have the great advantage of reinforcing one
sense with another, and of being able to represent movement and con-
crete details along with the human voice and other vehicles of sound.

There are apparently eye-men and ear-men — that is, individuals
who are especially skillful in receiving space- or time-organized com-
munication. Supposedly, this differential skill is learned rather than
being innate with the sensory equipment. It is not known how such
individuals are distributed in the culture, or whether the changing use
of media (e.g., the great increase in radio use after 1920, or in tele-
vision use after 1950) changes the distribution. More important from
the viewpoint of international communicators, there is little informa-
tion on the distribution of such skills in different cultures.

(2) Participation. As Cantril and Allport have shown, it is possible
to characterize the media as to whether they permit much or little
participation on the part of the audience. Thus, a media scale might
be created, running from most participation to least participation,
something like this:

personal conversation
discussion groups
informal meetings
telephone

formal meetings
sound motion pictures
television

radio

telegraph

personal correspondence
form letters
newspapers
billboards

magazines

books

Higher degrees of social participation tend to create a sense of in-
volvement, a group bond, a circular pattern of influence and decision
making. They provide maximum feedback. Thinking back to the
social functions of mass communication stated earlier in this volume,
the high-participation media would seem to commend themselves
particularly for the task of correlating socicty’s response, for the
process of exchanging and sharpening opinion. Low-participation
media would seem to commend themselves for swift and widespread
communication of information to individuals — for example, as news-
papers and radio communicate latest information on the environment,
and as books transmit condcnsed information on the culture to the
culture’s new members.

(3) Speed. Timeliness is maximum in television and radio. There
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is considerable sense of timeliness in newspapers; some in magazines;
less in motion pictures; least in books. Media at the more timely end
of the spectrum naturally lend themselves to the news function — the
communicating of information about the environment. Media at the
slow end naturally lend themselves to study and reflective purposes —
that is, to communicating the culture to students. It might be ex-
pected that media in the middle of the spectrum would be most
effective in the process of correlating society’s response —a job that
requires less speed and greater reflectiveness than the news function,
more speed and less study than the teaching function.

(4) Permanence. Books probably give the greatest sense of perma-
nence. Next come motion pictures and magazines. There is but a small
amount of permanence in newspapers. Least permanent are radio and
television. It stands to reason that the more permanent media are
likely to be used for principle and organized meaning, the less per-
manent for report or persuasion.

But far more important for the international communicator than
these broad general laws are the specific details of how a given channel
is regarded and used in a given culture. This, as we know, can vary
significantly from country to country.

Perhaps the best summary of the literature on media differences is
the 1949 memorandum by Dr. Klapper, which follows.



A JOSEPH T. KLAPPER

7;e Comparative Effects of the Various Media

LIMITS OF THE DISCUSSION

A complete discussion of the effects of any one mass medium, let
alone all mass media, is obviously impossible within the scope of this
memorandum. Whatever happens as a result of the media’s existence
or whatever happens to an individual as a result of reading, listening,
or watching may be termed an effect of the media. The area of effects
thus includes not only the subjects of all four of these memoranda
but further involves or touches upon literally all individual or social
human behavior and a host of technological and commercial develop-
ments. Obviously, therefore, only an arbitrarily defined section of this
vast field can here be discussed.

With the objectives of the Public Library Inquiry in mind, the
Director of the Inquiry and the present author have therefore agreed
to limit the present memorandum to what might be called the com-
parative effectiveness of the various media as instruments of informal
pedagogy and of persuasion. Such other effects as the Director con-
siders particularly pertinent to the objectives of the Inquiry are given
separate attention in the other memoranda.

Even within this delimited field, however, certain exclusions must
be formally announced. Thus studies and conjectures bearing on the
media’s effects upon the behavior or upon the morals of their audi-

A This is a memorandum written for the Public Library Inquiry. It is published
here by permission of the Bureau of Applied Social Research of Columbia
University, by whom it was reproduced and copyrighted in 1949. The author
is a member of the evaluation staff of the United States Information Agency.
To save space and make a simpler presentation, reference notes have been
omitted in this reprinting. Readers who wish to turn to the original publication
of this memorandum (entitled The Effects of Mass Media) will find an exten-
sive summary bibliography.
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ences will be ignored, at least in the present memorandum. We will be
here concerned almost exclusively with those differences in pedagogical
and persuasive effectiveness which arise from the fact that the differ-
ent media present different sensory stimuli, that one is perceived
visually, another aurally, and the like. Mention will also be made of
the more important differences in distribv ion of the media, since such
differences render the various media more and less effective in given
areas of pedagogy or persuasion. We will not, however, be here con-
cerned with the direction in which the media affect audience valucs.
To the degree that this topic is pertinent to the specific areas of effect
cited by the Director of the Public Library Inquiry, it is covered in the
other memoranda.

A further and more conspicuous exclusion will bar from the present
memorandum all discussion of the comparative effectiveness of the
various media in formal pedagogy, i.c,, in the classroom. A vast and
varicgated literature on this subject has accrued through a multitude
of experiments conducted in various schools of education. Massive as
it is, the literature is in general valid only for the specific curricular
situations described. The findings vary, as indeed they must, with the
subject of pedagogy, the rclationship between the text and film, and
the like. A comparison, for example, of the relative pedagogical effec-
tiveness of a printed description of plant growth and a film portraying
the process by time-lapse photography is a very different thing from
a comparison of the cffectiveness of a text on civics and a pertinent,
although not precisely comparable film. An adequate treatment of the
comparative effectiveness of the media in the classroom would require
a volume in itself, and the findings reported would have little to do
with the effectiveness of the media in out-of-school persuasion. The
subject will therefore not be treated in this memorandum.

APPLICABILITY OF EXPERIMENTAL FINDINGS

A notable number of experimenters have undertaken to measure the
comparative effectiveness of the various media as indicated by degree
of retention of material, changes in audience attitude and the like.
Before the findings of these experiments are presented, a word of
caution must be given regarding the use of the data. To put the warn-
ing briefly, the empirical evidence must not be assumed to be valid in
situations dissimilar to those described in the specific experiment.

Most of the investigations in which two or more media are com-
pared were conducted under laboratory conditions which differ
markedly from the situation in which the public at large listens to
or looks at the products of mass media. Three differences between the
laboratory and the social situations are of particular importance.

1. The controlled experiment ordinarily involves highly motivated
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attendance. Often the subjects are students who are compelled to read,
listen or watch by faculty command. Sometimes the subjects are paid
to be spectators. Their awareness and reactions are thus likely to be
quite different from those of the housewife or worker who reads,
watches, or listens to what he wishes, when he wishes, and where he
wishes.

2. The controlled experiment ordinarily involves identical texts
presented through different media. Outside the laboratory, however,
one is not likely to hear over the radio the exact words of a magazine
article or advertisement. Data pertaining to identical texts cannot be
assumed to be valid in relation to vaguely similar texts.

3. The controlled experiment ordinarily controls the frequency and
length of exposure. The subjects sce, hear, or view the material a given
number of times, which is ordinarily equal for the scveral media. In
daily life, however, a2 man may read something in the paper once and
hear similar material over the air seven times, or twice, or not at all.
In short, neither balanced exposure nor its results necessarily occur in
the work-a-day world.

Yet the findings of controlled experiments must not be ignored in
our present discussion. By indicating what may be expected when all
conditions but one are equal they help us to identify those conditions
which are not ordinarily equal and so to develop our understanding
of the nature and results of given communicational situations.

Within the limits set in the first section, and keeping in mind the
cautions noted above, we shall now consider the evidence and conjec-
tures regarding the comparative effectiveness of the media. We shall
first consider material in which different media are actually compared.
Thereafter we shall note some of the unique advantages frequently
attributed to each of the media.

ACTUAL MEDIA COMPARISONS

(1) Print and direct or transmitted voice as devices to elicit
retention

A series of experimenters have investigated the relative retention
of identical material presented in print or aurally, i.e., either by direct
voice, a record, or a speaker. The findings seem remarkably consistent
in regard to simple and brief material, and somewhat less consistent
as regards complex or lengthy material.

As regards simple material, retention is apparently highest when
both methods are used. Aural presentation alone, however, elicits, on
the whole, longer and better retention than does print alone. The
superiority of aural over printed presentation appears to be greater
among less intelligent persons, including the mentally retarded. In
reference to persons of exceptional intelligence or reading ability, the
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findings vary, the weight of existing evidence suggesting that the visual
presentation elicits better retention among such subjects.

In reference to complex or lengthy material, the various controlled
experiments present wholly contradictory findings. Thus, Russell,
Carey, and Young obtained findings substantially similar to those ob-
tained with simple materials. However, Lumley, Green, and Carver,
Larsen and Feder, and Goldstein all found that the complex ma-
terial was the better retained after visual presentation.

The present author is not aware of any investigation in which the
retention of complex material presented both visually and aurally was
compared with retention afforded by only one type of presentation.
It is at least a reasonable conjecture, however, that such double
presentation would be more effective than presentation by either
method alone.

Although the inconsistency of the laboratory findings regarding com-
plex material cannot be resolved here the findings of certain adjacent
researches suggest one possible clarifying factor. Lazarsfeld has demon-
strated that in actual daily life, pcople on higher cultural levels “prefer
print to radio for the communication of comparable subject matter”
and that this preference is the greater according as the reading skill
of the group is greater, and/or according as “their interest in [the]
given subject matter is the greater.” Radio, on the other hand, is the
preferred source of most persons with less than high school education.
Those who prefer radio and those who prefer print attribute precisely
the same advantages to their favored medium (e.g., “easier to under-
stand,” “more absorbing,” etc.). Lazarsfeld proposes that each of the
groups is merely asscrting that they find their favored medium a more
efficient means of communication. It is of course not surprising that
listening should be the more cfficient process for most persons whose
formal education is relatively slight.

Lazarsfeld recognizes the bearing of these data upon the experi-
ments comparing the effectiveness of print and voice. He hopes his

' It is often stated by social scientists that the various experiments on this
subject yield contradictory results. Some writers, e.g., Goldstein, attribute these
differences to insufficiently refined experimental procedures.

The present author has observed that if the experiments using simple and
brief material are distinguished from those using lengthy and complex material
(short advertisements as opposed to “factual geography selections,” 2,500 word
essays on psychological topics and the like) the experiments bearing on simple
material reveal no important inconsistencies.

In regard to simple and brief material, for example, findings essentially
similar to those noted above were obtained by Carver, Stanton, DeWick,
Elliott, Willen, Miller, Lass, and Goldstein.

The experiments do reveal contradictory findings as regards the immediate
recall of material, but not as regards retention over a period of time. Carver
furthermore differs from Lass and Goldstein in finding that aural presentation
maintains its superiority among the more highly academically trained subjects.
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analysis will help, furthermore, to clarify somewhat the much confused con-
troversy regarding “eye versus ear.” The experimental literature on this topic
is full of contradictory statements: for every study which shows that the ear
is more receptive, another study can be quoted which attributes that the per-
ception is itself of only small importance in the communication of idea; what
counts is the situation in which communication occurs — the reading and
listening habits of the respondent and the character of the subject matter in
question.

We have already noted in this memorandum that classifying the
experiments according to “character of the subject matter” removes
most of the inconsistencies in regard to simple and brief material. It
is quite possible that the inconsistent findings regarding lengthy or
complex material may reflect differences in the reading skill of the
participating persons. The suggestion is offered merely speculatively.
To test it would require a complex comparison of the educational level
and reading skills of the subjects in each of the scveral experiments,
a process too involved to be undertaken and reported upon in this
survey of the literature.

In summary, the investigations of comparative retention afforded
printed and spoken (actual, transmitted, or recorded voice) material
present contradictory findings. All the experiments involving simple
and short material, however, agree that presentation by both methods
is most effective,? but that aural presentation alone is superior to
visual presentation alone for most persons. In regard to more highly
complex material, the weight of available evidence slightly favors print,
but the conflicting findings are not yet reconcilable. It appears that
other factors are at work and must be identified before the situation
can be properly examined. Degree of reading skill may very probably
be one such factor. Although no supporting evidence is available, it
seems a reasonable conjecture that multiple media exposure to com-
plex material would be more effective than single media exposure.

(2) Face-to-face discourse, transmitted voice, and print, as instru-
ments of persuasion

The findings of several experiments agree on the relative persuasive
power of “speech, radio, and print” in the transmission of identical
texts. The typical procedure and findings are exemplified in the work
of W. H. Wilke, who exposed three matched groups of university stu-
dents to texts on war, religion, birth control, and economic issues. The
identical material was presented to one group by a lecturer, to another
group via a wired speaker, and to the third group in printed form.
The lecturer was found to be the most effective in modifying opinions,
the wired speaker next most effective, and the printed material least
effective. Similar findings were obtained by Knower under roughly

* Not all the cited experiments actually include multiple exposure. Those that
do agree on its superior effectiveness.
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similar circumstances. Allport and Cantril, after a survey of several
experiments, also lend their support to the apparently unanimous
opinion, viz., personal address is superior in persuasive power to
mechanical aural appeal, which is in turn superior to printcd appeal.

The relative effectiveness of these media, demonstrated in laboratory
situations, seems also to hold true in more normal social situations.
Two major studies attribute this relative persuasive efficiency not to
mere technological differences in the media, but rather to differences
in content, audience coverage, or psychological aspects of the com-
municational situation.

Lazarsfield, Berelson, and Gaudet conducted an elaborate study
of “how the voter makes up his mind in a presidential campaign.”
During seven months prior to the 1940 elections, 2,400 rcsidents of
Erie County, Ohio, were intcrviewed between two and seven times
each. Research was directed upon various topics, among them the
relative effectiveness of personal influence, radio, and newspapers upon
persons’ voting plans. The investigators found that

In comparison with the formal media of communication, personal rela-
tionships [i.e., casual conversation, not formal addresses] are potentially more
influential for two reasons: their coverage is greater and they have certain
psychological advantages over the formal media. . . .

Whenever the respondents were asked to report on their recent exposure
to campaign communications of all kinds, political discussions were men-
tioned more frequently than exposure to radio or print. On any average day,
at least 10% more people participated in discussions about the election —
either actively or passively — than listened to a major speech or read about
campaign items in a newspaper. And this coverage ‘bonus’ came from just
those people who had not yet made a final decision as to how they would
vote. Political conversations, then, were more likely to reach those people
who were still open to influence.

For example, people who made up their minds later in the campaign were

more likely to mention personal influences in explaining how they formed
their final vote decision. Similarly, we found that the less interested people
relied more on conversations and less on the formal media as sources of
information. Three-fourths of the respondents who at one time had not
expected to vote but were then finally ‘dragged in’ mentioned personal influ-
ence. After the election, the voters were given a check list of ‘sources from
which they got most of the information or impressions that caused them to
form their judgment on how to vote.’ Those who had made some change
during the campaign mentioned friends or members of thejr family rela-
tively more frequently than did the respondents who kept a constant vote
intention all through the campaign.
Personal relationships, the investigators believe, not only achieve
greater audience coverage than radio or newspapers but possess “cer-
tain psychological advantages which make them especially effective.”
Lazarsfeld, Berelson, and Gaudet mention “five such characteristics,”
viz:
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(1) it is more casually engaged in, often nonpurposive, and thus less self-
sclective than mass media material which largely attracts persons already
sympathetic to the view cexpressed.

(2) it is “flexible when countering resistance.”

(3) it provides “immediate and personal . . . rewards for compliance” or
punishment for noncompliance, being in itsclf ¢apable of expressing social
pleasure or displeasure.

(4) it may be exerted by a trusted or “intimate source.”

(5) it may accomplish its ends without first instilling conviction. “The
lady where I work wanted me to vote,” reports one respondent. ““She took
me to the polls and they all voted Republican so I did too.”

As between the radio and the newspaper, Lazarsfeld, Berelson, and
Gaudet found radio to be the apparently more important persuasive
agent for the majority of the respondents.

Asked which medium helped them to make their decision, the voters men-
tion radio and newspaper about equally. When they are asked for the “most
important” source, however, radio gets a clear lead.

Radio was also established as the more common agent for changes
in vote intention. The investigators suggest three reasons for radio’s
superior effectiveness.

In the first place, a considerable amount of political material appears in
the press from the beginning to the end of the campaign with few notable
variations. In time, the claims and counter-claims of the parties as they
appeared in cold print came to pall upon the reader who had been exposed
to essentially the same stuff over an extended period. The campaign on the
radio, however, was much more cursory in its early phases and became vig-
orous and sustained only toward the close.

Secondly, the radio campaign consists much more of ‘events’ of distinctive
interest. A political convention is broadcast, and the listener can virtually
participate in the ceremonial occasion: he can respond to audience enthu-
siasm, he can directly experience the ebb and flow of tension. Similarly with
a major speech by one of the candidates: it is more dramatic than the same
speech in the newspaper next morning.

And thirdly, the listener gets a sense of personal access from the radio
which is absent from print. Politics on the air more readily becomes an active
experience for the listener than politics in the newspaper does for the reader.
It represents an approach to a face-to-face contact with the principals in the
case. It is closer to a personal relationship, and hence more effective.

Lazarsfeld, Berelson, and Gaudet thus find that in a social setting
personal influence is a more effective persuader than radio which is
in turn more cffective than print. These findings tend to confirm the
findings of laboratory experiments, although the situations and tenta-
tive cxplanations differ. It will be remembered, for example, that in
the laboratory situation “face-to-face discourse” refers to a formal
speech while in the Erie County study the phrase refers to casual social
conversation. In addition, the various differences between laboratory
experiments and social situations, as cited above, all apply here.
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Stouffer, rcporting on his study of radio and ncwspaper preferences
among news-consumers, brings a somewhat new point of view of the
question of the relative persuasive, or suggestive, efficacy of the two
media. Noting that suggestibility is higher among people on compar-
atively low cultural levels, Stouffer points out that these persons are
proportionately more prevalent in the radio audience than in the
ncwspaper audience. It would thus appear that, regardless of which of
the media is more persuasive for the same persons,
the potential radio listener . . . is . . . more suggestible than the potential
reader . . . Of all the facts that make radio a powerful social institution,
probably the most imposing one is that radio is the preferred medium of the
more suggestible man.

(3) The screen compared with print and other media as regards
rentention of material

That material presented in motion picture or filmstrips is recalled
in some detail, has bcen demonstrated by at least three studies. The
present author has, however, been able to discover only one relatively
recent comparison of the retention elicited by the screen as opposed
to other media.

H. E. Jones tested the retention elicited in children by various
novels and by commercial motion picture versions of the same books.
His findings, reported in insufficient detail to permit any real evalua-
tion, award the palm to the motion pictures.

An elaborate study made in the early thirties by Holoday and Stod-
dard, under Payne fund auspices, demonstrated that motion pictures
elicited high and accurate recall in children of various ages. Children
of 8 recalled 60% of the items remembered by superior adults, children
of 11 to 12 remembered 75%, and the 15 to 16 year olds recalled 91%
of the material recalled by their superior elders. Retention was quite
lasting.

In general the second-third-grade children at the end of six weeks remember
90 per cent of what they knew on the day following the show. Three months
after seeing the picture they remember as much as they did six weeks after
secing it. In some cases, as with “Tom Sawyer,’ they remember more at the
end of six weeks and still more at the end of three months. At all ages
including the adults the slow drop of the curve of forgetting is striking.
The investigators assert that “curves of rctention are considerably
higher than those obtained by previous investigators,” but the investi-
gations they cite in support of this position deal exclusively with the
motivated memorization of nonsense syllables and poetry, and were
all completed prior to 1918. The data presented by Holoday and
Stoddard thus mercly indicate that movies are recalled in detail, but
do not indicate that the screen elicits any greater retention than do
other media.

An elaborate series of studies recently made under War Depart-
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ment auspices indicate that films are highly effective in imparting
factual information, but reveal no such degree of long term retention
as is claimed by Holoday and Stoddard. Against the latter’s claim
of 90% recall six days after exposure and no further loss over six
months, must be placed the War Department’s findings of an approxi-
mate 50% loss of factual information between the first and ninth week
following exposure. The findings of the two studies are, however,
hardly comparable, Holoday and Stoddard having dealt with ordi-
nary entertainment films while the army investigators were concerned
with documentaries, or training films; i.e., with cinematic purveyors
of factual information. Hovland, Lumsdaine, and Sheffield, who report
upon the War Department investigation, make no mention of any
attempt to compare retention of screen presented material with re-
tention of material presented by other media.

(3a) Motion pictures compared to filmstrips as purveyors of factual
information

The relative effectiveness of a film and a filmstrip in the teaching
of map reading was investigated in the course of the War Department
studies. The film failed to show the expected superiority, pedagogical
effects of the two devices being found to be to all intents and purposes
identical.

UNIQUE ADVANTAGES ATTRIBUTED TO THE SEVERAL MEDIA

Various social scientists and public opinion specialists have at-
tributed to each of the media certain advantages as instruments of
pedagogy and persuasion which are not shared by the other media.
Although these attributions of advantage are rarely supported by ob-
jective data, they nevertheless represent the careful thinking of acute
observers and are often so patently valid as to be beyond the need
of objective demonstration. Some of the major advantages attributed
to each medium will therefore be here cited.

Print

Five advantages of print are variously noted or emphasized by such
writers as Lazarsfeld, Doob, Waples, and Berelson.

(a) The reader controls the exposure. Whereas radio and the screen
place the audience in a spectator role and present the material at a set
pace, print alone leaves the reader capable of proceeding at whatever
pace he may find consistent with his capabilities and interests. He may
scan, skip, or plod, as he pleases, and thus need not suffer the boredom
or bewilderment which the pace and content of the other media may
engender. Further he may read at such times as he pleases, stop when
he pleases, and resume when and if he pleases. All in all, the reader
may expose himself to print at the time when he is most amenable
to such exposure.
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(b) Exposure may be and often is repeated. Unlike the other
media, printed matter is not necessarily limited to a single occasion of
reaching its audicnce. Radio programs, with a few very rare excep-
tions, are produced only once. Motion pictures run for a period of
some weeks but are rarely seen twice by the same person. Printed
matter, however, remains available and readers commonly return to
material alrcady read to confirm their memory, to reconsider the con-
tent, or simply to reexperience the pleasure once obtained. Cumulative
effect and availability for reference are thus more possible in print than
in other media.

(c) Treatment may be fuller. Print alone may develop a topic to
whatever degrece and whatever length seems desirable. Radio programs
and films are of predetermined and relatively brief duration, and to
continue the development of a topic in a serics of programs and films
is rendered largely unfeasible by the nature of audience habits. Com-
plex discussions are thus more fit for presentation in print than by
other media.

(d) Specialized appeal is possible. Print continues to be less stand-
ardized in over-all content than arc the other media. Despite the
trend toward insuring the widest possible appeal and the corollary re-
luctance to offend anyone, material of an unorthodox nature can be
more readily found in print than on the air or screen. Within the
medium of print, such material can be found more often in books and
specialized magazines than in newspapers or the mass circulation
magazines. Print thus remains the medium in which minority views
can most easily find voice.

Further, the specialized publications which are thus possible are
potentially highly powerful persuasive agents. The audience for spe-
cialized publications apparently regard the publication as voicing their
own personal interests and are thus the more likely to accept its ad-
vices. Lazarsfeld, Berelson, and Gaudet, for example, found that
In Erie County in 1940, the Farm Journal was mentioned as a concrete
influence upon changes in vote intention as frequently as Colliers, despite
their great difference in circulation, and the Townsend publication as fre-
quently as Life or the Saturday Evening Post.

(e) Possible greater prestige. Although all mass media, by virtue
of their very massiveness, are regarded as possessing prestige, print is
believed by some authors to possess the highest prestige. Doob suggests
that special prestige may be attached to specific publications by their
habitual readers and that a man will be especially amenable to influ-
ence from “his paper.” The fact that print is the oldest of the mass
media has also been proposed as a reason for its peculiar prestige, as
has the fact that print and “culture” are traditionally associated.

If print indeed possesses most prestige for most people, then that
fact would contribute to its greater persuasive effectiveness. Recent
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researches, however, throw doubt upon this conjectured extra prestige.
It has been shown that print is not the preferred medium of the less
cultured and is in fact little used by many persons on the lower cul-
tural levels. Whether they therefore attach more or less prestige to
print is a matter of conjecture. In the absence of specific evidence the
whole question of the relative prestige of print and other media must
likewise remain a matter of conjecture.

Summary. Print, unlike the other media, permits its audience to set
their own pace, allows for repeated exposure, allows for treatment of
any length. Less reluctantly than the other media, print gives expres-
sion to minority views. Publications designed for minority or special-
interest groups are peculiarly effective persuasive agents. In addition
print is believed by some authors to possess greater prestige than the
other media, but this belief can not at present be either substantiated
or disproved.

Radio

Several of the unique advantages attributed to radio have been cited
in the course of the foregoing discussion on taste. Thus we have already
noted that radio reaches persons who arc not often rcached by print
nor movies, and that this audience tends to be less cultured and more
suggestible than the audience of other media. The possibilities of
exploiting these facts, for good or ill, are fairly obvious, but ambitions
must be tempered by the inevitable process of audience selection which
programs themselves set in motion. We have also noted the specula-
tions of Lazarsfeld, Berelson, and Gaudet to the effect that radio per-
mits its audience “virtually to participate in ceremonial occasions”
and that the “listener gets a sense of personal access from the radio”
which thus “represents an approach to a face-to-face contact.”

To these three unique advantages (audience structure, dramatic
participation, and resemblance to face-to-face contact), we may add
two others, proposed by Doob, and both purely conjectural.

Doob proposes that the radio possesses a unique advantage over
other media by virtue of its speedy distribution of news. Because the
radio can report an event almost immediately upon its occurrence,
Doob believes that many persons first learn of the event via the radio.
Whatever slant the radio may give that news, Doob believes, will be
particularly susceptible of belief and not susceptible of contradiction
due to this “fact of primacy.”

Studies on the formation of attitude and bclief, however, do not
attribute any very great advantage to such primary framing. At least
one study, in fact, suggests that people’s first interpretation of a given
matter is particularly easy to change.

Doob also proposes that radio listcners may envisage themselves as
members of a gigantic group simultaneously engaged in listening to
the same material and that this group feeling may increase the sug-
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gestibility of the audience. Here again, no objective data can be offered
in proof or denial. It may be noted, however, that Coughlin’s success
has becn attributed at least in part to his using local face-to-face con-
tact in conjunction with radio speeches. The two avenues of influence
arc believed to have stimulated local and national in-group feclings
among his audience, contributing to their feclings of immediate social
security and prestige.

Screen

Surprisingly few unique advantages have been attributed to the
commercial or scmi-commercial screen as an instrument of persuasion
or informal pedagogy.

(a) A vague or implicit belief that picturization is generally
uniquely effective seems present in various works and is explicitly
expressed by several writers including Doob and Blumer. That this is
true in regard to some matters and doubtful in regard to others is
beyond question.

(b) We have already noted that the motion pictures elicit a high
degree of recall. That this recall is greater than that elicited by other
media has been alleged, but not yet convincingly demonstrated.

(c) Holoday and Stoddard discovered that most children and many
adults tend to accept unquestioningly all presumably factual infor-
mation in commercial films. Inaccurate statcments or picturcs are ap-
parently accepted as truth. Whether this blind trust in screen material
is any greater than that inspired by other material has not been
investigated.

(d) On the basis of personal reports, Blumer postulates that com-

mercial films exercise a peculiarly deep “emotional possession” of chil-
dren (not of adults). He attributes this possession to the facts of
concrete setting, deliberate emotional stimulation, and attractive
scenes. The child, Blumer postulates, imaginatively enters into the
pictured world. Noting this phenomenon of “emotional possession” in
conjunction with the unquestioning trust cited above, Charters believes
that
All of these factors and probably others produce a condition that is favor-
able to certain types of learning. This is the quality of authority.
It must be again noted, however, that the Payne studies, which include
both the Holoday-Stoddard and the Blumer studies, merely assert the
fact of motion picture influence without attempting to compare the
power of that influence with that exercised by other media.

Face-to-foce Discourse

That face-to-face discoursc is a far more cffectual instrument of
pedagogy and persuasion than any impersonal medium is the heavy
conscnsus of opinion among social scientists and public opinion experts.
The unique advantages attributed to this mode of communication
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derive directly from the fact of inter-personal relationship and are
therefore likely to be the stronger as the situation is more individual,
the less as the situation becomes formal or involves a large audicence.
To attempt to enumerate all these advantages seems a somewhat un-
necessary undertaking. Of the five advantages cited by Lazarsfeld,
Berclson, and Gaudet and noted above, the second and third (flexi-
bility and immediate provision of reward or punishment) are particu-
larly emphasized by writers primarily concerned with the psychological
analysis of communicative processes. Hovland, for example, enters into
some detail regarding the possibility of the spcaker’s rccognizing the
more effective stimulus, the immediate provision or promisc of ap-
propriate rewards and the like.

Mass Media Supplemented by Foce-to-face Contact

The extreme pedagogical and persuasive cffectiveness of mass media
supplemented by face-to-face contact has been demonstrated by con-
trolled experiments. Hovland, Lumsdaine, and Sheffield, for example,
report that a lesson in map recading consisting of an army training film
supplemented by a face-to-face lecture was far more pedagogically
effective for its military audience than was the film alone. Whether the
lecture was presented as an introduction or as a review was found to
be of no significance, the mere fact of face-to-face supplement being
the factor apparently responsible for increased effectiveness. Audicnce
participation, which might be regarded as a kind of highly activated
face-to-face contact, was likewise found to increase the pedagogical
effectiveness of a film-strip designed to teach the phonetic alphabet.?

The combined use of mass media and face-to-face contact has
characterized several highly successful propaganda campaigns. The
propaganda successes of Father Coughlin, the Nazis, and the Soviet
Union are cases in point. Several social observers, in particular Lazars-
feld and Merton, regard this combination of mass media appcal and
face-to-face contact as in itself an especially powerful persuasive tech-
nique. Their analysis of its peculiar power emphasizes the manner in
which such a combination provides the audience with certain psycho-
logical requisites of suggestibility. Their analysis, in other words, deals
not so much with the media as with the psychology of the audience.
Accordingly, the analysis is more pertinent to the memorandum on
persuasion than to the present discussion of the comparative effective-
ness of the media itself. We thus reserve further discussion of this
point for the later memorandum, noting here only the fact that mass
media supplemented by face-to-face contact has characterized several
highly successful propaganda campaigns and may be in itself a supcrior
persuasive device.

*1t is to be noted that increasing the motivation of the soldiers to learn the
material, accomplished by merely announcing that a quiz would be admin-
istered, increased learning as effectively as did audicnce participation.
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SUMMARY

1. Laboratory experiments, which duc to their rigid conditions of
control differ markedly from social situations, indicate
a. that combined use of aural and visual presentation clicits better

retention of simple and brief material than does the use of cither
method of appeal alone;

b. that aural presentation of whatever sort clicits better retention
of simple and brief material than does visual presentation;

c. conflicting findings regarding the relative effectiveness of visual
and aural presentation in eliciting retention of lengthy or com-
plex material. Other, extra-laboratory rescarches suggest that the
reading skill of the audicnce may be a major criterion. It is
possible that for the highly cducated or for those with high
rcading skills, print may be the more effective medium while
radio may be morc effective for those of lesser reading skill.
Further and more refined cxperimentation is needed to settle this
question;

d. that face-to-face discourse is a more effective persuasive agent
than is transmitted voice, which in turn is more cffective than
print.

2. Researches carried out in more normal social situations confirm the
laboratory findings cited in 1,d, above. These researches point to
differences in the audience structure and psychological appeal of
the various media as contributory factors.

3. Objective studies indicate that the screen elicits a high degree of
recall, but only one study, reported in extreme brevity, suggests that
this degree of recall is any greater than that elicited by other media.
No generalizations on the comparative effectiveness of the screen
as to other media can be substantiated by adequate empirical
evidence.

4. Each of the media is ascribed certain unique advantages by vari-
ous writers. Some of these attributions of advantage have been
empirically demonstrated, some are patently true, and others arc
wholly conjectural. In gencral,

a. Print permits the reader to govern the pace and occasions of
cxposure, permits successive re-exposure, and allows for treat-
ment at any length. Of all mass media, print is apparently the
least reluctant to give expression to minority views, and publi-
cations specially designed for such expression are extremely
effective persuasive agents.

b. Radio reaches an audience not as often reached by the other
mass media, and tending to be more poorly cultured and more
suggestible than the audience of other media. Radio affords the
spectator some degree of participation in the actual event being
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broadcast and thus approaches face-to-face contact. Radio has
been alleged to possess unique persuasive capabilities because of
its often being the first medium to communicate given material
to the audience, and because of a group feeling alleged to be
experienced by the audience. These last two allegations are
neither supported nor disproved by existing empirical evidence.

c. The screen is believed to enjoy unique persuasive and peda-
gogical advantages by virtuc of its presenting concrete visual
material. These concrete settings and other factors are believed
by some investigators to render the films capable of taking ‘“emo-
tional possession” of children. While it is established that chil-
dren tend to accept without question information presented in
films the pedagogical and persuasive implications of this trust
have not been made clear nor has it been shown that other
media do not achieve similar effects.

d. Face-to-face discourse is generally regarded as the most effective
instrument of pedagogy and persuasion by virtue of such capa-
bilities as flexibility, immediate provision of reward or punish-
ment, and other characteristics deriving directly from the per-
sonal relationship involved.

e. The use of one or more mass media supplemented by face-to-face
contact has characterized several highly successful propaganda
campaigns and is belicved by some observers to be in itself a
superior persuasive device. But this is conjecturc rather than
proven fact. Controlled experiments in the army demonstrated
the pedagogical advantage of film plus lecture for instruction in
map reading. Further discussion of this combined face-to-face
and mass media approach appears in Memorandum 1V.
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Introductory Note

THE MEANING OF MEANING

Walter Lippmann introduced his pioneering book on public opinion
with a famous chapter entitled “The world outside and the pictures in
our heads.” He argued that, although men live in the same world, they
think and fcel in different worlds. Every man imposes a “pseudo-
environment,” said Lippmann, between himself and his real environ-
ment. Man does not deliberately falsify his environment, of course.
But one observer’s experience is never exactly like that of other ob-
servers, and he interprets his new experience in terms of his previous
experience. Furthermore, a great part of his experience is already
filtered before it comes to him. This is the part that passes through
news services, textbooks, reports, tradition, custom, gossip, and rumor.
In the way of a full and accurate picture of the world are “the artificial
censorships, the limitations of social contact, the comparatively meager
time available in cach day for paying attention to public affairs, the
distortion arising because events have to be compressed into very short
messages, the difficulty of making a small vocabulary express a com-
plicated world, and finally the fear of facing those facts which would
seem to threaten the established routine of men’s lives.”

This is an insightful picture of the conditions under which communi-
cation tries to modify the “pictures in our heads.” We are talking now
about perception and meaning, for perception is the interpretive
process through which we pass all the stimuli that we accept from our
environment, and meaning is what comes out of this process — the
“picture in our heads.” We can also call it the end product of the
decoding or, in the terms we used earlier, the mediating response
which a stimulus arouses in us, and which in turn arouses the kind
of self-stimulus which triggers off activity that leads to an overt re-
sponse. We can’t see meaning or observe perception. Everything
we know about it has to be inferred backward from overt response and
forward from stimulus. And yet we are able to put together a sur-
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prisingly workable picture of the interpretive function. Hardly any
kind of knowledge about the communication process is more important
to the communicator.

What happens in the interpretive process?

First of all, we can say that we perceive the world in terms of its
meaning to us. We can’t tolerate meaningless expericnce. As F. C.
Bartlett said, “It is fitting to think of every human cognitive reaction
- pcrceiving, imagining, thinking, and reasoning — as an effort after
meaning.” It is characteristic of people everywhere that they want to
live in an organized world, where sense data will mean something and
new experiences can be related to something already known. When
something new, different, strange is encountered, the easiest way is to
react to it in a way that will give it a meaning which will let the
person respond to it with a learned reaction. This dispels insecurity,
makes one feel at home.

Therefore, we structure experience so as to make it meaningful to
us. We select, add, distort, relate. But the question is, what guides the
way we structure it? And the broadest answer here is that we structure
it according to our frames o

Consider, for example, how differently a garage mechanic and a
physician would perceive an automobile accident. Although both
would be receiving essentially the same physical stimuli, still those
stimuli would be producing far different interpretive responses inside
the two men. Now bring to the scene an insurance adjuster, a new
car salesman, a rcporter, and a priest, and consider how differently
they would be likely to perceive it.

Each observer would be to some cxtent selecting a part of the
experience — the doctor, the broken human bodies; the mechanic, the
broken cars; and so forth. In so doing he would distort the experience
by emphasizing parts of it unequally. He may add to the experience;
many a witness to an accident, in his excitement, has perceived some-
thing which has not happened. And he would certainly relate this
experience back to his frame of reference — what he_knows, what he
needs, what_he values. The doctor would relate it to his_medical
training, the mechanic to his mechanical cxpcnm to
his occupation of selling” new cars, the priest to his vocation of
aving souls. - —

Krech and Crutchfield give the example of an aviator who lands in
a primitive country where no airplane and no white man have ever
been seen before. How will the natives perceive this strange arrival?
They will at once relate it to such frame of reference as they have to
explain it. Perhaps the flying machine will scem to them a kind of a
bird. Perhaps the strange man will scem to them a god. They may be
unable to understand a supercharger or a dihedral, but they will still
classify and interpret this new expcrience in terms of its meaning to
them.

T e e
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Or take the example from the same authors of an American tourist
and a native Mexican at a bullfight. What will each perceive? The
American (say K and C) “is likely to perceive and stress the pain to
the animal, the messiness of the scene, and the flies. The Mexican fan,
on the other hand, might perceive and stress the skill of the per-
former, his daring or fearlessness, the fine technical points involved,
and even the fine spirit of the bull in putting up such a good fight.”

A slightly different way to describe what is happening in these
examples is to say that we tend to structure experience functionally —
so that it works for us. There is a great deal of research evidence to
back this up. McClelland and Atkinson used three groups of sailors,
one group of whom had been fed only an hour before, another had
gone four hours without food, and a third had gone 16 hours hungry.
They were told that the experiment was to find out what objects they
could see in poor light. In a darkened room they faced a screen on
which an operator projected exactly nothing, although he went
through the motions of operating a projector. Five seconds after each
“slide” had been exposed, the experimenter gave the subjects a broad
hint, for example: “Three objects on a table. What are they?” Or,
“All the people in this are enjoying themselves. What are they doing?”’
The answers showed that the longer the respondents had been without
food, the more food-related responses they were likely to give. That is,
the “people” were likely to be enjoying themselves eating; the three
objects on the table were likely to be hamburgers. Furthermore,
hunger increased the apparent size of the food objects.

The Bruner, Goodman, Postman experiments come into this group,
as does Murray’s experiment on the different ways children perceive
the picture of a strange man, before and after playing a game of
murder. In each case, the experience is being perceived in such a way
as to work for the perceiver — to match up to hig needs, values, and
expectations. -
~—If now we ask what all this means in practical terms to the com-
municator, we can answer that it means he must give up any idea
he may have of communicating impartial and unassailable “facts.” As
Krech and Crutchfield say, “There are no impartial ‘facts.” Data do
not have a logic of their own that results in the same perceptions and
cognitions for all people. Data are perceived and interpreted in terms
of the individual perceiver's own needs, own emotions, own per-
sonality, own previously formed cognitive patterns.”

Practically speaking, then, these are some of the workings of per-
ception a communicator must expect, and, so far as possible, allow for,
as he tries to communicate his meaning:

1. The receiver will interpret the message in terms of his experience
and the ways he has learned to respond to it. The tribesmen, seeing the
airplane, interpreted it as a bird; that was the only experience within
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which the aircraft had meaning for them. A picture of a bull, seen
by a Hindu, would probably be classified in terms of a religious frame
of reference; seen by a Korean farmer, it might be organized in terms
of farm work; seen by a Spaniard, it might be put into a sporting
frame of reference; whereas to a Texan it might be seen against an
experience of cattle-raising.

Therefore, a communicator must consider how his audience’s experi-
ence will enable them to interpret and respond to the signs he com-
municates. Will his message mean anything to them, or will their
experience give it a different meaning from the one intended? Is he
“talking over their heads”? Is he making the funny or dangerous little
mistakes that a city man sometimes makes in the country or a traveler
makes in another country? Is he “putting his meaning over”? Is he
“striking responsive chords”? These old phrases take on a new im-
portance when we see how important it is for a communicator to take
into account his audience’siframe of referencey

In this connection, we should mention language skills, because we
can perceive word signs only in terms of the language responses we
know. Language also relates back to experience, and people who have
different experiences have to some extent different languages. Con-
sider, for example, the different languages of labor_and_management,
of Communists and -non-Communists, of returning combat veterans
after World War II and the civilians they left behind them.

2. The receiver will interpret the message in such a way as to resist
any change in strong personality structures. Studies of pre-election
propaganda indicate that strong Democrats tend to ignore Republican
campaign propaganda, and vice versa. Presented a story containing
both viewpoints, or news favorable to both sides, each reader tends to
remember the points favorable to his side.

The dramatic result of the “Mr. Biggott” studies (Cooper and
Jahoda) was that the very cartoons designed to ridicule prejudice were
distorted so as to reinforce prejudice. For example, the cartoon show-
ing the hospitalized Mr. Biggott demanding “only sixth generation
American blood” for his transfusion was seen by prejudiced persons
as a socially inferior person striving for social status. Allport and
Lepkin give an example out of rumor studies: people who opposed
rationing _during _World_War II were more prone than others to
believe and repeat rumors alleging extravagant use_of gasoline by high
officials, rumors of ‘extravagant use of butter at army bases, etc. In
other words, these rumors were given a more or less favorable recep-
tion according to how they agreed or disagreed with the strong struc-
tures of values, needs, goals, role-concepts the recipients were trying to
defend.

* 3. The receiver will tend to group characteristics in experience so as
to make whole patterns. A picture of a hat protruding over a fence
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tends to be perceived as a person wearing a hat4nd standing bechind a
fence. Lines, dots, masses on a paper tend # group themselves into
familiar geometrical or pictorial patterns.

More important, we tend to ‘“make “meaning” by grouping the
characteristics of objects within a common class. Americans tend to
think of English as stuffy, and English to think of Americans as crude.
Americans tend to think of Orientals as “inscrutable,” and white
Americans tend to think of Negroes as musical, carefrce, able to stand
deprivation better than whites (Blake and Dennis). These rcady-made
reactions save time in evaluating new people and new social situations.
It is much easier to classify the new English resident down the block in
terms of this “picture in our heads” than to make an individual study
of him. As a matter of fact, if we meet the Englishman and he turns
out to be friendly and homespun we probably classify him as an
“exception.”

This trick of stercotyping is the basis for some most insidious propa-
ganda. The Communists can evoke an instant and ncgative reaction
by calling the name “Capitalist,” just as we can by calling the name
“Communist.” The word “socialism” has begun to assume for us a
stercotyped meaning which is quite at variance with the meaning
evoked by the same word, for example, in England. In contrast, we
tend to respond very favorably whenever we hear “the American way”
or “free enterprise” or “America First” or “freedom of opportunity.”
We have built in these ready-made reactions, and tend to use them as
a kind of tent to cover a variety of possible experience. That is why a
propagandist finds it so effective to associate something he wants to
tear down with some hated symbol (as the Nazis constantly asso-
ciated the American government with Jews) or to associate something
he wants to build up with a favorable symbol (a hero, a flag, the
fathers of the country).

The phenomenon of perceptual grouping, however, has another
1mportant significance for communicators. When people group ex-
periences that occur closely together, they very often fail to_discrim-
inate between coincidence and causal effect. In complex modern life,
people are not able to Jook very closely at cause and effect. tend
therefore to assume a causal relation whenever they observe,conti

More especially, people are willing to associate someone
perceive as “bad” with almost any “bad” event which happens in his
proximity; or someone “good” with a nearby “good” event. Zillig’s
experiment, using two groups of children, one liked, one disliked by
the audience, the disliked one trained to perform gymnastic events
perfectly whereas the liked group was trained to make mistakes —
this experiment revealed that the audience remembered almost all
the mistakes as having been made by the disliked group. This was not
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malicious or dishonest; it was merely an illustration of the way per-
ception works. That is why the Nazis were able to blame most of the
ills of the world on the Jews, and why the Communists have been
able to blame most of the ills of Asia on the western powers.

This does not mean, of course, that coincidence can be substituted
for causality with all people at all times. The more the person has
been taught to be critical, the less he is likely to be compelled by
strong needs or drives to accept a perceptual organization uncritically,
the more likely he is to look behind the label or the suggestion and try
to isolate the facts. The moral for the communicator trying to

~get his meaning across is the same we have been repeating through-
out this section: that one must know as much as possible about the
frames of reference, needs, goals, languages, and stereotypes of Hhis
receiver, if he hopes to design a message to get his meaning across.
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The four following selections all treat aspects of mean-
ing and the problems of conveying it. The Krech and
Crutchfield selection is a classic treatment from the
Gestalt point of view. The chapter by Doob relates
perception to propaganda problems, and the paper by
Allport and Postman discusses the psychology of rumor,
which is one of the best laboratories for observing per-
ceptual processes and patterns.
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Brceiving the World

TWO MAJOR DETERMINANTS OF PERCEPTION

The principles of organization are frequently grouped into two
major categories: the principles relating to the structural factors of
perception and those relating to the functional factors involved in
perception. Experimental and theoretical literature in perception
psychology is replete with discussions as to the relative importance of
these two sets of factors.

Structural Factors

By structural factors are meant those factors deriving solely from the
nature of the physical stimuli and the neural effects they evoke in the
nervous system of the individual.! Thus, for the Gestalt psychologist,
perceptual organizations are determined primarily by the physiological
events occurring in the nervous system of the individual in direct
reaction to the stimulation by the physical objects. Though not denying
the influence, under certain conditions, of motivation and mental set,
they emphasize that the sensory factors are primary in accounting for
the “look of things.”

To use a very simple and common example, the Gestalt psychologist
would point out that our perception of the dots in Fig. la is perforce
a perception of two horizontal groupings and not, say, an ungrouped
collection of dots or five vertical groups, etc. Furthermore, they would
insist that the factors which force this organization derive from the

! The term autochthonous is frequently used by the Gestalt psychologist when
referring to these factors.

A These selections are from Theory and Problems of Social Psychology, pub-
lished and copyright by McGraw-Hill (New York, 1948). They are printed
here by permission of the publisher and copyright holder. The authors are
professors of psychology at California and Swarthmore, respectively.
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spatial relationships among the physical dots themselves as faithfully
projected in the sensory region of the brain and are relatively inde-
pendent of our reasoning, needs, moods, past learning, etc. To repcat:
Those sensory factors which are independent of the perceiving indi-
vidual’s needs and personality and which force certain organizations
in his cognitive field are referred to as “structural factors of percep-
tion.” The isolation of these factors, their careful description, and the
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laws of their operation have led to the formulation of the “laws of
organization.”

Functional Factors

The functional factors of perceptual organization, on the other
hand, are those which derive primarily from the needs, moods, past
experience, and memory of the individual.?2 Thus, for example, in an
experiment performed by Bruner and Goodman (1947), two groups
of children (one a poor group from a settlement house in one of
Boston’s slum areas and the other a rich group from a “progressive
school in the Boston area, catering to the sons and daughters of pros-
perous business and professional people”) were asked to judge the
size of various coins. The differences in the perceptions of the two
groups of children were striking, with the poor group overestimating
the size of the coins considerably more than did the rich group. The
experimenters suggest that these results indicate the effect of need
upon perception, and they formulate the following two hypotheses as
possible general laws:

1. The greater social value of an object, the more will it be sus-
ceptible to organization by behavioral determinants.

*The term functional as applied to these factors was first suggested by
Muenzinger (1942). In their treatment of these same factors, Bruner and
Goodman (1947) suggest the term “behavioral determinants” which they define
as ‘. . . those active, adaptive functions of the organism which lead to the
governance and control of all higher-level functions, including perception. . . .
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2. The greater the individual need for a socially valued object, the
more marked will be the operation of behavioral determinants.

Another illustration of the operation of functional factors is found in
an experiment by Levine, Chein, and Murphy (1942). In that experi-
ment, ambiguous drawings, when presented behind a ground-glass
screen to hungry college students, were more frequently perceived as
food objects (ham sandwiches, salads, etc.) than when presented to
college students who had just finished eating. The different perceptions
of the hungry and not-hungry students could not be due to “structural”
factors, since the same pictures were presented to both groups but
could be due only to the differences in need or motivation of the
members of the two groups.

While quantitative laws of how these “functional” factors actually
operate in perception are lacking, a great deal of experimental work
is available that demonstrates their pervasive influence in perception.

ProrosiTioN I

The perceptual and cognitive field in its natural state
is organized and meaningful

This first proposition affirms that the cognitive field, except perhaps
in rare pathological conditions, is never a “blooming, buzzing con-
fusion” of discrete impressions, unrelated experiences and unitary sen-
sations. Whether we are discussing the initial sensory stimulations of
the infant or the experiences of the adult when confronted by new
and even bizarre objects and events, the individual’s cognitive fields
are organized and meaningful. A few examples may clarify the mean-
ing of this proposition.®

‘‘Simple’’ Perception

A baby is presented, for the first time in his life, with a red balloon
on a white table. Considered purely physically, the “balloon” and the
“table” can be described only as a visual field consisting of discrete
pin points of stimuli consisting of light of varying wave lengths. What
is the infant’s resulting experience from this conglomeration of
physical stimuli? Is it a mosaic of indifferently related kaleidoscopic
sensations of reds and whites merging into one another, without form
and without clearly defined boundaries, or is the child’s experience
better described as a perception of a red object having form and
solidity against a background of a white object with its own form and

*For a discussion of the distinction between organized perceptions “without
meaning” and organized perceptions “with meaning,” see Tolman’s (1933)
paper. He characterizes the first concept as that held by the “pure Gestaltist,”
the second as that held by the “sign-Gestaltist.”
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solidity? Proposition I would require that the latter situation hold.
The infant’s perceptual field would consist of at least two discrimi-
nable, meaningful structures. The meanings might be extremely simple
and might even be wrong — but there would be meaning. Thus, the
red object might have the meaning that “this object if inserted in the
mouth can be chewed and swallowed,” and the white object may mean
“this object, if pushed, will jiggle.” The important thing is that the
baby’s experiences will be organized and meaningful.

Proposition I does not assert how much of this cognitive structure is
due to the previous experiences of the baby or if the meanings are
conditioned: by hunger and activity needs. All we are concerned with
is the nature of his cognitive field when he is stimulated by the balloon
and the table.

The Strange and Bizarre

Or take another example. A savage who has never seen a white man
or any of the paraphernalia of the white man’s civilization sees an
Army airplane descend from the skies and make a three-point landing
and sees Second Lieutenant Arbuthnot come out of the plane. Obvi-
ously our savage will see the airplane and Arbuthnot as organized
objects, but will they, because he has never seen their likes before, be
completely meaningless to him? Again, the meaning he experiences
may be wrong, but there will be meaning. He may experience the
meaning of a “bird” as part of his purely visual precept of the air-
plane; he may ascribe the meaning of “God” or its equivalent to
Arbuthnot, 2nd Lt. AUS. He will not have to wait until he is given
instructions or until he has had further and extended experiences
with these strange objects before his cognitive field is organized into
a meaningful one.*

Forming an Impression of a Personality

A final example: In an experiment reported by Asch (1946) an
attempt was made to determine how people form impressions of
personality through hearing simple descriptions of the personality.®
The experimenter read to his subjects (college students) a number of
discrete characteristics which were said to belong to an unknown
person. He then instructed his subjects to write a brief description of
the impression the subject had gained of this unknown person. One

*The American school child who listened to his teacher sing various
Christmas carols in foreign tongues and when asked to join with her sang
“Atomic Bomb, Atomic Bomb” to the tune of “O Tannenbaum, O Tannen-
baum” is an amusing and at the same time a somewhat horrifying illustration
of the tendency to perceive strange sounds meaningfully. Akin to this is the
youngster’s remark, who after hearing the hymn that starts “Gladly the Cross
I'd bear,” asked “Why was the bear cross-eyed?”

This experiment of Asch’s is an interesting and valuable illustration of an
experimental attempt to apply principles of “pure” perception to social material.
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such list, for example, was: “energetic, assured, talkative, cold, ironical,
inquisitive, persuasive.” The list was read with an interval of approxi-
mately five seconds between the terms. Then the reading was repeated.
Below are reproduced two of the typical sketches obtained from the
subjects:

He is the type of person you meet all too often: sure of himself, talks too
much, always trying to bring you around to his way of thinking, and with not
much feeling for the other fellow.

He impresses people as being more capable than he really is. He is popular
and never ill at ease. Easily becomes the center of attraction at any gathering.
He is likely to be a jack-of-all-trades. Although his interests are varied, he
is not necessarily well versed in any of them. He possesses a sense of humor,
His presence stimulates enthusiasm and very often he does arrive at a position
of importance.

Note how the discrete terms of the list have been organized into a
living, meaningful, and even colorful personality. Not only have the
individual terms energetic, assured, talkative, etc., been perceived in an
organized way with an organized meaning, but the resulting organiza-
tion of the terms has permitted the subject to “perceive” character-
istics that were not even mentioned (“He possesses a sense of humor”).
Asch summarizes the results of his experiments as follows:

When a task of this kind is given, a normal adult is capable of responding
to the instruction by forming a unified impression. Though he hears a se-
quence of discrete terms, his resulting impression is not discrete. All subjects

. of whom there were over 1,000 fulfilled the task in the manner de-
scribed. . . . Starting from the bare terms, the final account is completed
and rounded.

General Comments

What is true about our experiences with objects and people is also
true about our experiences with events and ideas. Strange and new
social mores, taboos, and relationships are not seen by us as meaningless
but are immediately perceived with meaning. We cannot help doing
this. Man is an organizing animal. This accounts, in many instances,
for our misinterpretation or misunderstanding of the customs, habits,
values and institutions of foreigners and strangers. We cannot say to
ourselves, “Hold off any interpretation until you collect all the facts.”
As soon as we experience any facts, they will be perceived as organized
into some sort of meaningful whole. This is a universal characteristic
of the cognitive process and not a weakness of the impatient or
prejudiced individual. In the experiment of Asch’s referred to above,
an experimental demonstration of the immediacy of this process is
provided. In one of his experimental setups Asch read two different
lists of traits to two different groups of subjects and again asked for
personality descriptions. The two lists were identical with regard to
the traits used but differed in the order of succession. For example,
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one group heard the following list: “intelligent, industrious, impulsive,
critical, stubborn, envious.” The other group heard the same words,
but in reversed order: ‘“envious, stubborn, critical, impulsive, indus-
trious, intelligent.” The descriptions obtained from the two groups of
subjects differed markedly, leading Asch to conclude that “When the
subject hears the first term, a broad, uncrystallized but directed im-
pression is born. The next characteristic comes not as a separate item,
but is related to the established direction.

Our perception of the dots in Fig. 1a as two sets of horizontal lines
and the over-all impression we form of a man’s personality from
knowing only one or two facts about him are both instances of the
same fundamental process of cognitive organization. This principle also
helps us to understand the tenacity with which people hold on to
“disproved” scientific theories or economic and political dogmas. No
matter how much evidence one can bring to bear that a scientific
theory does not fit the known facts, scientists are reluctant to give it
up until one can give them another integration to take the place of the
old. Merely attacking a well-integrated theory cannot be very effective.
The old theory does integrate facts for people, does organize discrete
experiences. In the absence of some other way of organizing facts,
people will frequently hold on to the old, for no other reason than that.

ProposiTion 11
Perception is functionally selective

No one perceives everything that there is “out there” to be per-
ceived. Our mental apparatus is not an indifferent organizing ma-
chine ready to accord equal importance to all stimuli that impinge
upon our sense organs. The factors that determine the specific or-
ganization of our cognitive field and select out only certain stimuli to
integrate into that field are frequently at work even before we are
exposed to the physical stimuli. Typically, only certain physical stimuli
are “used” in making up the organized perception, while other
stimuli are either not used at all or are given a very minor role. This
is what is meant by saying that perception is “selective.”

Proposition II, however, also indicates that this selectivity is func-
tional. The objects that play the major role in the organized percep-
tion, the objects that are accentuated, are usually those objects which
serve some immediate purpose of the perceiving individual.® As our

® It should be clear that this does not necessarily mean that only those stimuli
which serve some function or other will be noticed or seen by the subject.
This statement affirms that the functionally significant stimuli will be given the
major role to play, although other stimuli may be noticed peripherally, as it
were. Bruner and Goodman (1947) make the further interesting suggestion that
with habitual selection, the stimuli which are thus selected for major attention
tend to become progressively more vivid and achieve greater clarity.
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first motivational proposition has indicated, our basic, most useful unit
in understanding the social behavior of the individual is the molar
unit —a unit in terms of needs, tensions, and goals. To ask the
question, then, “Why are certain objects sclected to play a major role
in most cognitive organizations?” is to ask the question, “What func-
tion does any cognitive organization serve?” The answer to this ques-
tion not only will tell us what objects will be sclected for perceptual
organization but will also indicate the meaning with which those
objects will be perceived.

Functionai Selectivity of Perception and Dynamics of Behavior

Illustrations of the effects of needs, mental sets, moods, etc., in
selecting out certain objects for a major role in perception are com-
monplace. So, too, are illustrations of the effect of these dynamic
processes on the meanings given to the resulting perceptions.

Needs. — Let us take the simple example of two men seated at a
lunch-room counter surveying the posted menu on the wall. One is
very hungry; the other, only thirsty. Both are exposed to the same
physical objects, yet the first will notice the hamburger and tomato-
and-lettuce sandwiches, while the “tea, coffee, beer, pepsi-cola” items
will be neglected or relatively so. The second man will react in the
opposite manner. Ask both men to tell you what they “saw” on the
menu, and the first will respond with a list of food items “and other
stuff”’; the second will enumerate the drink items “and other things.”
In one case the food items have been clearly and specifically perceived
and organized against a background of nondifferentiated “other stuff”;
in the second case the figure-ground relationships have been reversed.

That needs, rewards, and punishments can even determine in simple
visual perception which aspect of a visual ficld will be selected out as
the figure and which as the ground has been demonstrated by an
experiment of Schafer and Murphy (1943). In that experiment two
somewhat ambiguous figures were presented momentarily to the sub-
jects. Each figure was so designed that part of the picture could be
scen as an outline of a human face. Every time one of these faces was
presented and seen as a face, the subject was rewarded (with money) ;
every time the other figure was presented and seen as a face, the
subject was punished (some of his money being taken away). The
technique, in other words, was to build up a strong association
between certain visual patterns and rewards and between other visual
patterns and punishments. After this was done, the “rewarded” pat-
tern and the “punished” pattern were combined into one picture in
such a manner as to make it possible to perceive either face as the
figure or as the ground. A significantly higher number of the faces
that had previously been rewarded, when perceived alone, were not
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perceived as the figure in this combined picture than were faces that
had been punished. Fifty-four out of sixty-seven perceptions were
perceptions of the rewarded faces as figures.

That the meaning of what is selected for major attention in per-
ception is influenced by needs is also apparent. We have already seen
both in Levine, Chein, and Murphy’s experiment and in Bruner and
Goodman’s experiment that the immediate perception of ambiguous
objects is shaped by the hunger needs of the subjects and that the
perceived size of a coin is determined by the differential goal character
of the coins for the poor and rich children. On a more complicated
level, Sanford (1936, 1937) has shown that the need for food, in
children and in adults of college age, has a significant effect upon
word association, interpretation of “neutral” pictures (i.e., pictures
having nothing to do, directly, with eating or with food), chain asso-
ciations, completion of drawings, and completion of words where
only the first two letters of a word were given. For example, a picture
of a baby, a finger of whose hand was extended, was interpreted to
mean “He’s sticking his finger in the pie” by some of the hungry
subjects, while some of the nonhungry subjects interpreted it as “He’s
pointing to a toy.”

The successful diagnosis of individual need structures by the “pro-
jective technique” provides dramatic illustrations of the principles we
have been discussing here. For the very use of this technique depends
upon the fact that the specific perceptual and cognitive organizations
with which the individual responds to pictures and words reflect his
basic needs.

Mental Set.— Here, too, illustrations abound in everyday experi-
ences. We see hundreds of men, every day, wearing different suits of
clothing — suits that differ in cut, material, color, styling, number of
buttons, etc. But usually all we perceive is that they are wearing
clothes, and our resulting perceptual organization is not a very clear
cut and differentiated one. What is the mental picture you have, for
example, of the suit you saw your friend wear yesterday? But if we
are on the way to a store to buy a suit, our perceptions of the clothes
worn by friends and even strangers change rather remarkably. We
notice the colors of the suits; we see shapes of pockets, cuts of lapels,
presence or absence of pocket flaps which we never perceived before.
With our changed mental set different objects are selected out for
perception, and our resulting cognitive structures become much more
differentiated and detailed.

A simple experiment by Murray (1933) has indicated how the
mental set of the individual influences the meaning of what he per-
ceives. Using girls as his subjects, Murray asked them to describe the
picture of a man under two conditions — before these subjects had
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played a game of “murder” and after. In the latter instance the sub-
jects tended to sce much more maliciousness in the man’s features
than they did in the former instance.

The policeman, the social worker, the ward politician, and the
foreign visitor walking through the same slum district not only in-
terpret what they see differently but actually perceive different objects.
The mental set of the perceiver can sometimes be of absolute im-
Portance in determining selective perception.

Mood. — An ingenious experiment of Leuba and Lucas (1945) pro-
vides some striking illustrations of how the mood or temperament of
an individual operates to select out different stimuli for perceptual
organization and tends to determine the meaning of the stimuli so
selected.

The experiment involved the description of six pictures by three
subjects when in each of three different moods: happy, critical,
and anxious. Each of the three subjects was first hypnotized; the first
mood was then induced by the appropriate hypnotic suggestions; and
then the pictures were shown. After the subject had observed each
picture, he was asked to describe what he had seen. When the six
descriptions had been obtained, the subject was allowed to rest for a
while, the first mood was removed by suggestion, he was brought back
to his “normal” hypnotic state and told that he would forget having
seen the pictures and what he had said about them. Then the next
mood was induced, and the procedure repeated.

The final hypnotic suggestions for the different moods were as
follows:

Happy Moob: “Now you are feeling very happy and you are in a
cheerful and joyous mood. You feel as if everything is rosy and you are
very optimistic. You have a comfortable feeling of well-being; nothing
is worrying you. You feel perfectly at peace with everything and
everyone. You are in a very happy, cheerful, and optimistic mood.”

CrrricaL Moop: “Now you are very critical; you are quick to find
fault and to condemn unfavorably. Your judgment of others is very
harsh and severe. You see failings and faults very clearly. You are very
critical and fault finding.”

Anxious Moop: “Now you are quite anxious. You are disturbed
over some possible misfortunes. You are disquieted and concerned as
to something in the future. You are a little fearful and mildly alarmed.
You have a feeling as if you were expecting something disagreeable to
happen, yet were not sure that it would. You are quite anxious.”

Following are three descriptions that one of the subjects gave for a
picture showing “four college men on a sunny lawn, typing, listening to
radio.” In the happy mood his description read:

“Complete relaxation. Not much to do — just sit, listen and relax.
Not much at all to think about.”
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When this subject was in a critical mood he observed or paid atten-
tion to or perceived, different things. Now his description ran:

“Someone ruining a good pair of pressed pants by lying down like
that. They’re unsuccessfully trying to study.”

When in an anxious mood, still other items were perceived:

“They’re listening to a football game or world series. Probably a
tight game. One guy looks as if his side wasn’t winning.”

Notice how in the happy mood there seems to be little attention to
details. The perceptual structure seems to be fairly simple and un-
differentiated. In the critical mood a specific detail — the crease in
one man’s trousers — seems to occupy a central role in the perceptual
field, an item which had not been reported at all in the first descrip-
tion. In the final mood, anxious, the details of the facial expression
of one of the men are closely observed and interpreted, and now the
cognitive field includes something that is not even physically present —
a football or baseball game.

The different moods of the subjects had a directive effect not only
on what was observed but, even more strongly, on the meaning of
what was perceived. Thus, in analyzing some of the descriptions
obtained from the subjects, the experimenters write:

The meanings and feelings attached to the activities shown in the pictures
and the probable causes and results of those activities are usually different
from mood to mood. In a happy frame of mind the Ss see the soldier in
picture III (wounded man being carried on a litter by soldiers to aeroplane)

[

as being “well taken care of” and as being taken “back to safety” or “a
transport plane.” When in an anxious mood these same Ss say the soldier
“is in bad shape,” “may not live,” “an emergency case,” “it frightens me.”
Things are very rarely what they seem. The emotions, moods, per-
sonalities, and temperaments of people color and determinc what they
sec “out there.” The entire cognitive world of the individual who has
an overriding need for security will be organized on quite a different
basis from the individual who does not scek constant reassurances.
“Wishful thinking” and “wishful perception” have similar sources.
The man who fears a war and seeks peace will perceive political events,
people, speeches, diplomatic forays, and production figures quite
differently from the man who welcomes a war. The sclectivity of
perception is in large measure determined by the dynamics of behavior.

Functional Selectivity of Perception and Culture

What we perceive, as well as how we interpret what we perceive, is
not only a function of those processes which can be specifically defined
as motivational ones. Our immediate perceptions are also a function of
the “higher order” cognitive organizations — of belicfs, of social ideals,
of morals, of cultural frames of reference. The effect of these higher
order cognitive organizations will be examined in more detail when
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discussing Proposition III, but for purposes of completeness a simple
illustration at this point might be helpful.

Take, for example, the perceptions of an American tourist and a
native Mexican at a Mexican bull fight. The American is likely to
perceive and stress the pain to the animal, the messiness of the scene,
and the flies. The Mexican fan, on the other hand, might perceive
and stress the skill of the performer, his daring or fearlessness, the
fine technical points involved, and even the fine spirit of the bull in
putting up such a good fight.

What is selected out for perception not only is a function of our
perceiving apparatus as physiologically defined but is partly a function
of our perceiving apparatus as colored and shaped by our culture.

Functional Selectivity of Perception and Structural Factors

We must always remember, however, that in addition to the various
factors discussed above, the physical distribution and qualities of the
stimuli also help determine which stimuli, of the welter of stimuli
impinging on our sense organs, will be selected out for perception.
The familiar figure-on-background or “isolation” experiment of the
perception laboratory illustrates this factor in operation. A single red
dot, among many black dots, will “stand out” in perception. A single
Negro in a crowd of white people is much more likely to be noticed
by a neutral perceiver than if that individual were seen among many
other Negroes. The slogan most frequently repeated (and most
loudly) is also more likely to come to the attcntion of the individual
than the infrequently mentioned one.

The “structural” factors involved in the creation and presentation
of propaganda and educational material are sometimes quite important
in determining what perceptions the “victims” or “students” will
experience, as we shall see when we discuss those subjects. We must
be constantly on guard against neglecting these structural factors in
our attempt to pay proper attention to the functional factors. The
physiological functioning of the nervous system in response to the
nature of the distribution of the physical stimuli in space and time also
operates so as to make perception selective.

General Comments

The failure to understand the implications of Proposition II, that
perception is functionally selective, has led to much misguided effort
and heartbreaking disappointment on the part of teachers, parents,
rcligious missionaries, and leaders of “causes.”” Take a child on a
slumming trip to teach him the facts of social life, and show him how
haggard, lean, scrawny, and undernourished the children are, and
what does he “see”? He may perceive only the interesting alleys and
inviting fire escapes that these children have to play with as com-
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pared with the clean, sterile, and uninteresting playrooms he has at
his disposal. Show a documentary film of life in Russia to an insccure
and hostile American, presenting pictures of Russian factory workers
doing the same sort of things that Detroit factory workers do, Russian
farm hands going through actions similar to thosc of Iowa farm hands,
Russian traffic policemen gesticulating very much the way New York
City “cops” do. Will he perceive all these similarities? Probably not.
He will have noticed the large tractor factories which could so easily
become converted to tank factories, he will have been impressed with
the “militaristic” bearing of the policemen and with the “ruthless
scow!” on the face of the Russian general who appeared for a few
feet in the film.

On the occasion of the 1946 reprinting of Upton Sinclair’s The
Jungle, R. L. Duffus, reviewing the book in The New York Times of
Oct. 13, 1946, gives an intercsting illustration of how functional
selectivity of perception can subvert the best intentions of the social
reformer. Duffus writes:

After this book appeared, four decades ago, quite a number of Americans
temporarily stopped eating meat. . . . They just didn’t care for meat after
they had read young Mr. Sinclair’s fictionalized account of how meat was
handled in the Chicago stockyards. This was not Mr. Sinclair’s intention.
He was a socialist and an ardent friend of the underpaid and overworked. He
did not forsee that the American people, after reading of the misfortunes of
his Lithuanian hero, would clamor, not for a cooperative commonwealth,
but for a pure food law. ... Young Mr. Sinclair admired the strong
peasant stock that was pouring into this country so hopefully at the turn of
the century. He hated to see it abused, as it was. He hated the cruelty which
ground the lives out of men. He hated child labor. He hated the growling
tyranny that fired and blacklisted when men formed unions to better their
lot. He hated the cheating and the foul corruption that battened on the
innocent. So he spent some seven weeks observing how pcople lived “back
of the yards” and then wrote this book. . . . He . . . threw into it his burn-
ing indignation, lighted it with his ingenuous hopes of a world redeemed by
socialism, and got it into print . . . it became a best seller, it has been
translated into twenty-seven languages, it led to reforms in the handling
of meat.

Upton Sinclair was a socialist, and the facts he perceived demon-
strated, to him, the need for socialism. So he saw them, and so he
wrote them down. The vast majority of his readers, however, were not
socialists, but they were meat eaters, and they perceived his facts in
their own way and read therefrom their own lesson. They sclected out
for major attention, not the stories about the little Stanislovs who were
forced to work in the packing houses or the men like Jurgis who
averaged a weekly salary of $6.65, but the other stories — about the
workmen and stockyard rats who had fallen into lard vats and had
gone out to the world as “pure leaf lard.” Accordingly, his readers
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did not conclude from Sinclair’s facts that the world must be redeemed
by socialism but merely that a new pure food act was required.

There are no impartial “facts.” Data do not have a logic of their
own that results in the same perceptions and cognitions for all people.
Data are perceived and interpreted in terms of the individual per-
ceiver’s own needs, own emotions, own personality, own previously
formed cognitive patterns.

Prorosition 111

The perceptual and cognitive properties of a substructure are
determined in large measure by the properties of the
structure of which it is a part

To know that experience in its natural state is organized and
meaningful (Proposition I) and that the nature of the organization is
determined functionally (Proposition II) is not enough. Our mental
world is a structured or organized one, and it can also be seen as
broken down into hierarchies of structures. Our cognitive field does
not consist of completely independent organized structures; each of
our perceptions is not an experience that “lives a life of its own,” as
it were. Every perception is embedded in an organization of other
percepts — the whole going to make up a specific “cognitive structure.”
Each of these cognitive structures, in turn, can be broken down into
several related substructures. Thus, when we perceive a politician, our
perception of that particular politician is influenced by all our other
percepts involving politicians. But the major structure, politicians,
may have substructures: Democratic politicians, Republican politi-
cians, honest politicians, etc. What we need for an adequate under-
standing of any one perception is knowledge about the interrelation-
ships among the structures and substructures of ou<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>