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James Paxton Marshall

The purrose of this study was to select and test an
objective method of selecting communicators; and to determine
audlence attitude toward, and learning from, the selected
comiunicators.

The theoretical formulation was beased upon work of
other investigators who have studied the personallty quality
"warm-cold." ‘hese studies indicate that temperament charac-
teristics are important in the individuals perception of
another person as "warm" or "cold."

Two hypotheses were developed from the tneoretical
formulation:s (1) the audience members would perceive the
degrce of the personality queality "warm-cold" possessed by
the selected communicators and would rank them as possessing
this quedl ity via a discriminating instrument in the same
order as the instrument used to select them; (2) the audience
would eveluate the communicetor perceived as "werm" most pos-
itively, and learning by tne saudience members would correlate
positively witn this evaluation.

The Guilford-Zimrerman Temperament Survey was selected

as the objective instrument to test. This instrument was ad-
ministered to 14 advanced speech students. Four communica-
tors were seclected from this group on the basis of their scores
and profiles on the temperament traits in the cluster isoclated

for study. The comnunicators were arbitrarily designated
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"warm" when possessing high trait scores and "cold" when pos-
sessing low trait scores, and are refesrrcd to by numbers 1,
2, 3, 4, representing "warm" to "cold" respectively.

Two messages equated for lengtn, difficulty, human
interest, and lack of messaze interest were presented for
kinescope recording by eech comrnucnricator. These kinescopes
were viewed by 8 audiences, four containing 140 collezge stu-
dents, and four containing 85 students of Stockbridge Commun=-
ity High School, Stockbridge, Michi _&n. LEach audlence viewed
two communicators; each one presenting a different message.

The attitudes expressed o the subjects were evalu-
ated via a 3 scale scemantic differential. The cloze pro-
cedure was used as a meesure of learainge.

The hypotheses were not supported. The communicators
were consistently evaluated as "waerm" in 4, 2, 3, 1 order
regardless of audience, rnessa;e, or position. Communicators
4 and 2 were perceived and eveluated as possessing sizgnifi-
cantly more of a personality quality "warm" tinan comrunicators
3 and 1.

The audiences did learn from the messeges and tne com-
municators at different levels; but the differences were not
statistically significante.

When asked to designete one of two cormunicators
viewed "cold" audience members always designated that commn-
icator who received the most negative attitude rating. ‘.hen
audience attitudes were of equel intensity members were unable

to designate one communicator "cold."
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It is concluded tnat a personality quality exists
which audiences percelve and verbally describe as "warm-cold."
The term "warm" being indicative of positive attitudes and
"cold" indicative of negative attitudes.
Before conclusions concerning the temperament pro-
files of communicators pcrceived as "warm" are reacned, fur-

ther research is required.
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INTRODUCTION

The success of a televislon program 1s determined by
the favorable audience response it receives and maintains.
This response indicates thet tine communiceation process has
been satisfactorily consummated. To obtain this result, a
program must present either a communicator, or a message,
or both, with which the audlence achieves a "cormonness,"
That 1s, this progrem message must convey "a bit of inform-
ation, an ides, or an attitude"l to the audience; the audi-
ence members, in turn, accept the program message, because
they are favorsasble towards it, or because it emanates from
this particular source.

To a much greater degree than in other media, audi-
ence acceptance of a television message 1s dependent upon
its acceptance of the communicator, too. The communicator
in this medium is not only a message source, but is virtualiy
an integral part of tne message. In this respect, television
is unique among the mass media, for it alone permits simul-!

taneous-=and full--audience response to the commmunicator as’

well as to the message, at the instant of delivery.

~ lwilbur Schramm, "How Communication Works," The Pro=
cess and Effects of Mass Comrunicstions, ed. Wilbur Schramm,
(University of Illinois Press, Urbana, Illinoils, 1954), p. 3.

-1-
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However, all televislon programs do not depend upon
the communicator-message combinstion to an equal extent.

One who observes or studies the media will recognize many
gradations and combinstions of the communicator-message team.
For example, some agricultural programs are probably more
successful because of thelr messege than because of the com=
municator. Agricultural service type programs covering com-
modity and livestock markets, weather reports, etc., may be
cited as an example. These programs are aimed directly at
gudience interests. The comrunicator is often simply the
message conveyore. In such circumstances he may have little
or no effect upon its acceptance.

At the same time, many agricultursl programs are not
as clearly linked to immediate audlence interests. One way
to characterize these is to note that they are more diffi-
cult for sudiences to understand. In general, programs may
be concelved as varying in difficulty from those that require
8 minimum mental interpretative effort to receive to those
that require a maximum mental and physical'effort to recelve,
interpret, and apply. The communicator tends to become a
more important part of the comrunicetor-message team as the
difficult end of the continuum is approached with agricul-
turel programs--or any other kind.

There is a continuous demand from the television in-
dustry for producers of agricultural progrems to incrcase
the size of their sudience; that is, to obtein a "common-

ness" with more individusls. At the same time there 1s also
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a desire on tne part of producers of television progrems for
agriculture to convey messages avout subject matters that
are difficult, or not of compelling and immediate interest
to the audience. If the sudience becomes too small, the
television industry solves the problem by eliminating the
offending program. To prevent this the e;ricultural program
producers have some slternatives. One 1s to make such changes
in the messazes a3 are possible within the limits of thelr
goals. Another 1s to change the communicstor, seeking to get
those individusels whose rersonal effectiveness will "carry
the messege" desplite its difficulty or lack of imrediete in-

terest.
Statement of the Problem

Since the success of a televislion vrogram is deter-
mined, 1n part, by how the audience accepts or rejects the
communicator, it 135 desireble thet some criteria for pre-
selecting the communicator be established. One criterion is
"personality" as subjectively evaluated by the producer or
station operator. This is normally a procedure reserved for
a small sample of criticel eyese. Guite often audiences have
not agreed with the selection. This has been particularly
true when the communicator's responsibility was to reach a
minority group-~such as the agriculturel sudience.

But, what other criteria or method of establishing
them are there by which to evaluate communicators? Do suc=-
cessful comrmunicators possess particuler personelity pat-

terns that may be objectively determined? Does the sudience
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respond to Intangible aspects of personality they perceive?
The answers to these questions are not known even though
much research in television, and communication generally, has
been completed.

It 1s the purpose of this study to test an objective
means of selecting a communicator; to determine how the audi-
ence evaluates the selected communicators'! personality qual-
ities when they are viewed via television; and to determine
the effect of differences in communicators upon sudience
leserning.

The complexity of the human personslity makes it im-
perative to limit the extent of this individual evaluation.
Therefore, the scope of this study is limited to the "warm-
cold" concept of personality qualities studied by Asch,2 and
supported by additionsl empirical work.

Definition of terms:

1. Personality--Personality is the dynamic
organization within the individual of those
.psycholojicel systems that determine his
unique adjustments to his environment .

2. "Warm"--an individual who tends to be stable
in interests and moods, optimistic, composed,
cheerful, eltruistic, tolerant, respectful,
and sincere.

3. "Cold"--gn individusel who tends to be un-
stahle in interests and moods, pessimistic,

28, E. Asch, "Forming Impressions of Personality,"
Journ.al of tbnormal and Sccisasl Psycholocy, XLI (September,

S5G. . Allport, Personelity, A Psychological Inter-
pretation, (New York, Henry Holt end Compsny, 1937), p. 48,




zloomy, excltable, egotistic, intolerant,
dominant, contemptful, and insincere.

Limitatlions Imposed

This study is limited by the following direct design

fectors end methodologzicel procedures.

l, The messages were of restricted agricul-
tural topics, and were judged to have
miniral message interest.

2¢ Lecture wes selected as a method of pre-
senting the messages to eliminate any
support the communicator might receive
from other methods of presentation.

3¢ The sample from which the communicators
were selected was extremely small and in-
troduces a severe limltation upon the
StU.dyo

4. Audlences viewlng programs, evaluating the
communicaters, and demonstrating thelr

learning included only college and high
school studentse.

Justification of the Study

A research project investigating the communication
process, if prorerly designed, has intrinsic merit. Though
a ' universel process, communication has undergone relatively
little experimental study. Therefore, any results obtained
by investigating a minute facet of thls complex process may
help establish communication theory. further, even if no
clsar=cut results sre obtalned, information about design and
procedurel problems might aid other investigatorse

This study is unique in the research concerning the

communicatlon process. Many studies have been concerned
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with reactions of people to verbal cucs of pe~rsonality. Like=-
wlse, many studles of how people perceive others by pictures,
in person, and other means have been reported. However, no
study has been reported of the eblility of people to recognize
"warm-cold" personality qualities esteblished by en objective
criterion and thelr effect--or laesck of it--upon audience
learning in a television-type situation.

Every resesrch study is distinctive, because no other
one uses exactly the same subjects, methods, or procedures.
Therefore, tc replicate a study exactly is impossible, How-
ever, the exactness with which a study is described end ex-
ecuted mekes relative replication possible. Later studies
following these original procedures and produclng corres-
ponding results then cen serve to broaden the base for appli-
catlion and surport of the original studye. 7This study is
distinctive, for it opens a new srea of lnvestigation, &nd
simultaneously can surport previous studies relating to

television.
Sources and Naterials

This thesis 1s of necessity developed from several
areas of knowledge. DBackground materials were drawn from
literature relating to the mass comnunication process, psy-
chological literature of perscornality (particularly Asch's
works relating to "warm-cold" personality quslities), and
literature relating to television,

Two groups of subjects represent the source of data.
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The first includes 14 speech students from whom the communi-
cators were selected. The second contained 140 college, and
85 high school students who were divided into eizht sudiences.

A stendardized test, the Guilford-Zimmerman Tempera-

ment Survey, was selected as the instrument to differentiate

between "warm" and "cold" communicators. Asricultural re-
search &and information publications were backzround materials
for the teat messages. The communicator evaluating instru-
ment was the semantic differentisl, developed by Osgood.4

The cloze procedure, a method developed by Taylor,5 was 3e-

lected to measure learninge.
Plan of Organization

The reader willl find previous research relating to
the problem in Chapter II. Included ere studles of the per-
ception of "warm-cold" personaslity qualities, work relating
to the effect of source upon the messasce, and relevant re-
search in television.

The theoretical formulation of this study, and the
statement of the hypotheses are found in Chapter III. In

Chapter IV the design and method ere expleined. Chapter V

4Charles E. Osgood, Report on Development and fppli-
cation of the Semantic Differentisl, (Institute of Communi-
catlons Research end Department of Psychology, University of
Illinois, Urbana, Illinois, not dated), 38 pages. (mimeo=
graphed)

SWilson L. Taylor, The Cloze Procedure: How It Pre-

dicts Comprehension and Intelligence of Nilitary Personnel,

(Technical Memorandum Number 13, Urbana, Illinois: Division
of Communication, University of Illinois, 1953).
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contains the data obtained from the execution of the study
and its analysis. It is followed by the interpretation and
discussion in Chapter VI. The conclusions are located in
Chapter VII.

Complete references to all works cited are located
in the bibliography. Copies of the messages, the evaluating
instruments, and other materials pertinent to the conduct of

this study are 1n the appendices.



CHAPTER II

RELATZD R&ESEARCH

It is the purpose of this chapter to present the

knowledge contributed by others spplicable to this studye.

Perceiving Others

Arguments have flown thick and fast for many years
over what perception actuelly is, what it 1s ceused by, and
how it functions. An authority defines perception as:

The reactlion to one set of stimulus-objects
that correctly separates it from another set 1is
all we need.s That reaction is the perception.

eee summed up by saeylng that a perception
can be regarded as nothing more or less than a
discriminatory response.

Arnheim in this theory of expression suggests:

In its proper biologicsl context, perception
appears &as the means by which the organism obtains
information ebout the friendly, hostile, or other-
wise relevant environment force to which it must
react .

These reactions hsve been the object of study for

decades. Sclentist and leyman alike have investigated the

1Floyd He Allport, Theories of Perception and the
Concept of Structure, (New York, John Wiley and Sons, 1955),
Pe 53,

2Rudolf Arnheim, "The Gestalt Theory of Ixpression,"
Psychological Review, LVI (May, 1949), p. 170,

-9-
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response of ore individual to another. Darwin'sd treatise
on this topic contains many case histories of personality
reaction, snd also rhotogrg hs of persons expressing various
emotions. This book 1s representative of the method used
for many modern studies of personality perception--with the
use of pictures. This 1is quite understandable, for studies
of perception require receilving responses to a specific set
of stimuli from a number of subjects, and photographs offer
this methodologicel control.

Conflict continues among psychologists as to how
people percelve others. Kohler, an eminent Gestalt theorist,
writes:

I do not think that the language of others is our
main cue, in the sense that the content of it might be
taken as a descriptlon of thelr subjective experiences,
and we ascribe to this pomposity or modesty, friendli-
ness or coldness, without their telling us a single
word about such trailts. In a foreign country, we ap-
preciate to a great extent that others are 'provoca-
tive! or 'kind', though we may be absolutely unable to
understand thelr language. Where we do understand
thelir words, their manner of talking is often a better
cue, and we trust it more than the content of their
telks. Also a certaln kind of silence occasionsally
tells us more about others than any number of words
could reveal in tuev same direction.*

Asch, 8lso of the Gestalt school further developed
the concepts of Kohler. In contrast to the personal intan-

gible factor as expressed by Kohler, he used descriptive

3Charles Darwin, The Ixpression of the Emotions 1n
Man and Animals, (New York, D. Appleton end Company, 1873),
374 pages.

4y, Kohler, Gestslt Psychology, (New York, Liver-
wright Publishing Corporation, 1929), p. 234-235.
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words to enable evaluating subjects to perceive a hypothet-
ical personality. By this procedure the theory was subjected
to emplricel test within a relstively limlted context--defin-
itive language. An extensive series of experiments were com=-
pleted.

In the first, 90 subjects were exposed to a hypothet-
ical iIndividual wno was described as, "intelligent-skillful
--industrious--ygzm—-determined--practical--cautious."5
Thelr perception of this individual deviated significantly
from 79 other subjects who were exposed to the identical des-
cription except "warm" was replaced by "cold." &£11 the sub-
jects were asked to select from a series of 18 characteristics
those they expected the hypotneticel individuals to possess.
The distinct separation between the characteristics selected
by the two :;roups encouraged Asch to continue his Investiga-
tion. In succeeding experiments the terms "polite," "blunt,"
and otners, were substituted for "warm" and "cold." The
tendency to polarize the perceprtion of the hypothetical per-
sonalities disappeared. These results led to the conclusion,
"that a chenge in a peripheral tralt produces a wesker effect
upon the total impression than does a change in a central
trait."6

A series of 10 experiments were conducted, and the

conclusion of the earlier experiments was modified:

5Asch, op. cit., p. 262.
S1bid, p. 266.
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It can now be seen that the central character-
istics, while Imposing direction upon the total
impression were themselves_affected by the sur-
frounding characteristics.
The difference the central quality "warm-cold" pro-
duces in mentally perceived individuels 1s readlly observed
in Tables I and II. Table I resulted from "intelligent--

skillful--werm" and "intelligent--skillful--cold" descrip-

tions.B
TABLE I
CHCICs OF FITTING CHARACTLRISTICS

EXPIRIMLNT IX (Percentages)

Warm Cold Warm Cold

(N=22) (N=33) (N=22) (N=33).
l. generous 100 12 10,  humane 100 17
2. wise 95 11 1l1. good-looking 95 o7
3 happy 100 10 12. persistent 78 97
4, good-natured 100 8 13. serious 68 97
5« humorous 100 12 14. restrained 4] 97
6. sociable 100 9 15. altrulstic 91 3
7. popular 100 6 16, 1imaginative 95 9
8. reliable 100 87 17. strong 74 87
9. 1mportent 68 54 18. honest 100 81

Table II contains the results from a simple "warm"
and "cold" description of an individusl received by Asch.®

gZven though Asch worked with descriptive words, his
works suggest thet one perceives an individual personality

by associating verious characteristics in clusters, and not

as 1solated traits. This result raises questicns gbout the

71bid, p. 276. 9Tbid, p. 277.

81bid.
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TABLE IT

CHOICE O FITTIUVG CEARACT=ZRISTICS
EXPIRINENT IXa (Percentazes)

Warm Cold VWiarm Cold

(W=22) (N=33) N=22) (N=33)
l. emotional 100 12 unemotional 0 88
2. practical 40 73 theoretical 60 27
3 optimistic 95 17 pessimistic 5} 83
4. informal 95 0 formeal S 100
5. cheerful 100 18 sad o) 82
6. short 91 8 tall 9 92
7. modest 86 9 proud 14 91
8es 1maginative 95 28 unimaginative 5} 72
9+ thin 15 93 stout 85 7
10. 1intelligent 81 96 unintelligent 19 4
ll. brave 91 74 cowardly 9 26
12. pale 15 97 ruddy 85 3

validity of the concept that traits are atomistic and can be
1soleted statistically or otherwise.

The subjects were asked after each experiment to ex-
plain in writing how thev perc:ived the described individusl.
Summarizing the assumptions that appear to effect the exper-
imental subjects'! formulation of personality, Asch writes:

It 1s equally far from the observed facts to de-
scribe the process as forming a homogenous, undiffer-
entiated 'general lmpression.' The unity perceived
by the observer contains groups the parts of which are
in more intimate connection with esch other than they
are with perts of other groupings...

If we mey assume that the situation observed cor-
responds to this view, an iImportant conclusion follows
for method, namely, that we can study characteristics
of persons wi&hout ean exhaustlive knowledge of the en-
tire person.

Two particularly promising experiments conducted by

01p14, p. 28s.
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Asch were replicated by Mensch and Wishner.ll The results
affirmed the previous conclusion, nsmely, certain tralts--
particulaerly ™warm" and "cold"--tend to represent a central
quselity. Other traits were observed to vecilliate between
peripheral and central qualitles, theilr location depending
upon the context in which they were perceived. Therefore,
how one weighs the descriptive quallities presented and in-
terprets thelr interaction affects the formation of their
impression. <This team concluded:
«sethe present evidence supports the view that
the formation of an impression is a function of (per-
ceived trait) interaction which produces an organized
total 1mpression.12
Aware of the errors accumulating in these studies of
personality by verbal description, Kelly16 experimented with
student reaction to a stimulus individual. He studied the
"warm-cold" variable by means of a verbal introduction given
before the arrival of a guest lecturer. In one instance he
was introduced as "warm"--and in the other as "cold." Fol-
lowing the lecture and the lecturer's depearture, subjects
were presented a prepared list of qualities, and were asked

to indicate their impressions of the stimulus individual.

11l1van N. Mensch, &and Julius Wishner, "Forming Im-
pressions of Personality," Journal of Personality, XVI (Jan-
uary, 1947), pp. 188-1¢1.

121p14, p. 191.

13Harold H. Kelly, "The Warm-Cold Variable in First
Inpressions," Journal of Personality, XVIII (June, 1950),
Pp. 431-439.
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The results corroborated the preceding work. These student
sub jects used many of the same descriptive words to describe
thelr impressions of the stimulus individual &s had been
reported in other studles.

The same students were subsequently given an oppor=-
tunity to interact with the stimulus individual in this ex-
periment. KXelly noted the first impression given the stu-
dents, that is, "warm" or "cold" irpression, influenced their
behavior toward the stimulus individual. The students with a
favorable impression "tended to interact" with the stimulus
individual more than those wino had gained en unfavorable im-

pression.14

Credence was lent to this finding by Dailoyl5 wh

o
found that personality impressions based upon partial infor-
mation were not eflfectively reorzanized when additional in-

forr.ation was provlided about the hypotnetical individual.

That 1is, a tendency to fix oplnions occurs when premature

judgments are forced.

Asch, wno had conducted further study of the organi-
zation of perscnelity impressions, had also reached this con-
clusion. Following the completion of a lonz series of stud-
les, he concluded; the order of presenting words describing
hypothetical individuals to subjects exerts an effect upon

the characteristics described lester. Thus, this suggests

141p14, p. 439.

15¢c, A. Dailey, "Some Factors Influencing the Accur-
acy of Understanding Personality," (unpublisned, Ph.D. dis=-
sertation, Univ. of Mich., Ann Arbor, Mich., 1951), p. 134.



16
that the originel impression crested by descriptive words
tends to hsve stability.16

The knowledze accurmuleted by the scholars conducting
these investigations of personality perception show clearly
thet "warm" and "cold" sre two, of perhaps other, central
personality quelities. Uhen the subjects were faced with a
particular description they tended to react dichotomouslye
It mey be said that the reactions were virtually polarized.

It 1s concluded thst Kohler's concert of persorality
Impression has been supported by these studies. If these
conditions exist when internsl perceptions ere verbelized,

will the same thing occur when persons are perceived visually?
Perceiving The Source

Je shall now turn from the studies of perception of
individual personality to the perception of the communicator
as an information source.

Zverybody knows that in perceiving or responding
to any stimulus, besides the external fsctors, in-
ternal factors play en important part.

eee The words of & person with whom we are ac-
guainted or the pronouncements of & person who has
prestige in our eyes, are experienced against the
whole background of our relationship to that per-
SOne

A statement of this type 1s logical when we scrutinize

1635, E. Asch, Social Psychology, (New York, Prentice-
ell, 1952), p. 446.

17y, Sherif, "An Experimental Study of Stereotypes,"
Journal of Abnormal and Social Psychology, XXIX (Januasry-
March, 1935), ppe. 371=-375.
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individual 1lives and experiences. It follows, then, that
every member of a television program sudience wlll perceive
the message and the communicator differently. Further, that
prestige does not necessarily produce a positive reaction
within individuals. Thouih the audience members may per-
ceive the source in minutely differing contexts, generally
the mass media estauvlish a "commonness."

An early study of the effect created by the message
source was conducted at Columbia University with two classes
of graduate students who were specializing in sociology.
These clesses were edministered the standardized test, "So-
clal Eeliefs and Attltudes of American Educators." The ex-
perimentel class students were provided a specified list of

reference readings, including Wal ter Lippman's Public Opin-

ion, and required to complete them within the next 30 days.

At that time the standardized test was repeated; but answers

to a1l the questions were provided. Subjects were told tne
answers were from 10 leading--actually hypothetical--educators,
and the answers given represented 98 percent agreement among
these people. This time they were to mark those answers with
which they disagreed.

The results clearly demonstrated some attitudes were
easily and suddenly changed by altering the prestige element
--leading educators answering the questlions. Subjects who
read intensively were less affected by the prestige element
then tne control group. DMore positive reactions to prestige

were obtained from the liberal than the conservetive subjects.
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Attitudes related to peripheral interests--foreign notions
and so forth--were changed more than those of vested inter-
ests.18

A cormplementary study wes conducted by Sherifl? who
selected 12 passages from a single suthor snd gave these
passages to student subjects with a list of 12 suthors!
names. Repeating this procedure with three different groups
using the ssme techniques, but with new materials, he found
thet subjects matched the names of suthors &nd passsages with-
out regard for the intrinsic merit of the passege. Authors
which subjects recocnized as prestige persons were assoclated
with passages the subjects rated highest and vice versa.
These results demonstrate that, "prestige-sug:estion or
stereotype plays a considerable pasrt in people's judgment."Z)

An extensive study of prestige effects upon 99 edu-
cated but unemplcyed persons 1is reported by Lor';ge.z1 The
preliminary step in this study required the subjects to rank
a 1list of well known political figures, organizations, and
publications in the order they personally regarded them as

velid sources of information. This ranking was used as the

18¢1aude =. Arnett, Helen H. Devidson, snd Hallet N.
Lewis, "Prestige as a Factor in Attitude Change," Sociology
Social Research, XVI (September-October, 1939), pp. 495-55.

19Sherif, op. cit.
201bid, p. 374.
2lrpving Lorge, "Prestige, Suggcestion, Attitude,"

Journal of Soclal Psychology, VII (November, 1936), p. 386=
402,
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measure of source prestige. 3everal days later the subjects
were given a series of political-economic quotes to evaluate
on a five-point agree-disagree scale, and asked to select
the author of each from two given--one correct. Following a
lapse of 30 days the same series of quotes were presented,
with the correct author, end the five point agree-disagree
scale repeated.

Changes in attitude occurred smong the subjects when
the quotes and their suthors were perceived es implying
"positive prestigse, positive suggestion, (and) positive at-
titude, or by confirming resction in the subject(s)." Fur-
tnermore, ettitude changes occurred more resadily when posi-
tive aspects of regard were utilized than negative. Lorge
concludes: "Opinions were changed in tne direction of agree-
ment ."e2

Building upon the former studies Lewis®3 used polit-
ical slogans and manipulated tiiem to view the effects of
prestige. The design was similar to tnat used by Lorge.

These subjects did not cnange their original ranking of the

slogans to any extent when confronted with standards of polit-
ical conflict or agreement. Subjects simply rejected politi-
cel standards conflicting with their own regardless of source.

Liberals were found to shift their attitudes, more readily

%21p1d, p. 402.

2%H, b. Lewis, "3tudies on the Principlcs of Judg-
ment and Attitudes: The Operation of 'Prestige suggestion!,"
Journal of 3Jocial Psychology, XIV (August, 1¢41), pp. 229-256.




20
than radicals, away from the prestige sources when conflic-
ting circumstances existed.

A conflict In these studles was perceived by Asch,
who hypothesized that prestige effects, to be consistent,
must not be affected by the message content. The data ob-
tained by Lorge‘?4 in the study nearly 20 years earlier were
re-analyzed. The hypothesis was not supported. "There was
a trend not to shift one's evaluatlion of statements, which
was at leest as strong es the tendency to change evaluation."<9
How an individual perceives the intent of & message
8lso influences its effectiveness. Hovland, et al,26 report
this fact from a study of an army orientation film. 3Soldiers
were asked to complete an open-snded question following their

exposure to the film, Why %e Fight. The enswers received

concerning the intent of this film separated into three sub-
groups; manipulative, those perceiving the film as propa-
ganda; ambiguous, and informative. The effectiveness of this
film was determined by a before and after test to measure
learning. The film was least effective for those persons who
perceived it as a manipulative source. The effectiveness in-

crzased as a more positlve approach was taken to the film

24Lorge, op. clt.

253, E. Asch, "The Doctrine of 3uggestion, Prestige,
and Imitation in Social Psychology," Psychological Review,
LV (September, 1948), pp. 250-276.

26c, 1. Hovland, A. A, Lumsdaine, F. D. Sheffield,
Experiments in Mass Communications, (Princeton, New Jersey,
Princeton University Press, 1949), pp. 101-103.
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with a consistent increesse in leerning througch each sub-group
wlth the greatest effectiveness resulting in those individ-
uals who had a high school education or higher, and who per-
ceived it as an informational source.

These and other studies have culminated in the source

=7 Simulated mass

credibility study by Hovland and Weilss.
communication conditions were bullt into this experiment.

The investigators selected eight sources--four trustwcrthy
and four untrustworthy. 4 series of four articles were pre-
pared in two versions in a manner that the ssme fects could
lead to the conclusions attributed to the sources indicated.
For example, an article on television effects upon movie
theaters was credited to Fortune, the trustworthy source, and
a widely syndicated well-known movie-gcssip columnist the un-
trustwofthy source. The students were administered the ex-
perimental materials in a class situation by a "visiting
professor." C(uestlionnair.s were edminisvered imrediately
after the students completed resding the booklets containing
the experimentel materials.

The investigators conclude:

The im.ediate resction to the !'fairness' of the
presentation and the 'justifiablility' of the conclusion
drawn by the communication is significantly affected
by both the subject's initial position on the issue
and his eveluation of the trustworthlness of the
source. Identicel communicstions were regarded es

being 'Jjustified! in thelr conclusions in 71.7 percent
of the cases when presented by a high credibility

7. 1. Hovlend, and W. Weiss, "The Influence of
Source Credibility on Communication Iffectiveness," Public
Oninion Quarterly, XV (Winter, 1051), pp. 635-650.




e2
source to the subjects who initially held the same
opinion as advocated by the comrunicator, but were
considered !'justified! in only 36.7 percent of the
cases when presented by a low credibility source to
the subjects who initially held an opinion a& vari-
ance with that sdvocated by the communicator.<8

Factual information was learned and reteined equally
well, from both sources, Iim-ediately, snd over g 4=week por-
l1ode Opinions were immediately and significently changed
in the direction advocated by the trustworthy source. Low=
ever, in 30 days the subjects deccreased the extent of theilr
agreement with the trustworthy source and increcased their
agreement with the untrustworthy source until the two at-
telned equal status. This phenomena is referred to as the
"sleeper effect," and is apperently obtained because the
subject tends to remember the information gained in the
messaze, but forgets the messsge source.

The results of tnis experiment contrast with those
of the prestigze stucdies. The shifts of opinion caused by
the prestige of the source were attributed to reinforcement
of an original positive attitude. The opinion shifts
creating the "sleeper effect" are assumed to result from the
original rejection of the untrustworthy source; followed by
a subsequent forgettlin; of the source, but a retention of

the messege. The ability to remember the information is

apparently equal for the poslitive and negative sources.

2€1bid, p. 650.
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The "sleceper effect™ was also produced by Weiss<9 1in
a study of student opinions toward messazes concerning the
effects of cicarcttes. The mescases were true-false state-
ments, and the student subjects were expected to determine
their accuracy, and be able to repeat the information when
presented the messsaze in different patterns. Irmriediate and
three-week opinion changes did not produce the "sleeper ef-
fect,™ but when subjects were tested at six weeks the
"sleeper effect" was prescent.

To teat the validity of the "sleeper offect" theory,
Kelmen end Hovland®© conducted eanother experiment. High
school students were exposed to one especially prepared
recorded radio progrem presented by three communicetors.
The message theme expressed a position of leniency for ju-
venile delinquents. The positive role was represented by
an experienced authority end judge. The neutral role was
portrayed by & man supposedly selected from the program
audience, and the negative a like individual, but one who
had violsted the law seversl times and took this position
for his own interests.

Four clesses of students were exposed to the posi-

tive source asnd four to the nezative source. Two classes

29walter Welss, "A 'Slecper Effect' in Opinion
Change," Journal of Abnormal and Social Psychology, XLVIII
(April, 1953), pp. 173-180.

30y. ¢. Kelman, and C. I. Hovland, "t'Reinstatement!'
of the Communicator in Delayed Mcasurement of Opinion Change,"
Journal of Abnormal and Social Psychology, XLVIII (September,
1953), ppe 327-335.
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were exposed to the noeutral source. The positive and neza-
tive sources shifted the opinions of the students &s Hov-
land and Welss hed observed earlier. An opinion scele ad-
ministered three weeks later to half the classes found the
"sleeper effect" functioning. The remaining clesses were
expocsed to the communicator's introduction, but not the
message, before repeating the opinion scale. ‘'l'uicy did uou
suow the "sleeper effect," but malntained their original
pattern. The neutral source did not change opinions as a
result of this experiment. Learning declined aprroximately
equally for all groups.31

The foregoing studies have demonstrated the same
phenomena. That 13, people tend to shift attitudes towards
a source which they perceive positively. In eddition the
studies of Hovland, et al, of the "sleecper effect" 1illus-
trate that initial attitude is affected directly as a func-
tion of perceiving the source rositively or negatively.
Building upon the studies reviewed, and others, Tannenbaumsz
hypothesized:

The amount of attitude change toward the con-

cept in the direction of the assertion is directly

proportionsal to the degree of favorebleness of the

original attltude toward the sources... The amount
of the attitude change toward the source in a

favorable direction is directly proportionsl to the
degree of favoraebleness of the orlginal attitude

3l1pid, p. 335.

%2percy H. Tannenbsum, "Initisl Attitude Toward
Source and Concept as l'actors in Attitude Chsnse Through
Communication," Public Opinion Quarterly, XX (Sumrer, 1956),
Pe 415,




25
toward the concept when the assertion is favorable,
but 1s inversely proportional when the assertion is
unfavoreable.

Three scurce-concept combinations of esrecially rre-~
pared written material in favorable end unfavorable versions,
with two filler messazes reproduced in standard newspg er
tyre, were used to test the hypotheses on 405 undergraduate
psychology students. The attitude shifts were determined
by a semantic differential instrument. Before attitude tests
were followed five wceks later by the source-concept messages
end an immediate after test,

Tannenbaum concludes: "A major finding is that the
susceptlbility to change 1s inversely proportional to the
intensity of the initial attitude."33

The studies of "prestige" and "source credibility"
represent the same thing with different labels; namely, people
shift attitudes relative to their initial positive or nega-
tilve perceptions of communicators and communication sourcese.
It is i1nteresting to note that Hovland found factual mate-
rial was learned equally well from sources perceived nega=-
tively as well as positively. However, the instrument--four
multiple choice questions for each message--permlits questions
cencerning the sensitivity of hls measuring instrument to be
raised about this finding.

Despite Hovlandt!s findinzs it seems reasonable to hy-
pothesize that communicators who obtain a measure of "prestige"

and who are percelved as "wsrm" perscnalities will produce

331bid, p. 425
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greater learning than comrunicators perceived as "cold" per=
songlities. For here a reinforcement of positive attitudes
should occur and support the "werm" individual by meintein-
ing the attention of viewers. ©Dut, for the "cold" individual
attitudes are counteracted and thus attention probably de=-

clines as a resulte.
Television Studies

Television research expanded with the commercial de-
velopment of the industry following %orld War II. That this
would occur was inevitable for many sespects of program
methods, audiences, and effects demanded answers that the
new medium might increase 1its 1impact.

Iuring the gestation period, the new industry broad-
cast and telecast many progrems simultaneously. This pro=-
vided & cushioning device for the industry, and offered a
transition period for the public. Goldberg®4 conducted a
study of student attitudes toward these opposing facets of a

commercial simulcast. The students participating were asked
to indicete their attitude via a five-point scale. Those who
viewed the program via television reported & more favorable
ettitude than those who listened via radio.

It was readily aspparent from audience response that
some prozram types used in the new medium were more effec=-

tive than others. A study of audience attitudes toward the

54H. D. Goldberg, "Liking and Retention of A Simul-
cast," Public Opinion Quarterly, XIV (Spring, 1950), p. 142.
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lecture, discussion, and drema as programming methods was
conducted by Hard .29

The messages conveyed horticultural information. The
audiences viewing the programs returned definitely unfavor-
able attitudes for the lecture method of presenting informa-
tion. There were no discernable differences in attitudes
toward the drama or discussion programse. Brandon,36 sub=-
stituting the interview, instead of the drama, conducted a
simllar analysis of program methods. This intensive study
also reported sudience attitudes were unfavorable to the
lecture.

Jorgenson'357 analysis of newscasting methods using
8 newscaster alone, still plctures with the newscaster off
camera, and films with the newscsester narrsting, shows that
audiences are more fevorably disposed to the newscaster
alone. The films used contained some plctures of Senator
McCarthy, end this may have produced a bias in the studye.

Possibly in this instance the mcssage effect is a function

35¢. Gustav Hard, "An svaluation of Techniques for
Presentation of Horticultural Topics Through the Fedium of
Television," (unpublished Naster's thesis, Michisan State
College, mast Lansing, Michizean, 1952), 49 pages.

56 James RodgerBrandon, "The Relative Bffectiveness
of Lecture, Interview, and Discussion Methods of Presenting
Factual Information by Television," (unpubtlished Ph.D. dis-
sertation, University of Wisconsin, Madlson, Wisconsin,
1955), 225 pages.

57Erling 3. Jorgenson, "The Relative iffectiveness
of Three Mecthods of Television Newscasting," (unpublished,
PheD. dissertation, University of klsconsin, Msdison, Vis=~
consin, 1955), 191 pages.



of what 1is belng conveyed, rather than how, or by whom.

A pilot study of closed-circuit television has been
conducted at Pennsylvania State University.58 The projsct
Investigated student acceptance and teaching effectiveness
of this form of instruction. Classes 1n chemistry, psy-
chology, and marriage were instructed simulteaneously by con-
ventionel procedurss snd closed-circuit television for one
semester. Students in gll1l the classes and courses learned
information meteriel equally welle. Students in television
groups accepted this new method of instruction, but their
attitudes were '"neutral or sli-htly nogative."39

An 1ntensive study conducted at Camp Gordon, Georgls,
found that some types of materials are teuzht more effec-
tively by television than by classroom instruction. These
were materials that required "simple rote learning" cor the

learning of object relationships.40

Normally these materlels
were more adaptable to television's electronic devices--
superli'posures and close-ups. Seversal companies of basic

infantry recruits were subjects for this study. Thecse re-

crults were auaministered the Army Ares I aptitude test.

%8¢. R. Carpenter, and L., P. Greenhill, "An Inves-
tigation of Closed-Circult Television for Tzaching University
Course, (Pennsylvania State University, University Psrk, Penn-
sylvania, 19553, 102 pages.

391bid, p. 1.

407, H. Kanner, R. Pe. Runyon, and O. Desidersto,
"Television in Army Tra ning," (Iluman Resources Research
Cffice, Technicel Report, Number 14, The Ceorge Vashington
University, Jashington, D, C., 1954), pe 29.
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Dividing the recruits into high and low agptitude groups at
the median score the analysis showed that low aptitude sub-
Jects learned relstively more from television instruction
than the high aptitude subjects. The investigators suggest
thls result probably occurred because the testing instrument
discriminated less accurately among the high aptituds sub-
jects41 who epproached the maximum of the instrument initially.
In his second investigation Hard42 attempted to deter-
mine the optimum nuriber of new sclentific horticulturel terms
the sudience could assimilete In a given periocd. When these
terms were used in the resssge at the rate of one per minute
in exposure periods of 15, 19, and 24 minutes duration, no
differential effects rcsulted. Learning by the students when
expressed as a ratlio of words and time was consistent for all
STOoupSe |
These studles represent a relstively minor sample of
the accumulated data demonstratinz that leerninz occurs sas
a result of persons viewlny programs in a specific situation.
iost instituticnel empirical studies have included as a cor-

43 44 45 45 47 48
0llary the measurerment of learning. °

4l1nia, p. 23.

420, Gustov Yard, "An Adaption of a Ccurse for Tele=
vision Teaching of Horticulture," (unpublished Ph.D. disser-
tation, MNichigen State Collegze, East Lensing, kichiszan, 1954),
109 pszese

43C-oldber'rr or., cite. 44yard, op. cit.

oy &2 o y s

45Brandon, op. cit. 46Jorgenson, ODe Citbe

47R. 1. £llen, "Quartermaster Command Zducetional
Television Study," (cusrtermaster School, Fort Lee, Virginia,
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Several major studies heve demonstrated thet leerning
also occurs when the sudience views programs in the home. An
outstanding one of this type was designed by Zelson,*® who
studled the Brlitish Eroadcasting Company's series "Bon Voy-
aszees" This series was designed to convey simple messages
about Parils, France, and teach a few French words to the
viewers that would be useful on a trip to Paris. Thls unique
study obtained as subjects, persons who viewed the programs
under home conditions without knowledge that they might be
selected to participste in an analysis of the program. A
sample of approximately 100 viewers snd 125 non-viewers par-
ticilpated in the evaluating sessions. Criticsel analysis of
the data indicate aprroximaetely 11 percent of the total mes-
saeze was effectively retained by the viewing audience. How=
ever, attitudes were affected nezgatively, as many subjects
reported thelr known ilgnorance of Irench was developed by
this series, and this would tend to inhibit thelr journeying
to Paris.

50

Shimberg, experimented with the Red Cross Iome

1954, 16 pezes.

48for a comprehensive survey of the work in educa-
tional television see Hideya Kumata, An Inventory of Instruc-
tional Television Research, (Educational Television end Radio
Center, Ann Arbor, Michigan, 1956).

4%williem A. Belson, "Learning end Attitude Changes
Resulting from Viewing a Television Series, 'Bon Voyage,'"
The British Journal of Psychology, XXVI (Pert 1, 1956), ppe
31-38.,

5OBenjamin Shimberg, "affectiveness of Television in
Teaching Home Nursing," (Education Testing Service, Prince=-
ton, New Jersey, 1955), pe. 30.
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Nursing course effects when televised as compared with class-
room instruction, and found them of equal effectiveness. The
two courses were conducted concurrently in two citizs. The
television series enrolled 387 persons gnd the classroom
series 282 persons. Hcwever, when the courses were completed
only 45 percent of the telsvislion group completed, while 83
percent of the classroom group did so. Although much less
personal trouble was 1nvolved for those viewing the tele-
vision lessons than the classroom the authcr attributes the
results to this very factor. That is, 3accisl pressures
forced the classroom enrollees to completee.

Students enrolled in a psychology telecourse presentéd
by Iowa State College learned ecqually as well and made grades
comparable to those students receiving classroom instruc-
tion.®l In this instance, 54 of the 56 persons enrolled in
the course to receive college credit completed.

Many television programs present informational mate-
rials to the sudience that are more complex than the "simple
rote learning" type. An example are prograrms giving instruc-
tion in clothing construction. Probably the first extensive
analysis of the effectiveness of a clcthing program was con=

ducted in Yashington, D. C.52 A sample of 251 women were

51g. m. Husband, "Television Versus Classroom for
Lesrning General Psychology," American Psychologists, VI
(May, 1954), p. 82.

52Meredith C. Wilson, and Edward O. Moe, "Sffective=
ness of Television in Teaching Sewing Practices," (Zxtension
Service Circular, 466, United States Depsrtment of Agricul-
ture, Washington, D. C., 1951), pe 3.
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randomly selected for personal interviews from an original
group of approximately 950 who requested a bulletin on dress-
making--offered over television. The data from this 11 pro-
gram series indicates that, "the younger women, the women
with college training, those who did the most sewling, and
those who possessed the highest sewing skill, did make
slightly more use of the new knowledge acquired than other
groups."53 This suggests that though the message was effec-
tive with all groups, those persons viewing the programs who
were originally more highly trained benefited the most from
thls serles.

Williams®4 hes demonstrated that methods of success-
fully presenting a clothing program to the intended audience
do not all occur in the studio before the camera. Vith a
pre-promotion of the experimental program series she obtained
over 1,800 reqguests for additicnal information on clothinge
From these persons 435 homemakers were randomly selected to
form four experimentasl groups. Group A received no supple-
mentary alds to the programs; Group B received instructional
materlials; Group C received identical material plus personal
instruction when requested from the local Home Agent; and
Group D received ell the materials of Groups A, B, and C plus

personal program reminder cards.55 The subjects in the

53Ibid, p. 2.

54i1s1e K, Williams, "Effectiveness of Television as
a Teachingz ligdium for Clothing Instruction," (unpublished
Master's thesis, Iowa State College, Ames, Iowa, 1953), 149
pages.

551pid, p. 14
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originel sample were personally interviewed following the ten
program series. It was found that promotion and viewlng were
positively correlated. 2ighty percent of the subjects in
Group D viewed all 10 programs as contrasted with 70 percent
of Group C, 50 percent of Group B, and 45 percent of Group
A.%%  The abllity to identify clothing construction terms and
pattern parts was also positively correlated witi proﬁotion
and viewing. Thus, a supplement to instruction programs may
be found in personal program promotion via instructional ailds
and promotional materials.

The use of especially produced and telecast programs
for in-class viewing by part-time vocational agricultursal
students has been examined by King;.":’l7 The students and 1n-
structors of 10 vocational azriculture departments cooperated
in this study. Approximately one-half of the prozrams in the
36 program series--presented weekly from 3eptember to June--
were not viewed by any subject in the study. The materials
presented by the programs were obtainéble from other sources;
therefore, leasrning directly attributable to the programs was
difficult to measure. Generally the findings from these case-
studies suggest the students participating objected to the
content of the programs, the metliod of presentation, and their

use in the class-room situation.

561bid, p. 73.

57Charles Edward King, "A Case-Study of the £valuation
and Use of Special Television Prozrams as an Instructional Aid
in Vocational A~riculture," (unpublished Ph.D. dissertation,
College of iducation, Michigan State University, Bast Lansing,
Michigan, 1955), 330 pages.
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Cf course, all empirical studies of television have
not been of method and results. Amonzg the meny studies of
other aspects of television 1s one by McKune .8 This dis-
sertation, though evalusating a series of programs, clearly
describes and defines the role of edministration in solving
problems of Inter-institutlional responsibility for educa-
tlonal purposes.

An analysis c¢f 9 stations' local public service pro-
gremming between January 1, and June 30, 1953, 1s reported
by willlems .99 During the period examined those television
stations operated by corporate enterprises provided more
local public service progremming than femily owned stetions.
The problem of providing local groups with time was very com=
monly solved by having them appear on programs directed to
the rural audience .60

Many accomplishments have been credited to television,
even the egoility to sooth the mentally ill.61 A controlled

study resulted from the first observations of television's

S8l awrence E. McKune, "Some Problems in @Writing Pro-
duction, end Zvaluation of Television Programs for In-class
Viewing," (unpublished, Ph.D. dissertation, Icwa State Col~
lege, Ames, Iowa, 1953), 264 pages.

59y, W, Williams, "An Anelysis of the Sustaining
Local Public Service Programming of Selected Television Sta=-
tions," (unpublished, Ph.D. dissertation, Indiana University,
Bloomington, Indiana, 1955), 442 pages.

6OIbid 9 Do 285,

6lgaither L. Martin, "The Iffects of the “ehavior
Patterns end Activity Levels of the kentally I11," (unpub-
lished Naster's thesis, Department of Psychology, San Jose
State College, Ssn Jose, Cslifornis, 1955), 75 pa_es.
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effect upon mental patientse. Preliminary conclusions of this
study indicate that patients administered therapy via closed-
circuit television in the areas of communication, interper=-
sonal relationships, and soclalizetion demonstrate signifi-
cant improvements.62

An intensive anelysis of the effects of the 1952
political ccnventions was conducted by Lang.63 The relation-
ship between viewers! perspectives and the telecast perspec-
tives obtained from the interviews with a quota sample of
viewers from Chicago's South Side snd accurate monitoring of
the actusl events telecast resulted in these conclusions:

People certainly learned--though at different

levels=-about the mechanics of a conventione.

Interest was aroused in the viewers by the

event l1tselfese

esesour data have indicated thet viewers avoided

contrary comrunication (to their prejudice and be-
lief) when confronted with i1t; that telecasts did
extend the horizons of viewers insofar as they 'met!
some new people; but, for the most pert, prior opin-
ions of Eeople on lssues were rationalized and rein-
forced.®

An analysis of MacArthur Dey in “hicago, a widely

publicized event as viewed at the scene and via television

62Gaither L. Martin, and Charles Over, "Therapy by
Television," Audio-Visual Communication Review, IV (Spring,
1956)’ Po 130,

63Gladys E. Lang, "A Study of Politics on Video:
Content, Viewers, and Definitions of the 1952 Conventions,"
(unpublished, Ph.D. dissertation, Department of Sociology,
University of Chicego, Chicago, Illinois, 1954), 346 pages.

641vid, p. 308,
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is reported.65 Thirty-one persons were used to collect data
for the studye. These persons acted as observers at the scene
and monitors of the telecast event. Pzsrsonal interviews were
conducted at the scene of the events, and each person parti-
cipating prepared a written report giving his impression of
the event. These were studied and analyzed by content anal-
ysis. The accuracy of the statement "the 'camera does not
116'"66 13 questionable when the reports are interpreted.

The monitors of television viewed the event as a tremendous
public welcome. Those who were at the scene did not observe
this phenomena. These differences between the scene inter-
pretations and monitor observations mey be explained in part
by three factors available to the medium: technological bies,
the selection of camera shots by operating personnel; struc-
ture of the event provided by the commentator; and reciprocal
effects of the medium upon the principals created by the
staezging procedures.67

There is little doubt thet the analysis of religious
programming: 1ts sudiences, its programs, and thelr composilte
effects represents the most comprehensive study of a specific

program area completed to date.68 After conducting intensive

65Kurt Lang, end Gledys E. Lang, "Unique Perspective
of Television end Its Effect: A Pilot Study," American
Sociological Review, XVII (February, 1953), pp. 3=12.

661b1d, p. 10. 671bid, p. 12.

€8g. Co Parker, D. W. Berry, and D. W. 3Smythe, The
Television-Radio Audience snd Religion, (New York, Harper
Erothers, 1955), 464 pages.
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personal interviews in & 5 percent randomly selected sample
of the homes in New Haven, Connecticut--3,559 interviews
completed--plus similar interviews with all the clergy of that
city, depth interviews with 59 families (conducted by the
principals of the study), and an analysis of the question-
naires returned by the principals of network religious pro-
grams the Investizators concluded:

that is a dynemic composite of religion, race, cul-
ture, and class. wsach member of the potential au-
dience occupies a position--often changing--in this
metrix. This position influences his attitudes to-

ward a cowrunicetion and interpretation of content
of messa_es received via televisione.

Mass communication is & part of a social matrix l

This conclusion implles the riessegge is all important
and must be prepared to fit a broasd asudience. DBut, in ref- ’
erence to the selection of potential communicators the in-
vestigators conclude:

The 'magzic!'! of radio and television 1s not the
kind of mezic that rubs off on the amateur performer,
and 1t contains ncthing to add appeal or interest to
the clergymen who cannot 1lnspire people in person or
in the pulpit.... As & genersl principle, therelore,
1f religlous agencies wish to use the media to reach
a large audience with a messa: e, they would be well
advised to select for their spokesmen those persons,
clerical or lay, with a demonstrated capacity for
capturing the interest and imag&netion cf variagated
audiences without these media,

Of course, the reader will be aware that certain ma-
jor portions of research literature have not been examined.
Among these are audience surveys of wno views, when, why,
and how, and literature relating to the prreparation of com-

merclial messsages. However, these are outside the scope of

691b1d, p. 396. 70Ibid, p. 402.
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the problem. The literature reviewed has dealt with sspects
of our problem: presentetion methods, results of program=-
ming to captive and casual audiences, television effective=-
ness in other than direct entertainment and educational

roles, and the effects of the medium and the communicatore.

Summary

Scientific investigation provides benefits to man by
the i1soletion of factse. Discovery of relationships between
or among these facts incrsases the effectiveness of a given
efforte In this review of literature an attempt has been
made to relate and epply the results of a wide variety of
studies. The studies reviewed have been 1n three areas that
are particularly pertinent to the problem.

Perceivine veople: The subjects studied in the "warm-

cold" experiments reascted in a specific and predictable pat-

tern wﬁen they heard a hypotheticeal person verbally described
as "warm" or "cold". On the besis of these verbal cues the
subjects structured descriptions of bypothetical persons dif-
ferently for "warm" then "cold" cues. These structural des-
criptions indicate that such a thing as a perceived "warm"

and "cold" personality existse. This is supported by the study
of how people react to an actual psesrson when they receive ap-
propriate vertal cues.

From these observatlions it follows that humans in

observing each other receive subliminal snd other cues which

they interpret and classify as characteristics of "warm" or
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"cold" personality. *hese qualities have irportance for the
communication process as the individual receiving the verbal
message "warm" is apparently pre-conditioned psychologically
to perceive the described person in a specific and favorable
manner.

In interpreting the "warm-cold" studies the guestion
remains unanswered whether people will react in e similar
manner to a person who deslignectes himself as a "warm" or
"cold" person, and when they do react if these reactions will

correlate with this designation.

Percelvin~ the saurce: The studlies of message source
and effect include findinzs that are divisible into primary
end secondary typese. The primary findings are those applil-
cable to 8ll communication situations, while the secondary
findings are useful, but perhaps not s universally appli-
ceble.

The primary findincs show that the attitudes of people
are not shifted only as a result of the message being valid
or meritorious, but slso beceause the receiver associates him-
self positively with the source. The effectiveness of an
untrustworthy source 1s initlally dempened when it is per-
ceived nezgatively, but in the long-run attitudes towesrd the
source become as favorable as toward the source originally
perceived positively.

The secondary findings indicate thet attitudes of
liberal politicel tendency are shifted more readily &nd esasily

than those of conservatives., The shifts in attitude that
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occur as g result of perceiving 2 source and e prestigze com-
municator positively are consistently vositive. A source
that 1s crizinally perceived nezatively should not be rein-
stated if favorable attitudes concerning the messege deliv-
ered are desired in the long=-run. Finally, the "sleeper
effect" an unexplained phenomena affects nezative attitudes
in the long-run and they return to a point of approximete
equality with the positive attitudes.

These facts interact, as Tannenbaum hes demonstrated,
and must be associated with skill to obtein the maximun re-
sults from en iIndividual or series of communicaticnse. These
are particularly importent in television where the audience
size is determined in part by the positlive perception of the

communicator,.

Television: The studles of television reviewed clear-

ly estcblish that 1t 1s en effective method of comrmunicating.
However, the efficlency of the medium 1s determined primarily
by the situation in which the audience receives the message
it conveys. For Instance, 1t has an efficiency equal to that
of the clessroom instructor when viewed by certive audiences,
but when telecasts are made to the total audience the nature
of the medium, and of the audience, lowers its efficlency.
The evidence presented indicates the medium 1s not as effil-
clent &s the classroom situation becsuse of certain sociel
reinforcement patterns that eccrue to the tenefit of class-

room instructione.

The findings show that people learn as efficlently
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from one methoc of precentation svailekle to the medium as
another, btut their sttitude towards the lecture as a method
is unfavcrable, There 1s glso an indication that certain
meterials are presented more effectively, and learned more
efficiently, by television than classroom instruction.

These types of materlal have usually been adapted to the more
complex electronic devices availeble to the medium--close-ups
and super-imposures.

As a method of communicating either to closed-circuilt
captive audiences, or the total audience, television has
produced many effects upon the receiver that have not been
adequately explained. For instancg the role of the commun=-
icator who directs his niessg: e to a special segement of the
audience but receives the acclaim of the total audience is
seen_&as one of increasing importance. Researchers who have
investigated this phenomens note thaet people who do not satis-
Tactorily meet the test of moving people in large or small
groups probably wlll not be effective comnmunicators when
using the mass medlae

VWinere tnese 1incdividuals appear on televislon the
question mey be raised concerning the audience response to
their personality qualities, particularly when they saprear

as Indivicuals without supporting elements.



CHAPTIR III
ELORITICAL FORMULATIOCON

The empirical evidence reviewed in the preceding
chapter, iIncludes three facts particularly pertinent to the
theoretical formuletion supporting this study. First, peo-
ple percelve significant differences to exist between people
who are verbally described as having a "warm" quality in
combination with other quslities and those described as pos-
sessing a "cold" quality in the same combination. Second,
the attitudes of people, who perceive & message or a message
source, tend to shift as a ratio of their initial attitude
towards the message and the present source of that messsge,
and not necessarily in the direction advocated by the com-
munication. Third, people learn materlal conveyed by tele-
vision as well as they do from face-to-face instruction.

In addition to this evidence one can observe that
some communicators in the television industry using unortho-
dox procedures have received favorable audience responsee.
Whatever thelr procedures some people are more effective
communicators than others. The problem is why this one and
not that one?

A theory i1s based on observed facts. Observed facts
lead to other theories. If the facts observed above are

-42-
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congruent, we may develop a theoretical formulation which
yields an objective method of selecting communicators.

e find the effects of a communicator are deter=-
mined by the attitude and response of hils audience. This is
particularly true of television where the message 1s con-
veyed instantaneously and must be perceived at the instant
of delivery. To maintain the audience, the message, the
comnmunicator, or both, must normally be perceived favorably.
If at least one of these conditions does not exist, there is
probably a limited and unresponsive audience. i/hen this
condition occurs, the communicator cannot complete the com-
munication process, and his efficiency and effectiveness
tends towards zero.

The efficiency of a communicator is difficult to
measure. DBut we may arbltrarily deflne part of it as the
percentage of the conveyed messajge that is perceived by the
viewing audience. The effectiveness of a communicator might
be determined by the product of efficiency and the audience
sizes A communicator may be more efficient but may not
necessarily increase the size of hls audience. If the com=-
municator 1s percelved favorably, his effectiveness increases
both as a consequence of an expanding audience and/or the
increcased impact of his message. The over-all communication
process will be enhanced if an effective communicator can be
chosen by an objective method which takes into account the
factors that make for effectiveness.

When we review the studles by Asch, it seems loglcal

to assume that people do meke distinctions among people they
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perceive "in the flesh" in the same fashion as.among those
they perceive from descriptions. FLecause this occurs, they
make dlstinctions amonz professional communicators even sas
they do among other individuals. The medium of television
permits these distinctive responses to occur more than any
other medlum because 1t conveys more cues sbout the person=-
allty of the telecast individual than other media. The
responses resulting from these perceptions, coupled with the
attitude toward the message conveyed, determine the audience
size of television.

A single fact dominates the findin s of the studies
of television. That 1s, when other things are held constant‘
people learn material conveyed by this medium as readily as
they do in classroom instruction. Thus, we must conclude
that the medium itself 1s not a barrier to the establishment
of a "commonness."

But, what about the communicator who is more effi-
cient and effective, does he lose this quality on television?
This problem has not been studled empirically. However,
among the ranks of the many communicators using television,
a few have demonstrated extraordinary effectiveness. Some
have attained this success who directed their messages ini=-
tially to a special audience segment. Other effective com=-
municators directed their original program to the mass audi-
ence. Some present their messace with minimum supporting
personnel or equipment. Yet the audience perceived these
communicator-message teams favorably end the audience sizes

increased.
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The problem of selecting comunicetors objectively
becomes one of determlning what people perceive in other
people and assuming that they perceive the same factors in
communicsetors. Is 1t a simple awe and respect for thelr
knowledse, their skill, their dress, or some other factors
yet unknown? “What hseprens when the cormunicstor's knowl-
edge of his subject 1s limited? 'vhen we select communica-
tors objectively to convey identical messagcs, with rela-
tively equel skill, have them appear in similar dress, and
use the same metnod of presentation, will the audience re-
spond to one of these unknown factors? I‘hat happens when
the variable among comrmnicatcrs is a composite of tempera-
ment traits rangin: along & continuum from "warm" to "cold?"
Viill there be a consistent difference 1In the way people per-
ceive these communicators?

A re-exsmination of the studies by isch suggests
this difference will te percelved in cormrunicators as they
vary from "warm" to "cold." A critical snalysis of the
characteristics people used to describe individusls intern-
elly purcelved as "intelligent--skillful--warm" and "intel=-
ligent--skillful--cold" is presented in Table I, page 1l2.
When combined with those characteristics describing persons
described as "warm" or "cold," presented in Table II, page
13, these descriptive characteristics separate into 4 groups,
Table III, page 46.

The first and largest group contains characteristics

of temperament. In the sscond jroup are 6 characteristics




TABLE III

CHOICZ OF FITTING CHARACT JRISTICS®
(percentases)

(gigg) Temper ament (SZé%)
100 generous 12
100 happy 10
100 good=-natured 8
100 humorous 12
100 sociable 9
100 populear 6
100 cheerful 18
100 emotionall 12

95 optimistich 17
100 humane 17
95 imaginative 9
95 imaginativeC 28
91 altruistic 3
86 modest 9
78 persistent 97
68 serious N
41 restrained 97
Character
100 relisble 87
68 important 54
100 honest 81
40 practicalb 73
81 intelligentP g6
21 brave 74
Features
95 good~-looking S7
74 stro 87
o1 short 8
15 thinP 93
15 paleb 97
Manner
95 informal 0

46

8Composite of Asch's results from experiment IX and

IXa; see Tebles I and II, pages 12 and 13.

bThese charactsristics are from Table II, page 13.

CThis cheracteristic appears in both tables.
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descriptive of character. The third group is composed of
items describing physicsl features. The single term in the
fourth group describes manner.

The first fourteen temperament characteristics in-
dicate that people perceive "warm" and "cold" persons as
polar opposites--as approaching the extremes of a continuum.

In the remaining three, a dichotomy occurs suggesting direc-
tion, but not with the clarity of the first 14 characteristics.
The second group contains two characteristics on

which people were undecided when percelving others. These

are practical and important. Where a relatively low percentage
of subjects are willing to mdce a decision. We must conclude
that these items are not clearly definitive, but that the
character of an individual described in this fashion is rela-
tively high for both the "warm" and the "cold" individual.

The third and fourth groups ere characteristics of
feature and manner. When we select a communicator objectively,
these characteristics will not be examined.

One should not be surprised to find that character-
istics of temperament and character are used by people to
describe others they perceive. When we examine the major per-

sonality varieble--adjustment, attitudes, interests, charac-

ter, temperamentl---the reason is obvious.

A person would find it very difficult to perceive the

adjustment of an individual to his environment unless he re-

1Robert L. Thorndike, and Elizabeth Hagen, Measurement
and Evedl uation in Psychology end Education, (John Wiley, New
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celved extensive cues from the indlividual in question. Like-
wise, the attitudes of an individual cennot be easily assessed.
This becomes particularly true when an individual conveys a
message that does not clearly contain attitudinal components.
The messsage &an individual conveys may represent his interest
in cattle, airplanes, or ships if we permit him to select his
own. DBut, when we present him with a message to convey he
probably will not completely reflect his interests. Thus,
unless people receive additionsl messages and information from
other sources about the individual perceived than those con-
veyed by Asch they would not describe the personality varia-
bles of adjustment, attitude, or interests.

The variables temperament and character do contain
characteristics that are generally distinct. The character
of an individusl 1s normally determined by clothing and man-
ner when other reference cues are not availaeble. In an exper-
iment 1t 1s possible to equate one of these--clothing.

The personality variable temperament we cannot elim-
inate nor control. This we must measure to the best of our
abllity and accept as the independent variable of "warm" and
"cold" personalities. The problem becomes one of securing
an instrument that will objectively determine the degree of
"warm" and "cold" possessed by the individuals in a group of
potential communicators. Thls must be accomplished by an
instrument that shows a relatlionship to the findings of Asch,
and which is also a reliable instrument.

Several standardized instruments are aveildale to
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measure the personality variables. One directly applicable

to temperament measurement is the Guilford-Zimmerman Temper-

ament Survey,z’ 5, 4, 5, 6, 7 wnich 1s esuthoritatively des-

cribed as a relisble instrument.

20scard K. Buros, "The Guilford-Zimmerman Temperament
Survey," The Fourth Mental Measurements Yearbook, (The Gryphon
Press, Highland Park, New Jersey, 1953), pp. 47-50.

SWilliam Stephenson, University of Chicago, writes of
this instrument, "The reliability with which each of the
traits is assessed 1s shown to be of the order .80; and thelr
intercorrelations are as the suthors say 'gratifyingly low.'"
He discusses the variable temperament further, "Temperament
traits, after all, are in the happy position of being such as
perhaps correspond to our behavior as observed by others--when
we are sad, we feel it, and alos others can see it in our de-
meanors. But when we save a life and are celled brave by ob-
servers, we might feel 1n fact quite frightened and horrified
and certalnly not brave-feeling. There are those who wish to
look at personality (and everything else) from the 'internal
frame of reference,! and others who look at it only from the
'external frame:' temperament tralts probably look the same
both ways, or imply the same."™ (Oscar K. Buros, Ibid, p. 49.)

4Appraising this instrument Neil Van Stunberg, Re-
search Psychologist, Personnel Section, the Adjutant General's
Office, Department of the Army, says, "The Survey gives a very
favorable impression of a well-rounded, carefully worked out
method of evaluating an important portion of the total person-
ality. It is easy to administer and to score, and if the in-
terpretation of the obtalned measures is difficult it is a
function of the complexity of personalities rather than a
function of the Survey." (Oscar K. Buros, Ibid, p. 49.)

5Writing in the same volume Laurence F. Shaffer con-
ceives the Survey, "As the outstanding omnibus instrument
based primarily on factor analysis, the Survey will have use-
fulness for screening, rapid evaluation and research." (Oscar
K. Buros, Ibid, p. 80.)

6Anne Anastasi criticizes the instrument in this man-
ner, "In many respects, the Guilford inventories--and especlally
the latest composite form--represent progress in personality
test construction. One of the chief remaining weaknesses ...
is to be found in insufficient empirical validation. The re-
liabilities of the separate factor scores on the latest inven-
tory range from .75 to .85. High reliabilities would of course
be desirable for the differentlial interpretation of individual
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The ten traits measurcd by the Survey are: emotional
stability, objectivity, sociability, personal relations, mas-
culinity, ascendance, genersal activity, restraint, friendli-
ness, and thoughtfulness. After examining the positive eand
negative qualities associated with the traits (see Appendix
A, Table I, for the positive and iegative qualities the authors
of the Survey sugg;est associate with each trait) it 1is ob-
vious that the 17 "warm-cold" charscteristics assoclate with

only a few of the traits, Table IV.

TABL:Z IV
TEIMPwRAILENT TRAITS
AND
AS3S0CIATED CHARACTERISLIICS
Emotional stebility .¢...... emotional, optimistic
Objectivity eeececececeeeeesss altruistic, modest
Sociability eeecececceceeees sociable, popular
Personal relations secececece o o ¢ o o o o o o o o
MeSCUlINIitY ecececccsccccoce o« o o o o o o o o o o
ASCONdANCE sececcssscsccccsses o o o o o o o o o o o

General activity eecececceceo o o s o o o o o o o o

Restraint eceececececsseesees persistent, serious,
restrained

Friendliness eeeceecsesesecses generous, happy, good-
natured, cheorful,
humorous

Thoughtfulness sseeseesesees humane, Imaginative

profiles." (Psychological Testing, Macmillan Compeny, liew
York, 1954, p. 537.)

7Thorndike, and Hagen, op. clit., p. 387.



51

When we study Table IV, we see that the traits emo-
tional stability, objectivity, sociability, friendliness, and
thoughtfulness, are probably associated with a person per-
celved as possessing the personality quality "warm". There-
fore, we should expect to find that communicators who have
high scores in these traits when perceived by an audience will
be rated as possessing the personality quality "warm." In
addition to these high scores the individual selected by this
objective measure and assigned "warm" may have, but not nec-
essarily so, a lower score on the trait restraint than the
individual selected as "cold." It follows, of course, that
the individual assigned "cold" will have lavw trait scores.

From these observations it seems reasonable to assume
that people percelve in others a series of characteristics,
many of which are congruent with certain temperament traits.
This group of traits 1s apparently a cluster organized in
such a way that in some individuals it tends to subdue the
remaining temperament qualities. The degree to which a per-
son 1s perceived as having more or less of these character-
istics determines his position €l ong the "warm-cold" continuum.

It seems logical, therefore, to argue that among the
many attributes possessed by the successful communicator the
personality quality "warm" is of primary importance. Theo-
retically this quality--"warm"--is both measurable and per-
ceivable. <herefore, 1f we rigidly control the elements that
normally support a communicator appearing on television, the
viewing audience will perceive the degree to which a comrmun-

icator possesses the quality "warm-cold," and respond to them
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positively (warm) or negatively (cold). It follows, that the
communicator most positively perceived on the "warm-cold" con-
tinuum will be evaluated more favorably by the audience. The
audience members will, in turn, perceive and learn more of the

message conveyed by thaet communicator.
If this theoretical formulation 1s correct and valld,
the followinz hypotheses will be substantiated:

l. The people forming the audience will perceive
the degree of the personality quality "warm-
cold" possessed by the communicators appearing
on television, and will rank the comrmunicators
in the same order on the discriminating instru-
ment as the instrument used to select them.

2. The audience will evaluate the comrmunicastor with
the "warm" personality qualities more positively,
and the learning of the audience members will
correlate positively with the audience evaluation
of the communicatorse



CHAPTER IV
DESIGN AND PROCLOURZ

In this chapter the problem design and procedure and
the procedure of collecting the cdata are described with suf-
ficient accuracy and clarity to permit replicaetion of the
study.

The overall design ccntained five major sub-sreas.
These were: (1) selecting the communicators via a stardard-
ized instrument, (2) preparing and selecting the messages,
(3) producing tr.e kinescopes, (4) pre-testing the instruments
of communicetor evaluation and sudience learning, and (5) ob-
taining the audiences. These sub-areas are descrited before
presenting the overall designe. Following the design, the
datea collecting procedures are described.

Selecting the comrmnicetors via a standardized instru-

ment: The first decision required selecting a source of po-
tentlal communicators. Of all the sources possible two were
accessible--students of ajriculture and students of speech--
each with its assets and debits. Selecting agriculture stu-
dents as a source of communicators provided a means of equating
subject natter knowledge of the message content, and assuming
the risk of sacrificing the ability to equate skill of dellv-
ery. Selecting speech students as a source of communicators

-53=
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meant equating skill of delivery end sacrificing subject matter
knowledge. The decision: obtaln students in speech classes
as the source of communicators, because the variable, skill of
delivery, would be more readily perceived and could affect
the audience reaction to a communicator more than his unfamil-
larity with the subject.

The fifst declsion was actuelly & prerequisite to the

major question: Would the Guilford-Zimmerman Temperament

Survey (the Survez) be an acceptable instrument to discriminate
"warm-cold" personality qualities? Prior to obtaining a class
of students, five criteria gulding the choice of an instru-
ment were established. First, the instrument must demon-
strate that the traits theoretically representing "warm-cold"
were present in the sub jects. Second, interdependent--the
cluster-~-traits must be observable by a statistical test--
rank correlation. Third, only those temperament quelities
with intercorrelations in excess of 80 were to form the
studied cluster. Fourth, the instrument must indicate that
communicators were present with profile scores sufficiently
separated to indicate that the limits of the "warm-cold" con-
tinuum would be approached within the limit of the discrim-
inating instrument. Fifth, to observe the discriminating
ability of the instrument, and the perceptive ability of the
audience, four communicators would be selected. Those com-
municators selected would be designated: 1, "warm" =-=- by
having the highest scores in the traits on the interacting

cluster; 2. "warm-cold" -- by the second highest scores;
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3. "cold-warm" -- by next to lowest scores; end, 4. M"cold":

- \\
-= by lowest scores in cluster. This assured the extremes of

"warm-cold" were present within the discriminating limits of

the instrument.

The professor instructing Speech 306 obtained permis-
slon of the students to give one hour of their class time to
this study. The Survey was administered to the 14 students--
of a possible 17--present et 10 a.m., May 9, 1956, in room 121
of the Auditorium. The students had not received information
concerning the nature of the study until this time. The fol-
lowing introduction was read by the investigator:

Good morning =- I wish to thank each of you for
your permission to use this hour of your time. Later,
you may be requested to give a few more minutes to this
study. I am presently interested in determining the
tempe rament profiles of the student who continues
courses in public speaking until he attains the level
of ability wiich you have achieved.

So that a record is available for you, in case
you are 1individually interested in your profile,
please obtain your number upon completion of the test
from Dre ee¢eee You may take this number with your
class number to the Counsellng Center and ask for
Mrse eeeee Who will give you the information concern-
ing your profile.

Please give a definite answer to each question 1in
the test booklet you will receilve, and do not mark any
with a question mark. Please give the answer as it
applies to you personally--truthfully.

I am not interested in you as individuals, but just
as profiles on a chart. Thank you.

The Survey meteriels were immediately distributed. No

further instructlons were necessary ass these appeared on the
front of each Survey booklet. Every student completed the 300

question Survey within the 50 minute class period.
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The Survey answer sheets were scored immediately, by

the writer, at the Counseling Center. The profile scores of

all the subjects are located in Appendix A, Table II. Arter
careful scrutiny the data were subjected to the statistical

test of rank correlation. A cluster of traits was present in

the individuals tested and appeared in the daeta, Tsble V.

TABLE V

RANK-CORRELATION OF T_NMPFERANENT TRAITS _XPRISSED BY
SAMPLZ OF COLI'UNICATORS®

E 0 S P M A G R F T
E x «84 «30 47 51 61 «10 35 «93 -e23
0 x «55 «59 ¢S5  «67 33 61 .83 ve26
S b 4 «50 .06 «50 «66 .05 11 -e53
P x .68 34  L16 31 «51 -e63
M x «40 =,25 «69 42 02
A x «40 53 .60 =-.05
G X .02 .15 -.16
R b4 «48 «16
F X -.46
T x

8The traits are referred to by letter in all succeed-
ing tables for brevitye. The key:

E - emotional stability A - ascendance

0 - objectivity G - general activity
S - sociablility R = restraint

P - personal relations F -« friendliness

M - masculinity T = thoughtfulness

In Table V, one can see that the interacting tralts
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were emotional stability, objectivity, end friendliness. To
answer the question concerning their appearsnce ss a cluster
1t was necessary to return to the theoretical formulation and
the established criteria.

In the theoretical formulation, five traits--emotionsal
stability, objectivity, sociability, friendliness, and thought-
fulness-~-were expected to interact to a relatively high degree.
One-~-restralnt--waes expected to interect but the direction of
the profile would reverse. The criteria established that the
traits must be demonstreted as present, have intercorrelations
in excess of .80 for acceptance, and indicate a wide renge of
communicator temperaments available.

A primary question raised wss whether & sufficient
nurber of tralts were intercorrelating at .80 to represent an
acceptable cluster? The trailt thoughtfulness would probably
never correlate positively at the prescribed level with the
other five traits. The traits restraint and sociebility re-
mairned for consideration. The former had been perceived by
people as relatively high in both "warm" and "cold" person-
alitlies; but this wes not true for our sample of communica-
tors. The possibility of selecting communicators with a wide
range of scores on restraint was good. 3oclabllity scores
were reletively high and a distinction did not occur to any
extent among the subjects. However, the tralt personal rela-
tions--one not considered in the theoretical formulation--did
have a wide range of scores available which separated well,

and 1n the correct pattern.
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The decislion: Accept the Gullford-Zimmermen Temper-

ament Survey as the discriminsting instrument, and choose the

communi cators from the initial sample. The theoreticsal pat-
tern was modified by this decision. Only the traits, emo-
tional stability, objectivity, and friendliness would actually
represent the "warm-cold" cluster. If the hypotheses were
substantiated, the tralts, personal relations, restraint, and
thoughtfulness would be accepted as associated with the "warm-
cold" cluster, because they fulfilled the fourth criterion.
One should note that thoughtful scores reverse the normal and
expected pattern for the communicators selected. That 1is,

the "warm" individual is low and the "cold" individusl is high
in this tralt. The profile scores of the cluster and associ-
ated traits of the four communicators selected, and used,

from the class of speech students a:pear in Taple VI

TABLEE VI

TwPERAMENT PROFILZS OF ™iARM-COLD" TRAITS OF
SELECT:D COMMUNICATORS®

Traits Communicator
1l 2 3 4
Emotional stability 7 6 5 3
OCbjectivity 8 8 5 2
Friendliness 8 7 4 2
Personal Relations 9 8 6 )
Thoughtfulness 4 3 8 6

8For complete profiles of these and all other commun-
icators in sample, see Appendix A, Table II.
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The communicators are always referred to by number in the
remainder of this report. They may be perceived as: 1.
"warm" with the highest profile scores in the cluster of
traits; 2. as intermediate, but more "warm" than "cold;"
3. a3 intermediate, but less "warm" than"cold;" and, 4.
"cold" with the lowest profile scores in the cluster of
traits.

Preparing end selecting the messages: The messages

wore & critical variable. To control these thelr content--
agricultural informaetion--their difriculty, and their inter-
est were standardized,

To control a major variable, interest, five messages
were prepared from which two were selected for use in the
communication. The first message prepared concerned the
cost of raising children, and was based on &an article from

the Journsl of Famm Economics.l The second, third, and

fourth were on the subjects of dairy feed costs,2 hog prices,5

1James D. Tarver, "Costs of Rearing and Educating
Farm Children," Journal of Fsrm Zconomics, XXXVIII (February,
1956) pp. 144-153.

2¢. R. Hoglund, E. J. Benne, L. V. Nelson, and 6. F.
Huffman, "Forage Guality and Protein Feeding of Dairy Cows,"
Michigan State University Guarterly Bulletin, XXVI (March,
1956) ppe 413-430.

SHarold Riley, What Is The Most Profitable Weight To
Market Hogs? (Extension Bulletin 321, Michigan State College
Cooperative Extension Service, East Lansing, Michigan, 1953,
1l pages.
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and the elm bark beetle? respectively, and were prepared from
literature published by Michigan State University. In the
fifth, eggs were the subject and the materials were obtained
from the office of Marketing Information for Consurmers «°

To control the difficulty and humen interest the mes-
sages were equated by the Flesch® formula, A comparison of
thelr Flesch scores is presented in Table VII, page 61,

One major variable remained uncontrolled--message in-
terest. To solve this the messages were reproduced and 15
packets containing the 5 messages were assembled with 5 copiles
of the interest evaluating scesle, which consisted of five,
five-polint interest sceles, ranging from "very interesting" to
"no interest." Return envelopes were attached to the packets.
The 15 completed packets were distributed to selected groups,
where they were randomly circuleated. The selected groups in-
cluded speech instructors, journallism instructors, agricul=-
tural economists, informaetion specialists, and consumer 1n-

formation personnel. In all, 25 replies were received from

the messegge interest survey.

4F. Ce Strong, R. L. Jenes, and W. F. Morofsky, Dutch
Blm Disease Control, (Zxtension Folder F-195, Michigan State
College, Cooperative IZxtension Service, rfast Lansing, Michi-
gan, 1955).

5L. B. Darrah, end i. M. Moore, Egg NMerchandisling
Studies in Supermarkets, V. Transparent ngy Cartons, (Cornell
University, College of agriculture, Agriculture sSxtension
Leaflet 1012, April, 1956), 9 pages. (A progress report.)

6Rudolf Flesch, The Art of Readable Writing, (New York,
Harper and Brothers, 1949), 237 pages.
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TABLE VII

M3SSAGE DIFFICULTY AND INTEREST SCORES
e — ]

Message number 1 2 3 4 5
Number of words 521 518 514 501 505
Number of sentences 30 32 30 29 30

Average sentence length 16.5 16.2 17.1 17.2 16.8

Number of syllables 713 702 685 693 701
Average number of syl-

lables per 100 words 137 135 133 139 136
Flesch reading ease

score 75 78 80 78 76
Number of personal words 31 33 36 25 33
Number of personal

sentences 9 13 14 10 10
Percent of personal words 6.0 6.6 7 5 65

Percent of personal
sentences 30 40 47 34 33

Flesch human interest
score 31 37 40 30 34

The replies were tabulated and messa;es selected for
use by welighing the 1nterest evaluating scale from 42 for
"very lnteresting" to -2 for "no interest." The interest
scores were: +22 for message 1l; =22 for message 2; -17 for
message 3; 4+l for message 4; =12 for messsgge 5. The complete
results of the interest evaluating scale 1s located in Appen=-
dix B, Table I.

The decision: Use the "dairy" and "hog" messsages,
numbers 2 and 3 respectively, in the study as they were desig-

nated least intercsting. This cholce was made to eliminate any
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'support the communicators might receive from a message that

was interesting. (lessages 1, 4 and 5 are located in Appen-
dix B, messages 2 and 3 are located in Appendix D.)

Producing the kinescopes: Two weeks before the pro-

grams were kinescoped the four communicators who were selected
were requested to participate in presenting the programs by
their professor. Zach accepted. Unfortunately, the individ-
ual selected for the number 1 position joined the Marine
Corps before the kinescopes could be made, therefore, & sub-
stitution was necessary. After examining the remaining pro-
files, a second communicator was chosen who accepted, and he
was designated number 1, (see Appendix A, Table II for com-
parative profile scores). Fortunately, a satisfactory spread
remained between the originally selected comﬁunicatdrs number
2 and number 4, Table VI, page 58.
The first time the writer and the selected communi-

cators met personally was June 8, 1956, at 1:30 p.me 1iIn

Studio A of WKAR-TV. This was the day the kinescopes were
made, and the temperature hovered in the 90's outside. 1In

the studlo it was somewhat hotter. For this reason, the com-
municators were permitted to make the klnescopes while wearing

short sleeved shirts without ties. Before a:pesring on cam=-
era--not one had done so before--each received coples of the
messages snd was permitted to read and/or recite them privately
in a room provided for that purpose. To assist in presenting
the messages on camera, prompt cards with 2 Inch high letters

were prepared. Wwhen these were neld besice the camera by
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studio assistants, the communicators could see the message and
were forced to look directly at the camera.

A gray cycloramic curtain provided background for the
communicators. The only other objects in the camera view, ex-
cept the communicator, were a desk, a chair, snd a lectern
placecd 4 feet to the right of the desk. The only instructions
given the communicators were: (1) they could move around the
studio at will, snd (2) they could sit on the desk top but not

in the chalr. The dirsctor gave all instructions and had
complete charge of the studio.

After processing the kinescopes were reviewed by an
expert committee who judged them satisfactory to use in the
studye.

Pre-testing the audlence learning and the communicator

evaluation instruments: The hypotheses required the develop-

ment of two instruments: (1) to measure the audience learn-
ing, and (2) an instrument to permit audience evaluation of
the communicator. In the first two problems required solu-
tion: (1) to select an instrument with sufficient sensitivity
to measure the learning from the relatively short message with
velidity, and (2) to select an instrument sufficiently short
to permit the audience to complete four tests in one hour.

The cloze procedure, originally conceived as a readability
formula, end later demonstrated as an effective test of learn-
ing, promised to fulfill these requirements. Thils was selec-
ted as the first instrument to develop. The first step in

cloze procedure:
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eeeis to 'mutilate' all samples. <his is done by
choosing a mechanical system of deleting the same
number of words from each; words are either ‘'counted
out'--every fifth one, for example, might be deleted
--or they are selected by use of a table € random
numbers.

The mutilated passages are then mimeographed, or
otherwise reproduced with all missing words replaced
by standardized blanks. Subjects are asked to 'cloze
up the gaps' in the passages by guessing the 1identi-
ties of the missing words and writing their guesses
in the corresponding blanks.

Each time a subject correctly guesses a missing
word, he scores one point; his 'cloze score! for any
particular passage 1is simply the total number of
missing words that he guesses correctly.”

A series of four instruments were developed using the
entire messsage as the testing instrument. &n original stan-
dard of removing one-filfth the message by both mechanical or
random deletion presented two problems when tested: (1)
time, each required 20 to 30 minutes to complete, end (2)
information, it appeared that in these particular messsgges
that too few meaningful words were removed. &fter lengthy
discussion an instrument was constructed in an effort to
overcome these problems, but yet use the cloze technique.
This procedure removed every fifth five letter word mechani-
cally from the messaze. In pre-testing, the difficulty of
this latter instrument was higher than the preceding ones but
it proved as efficient as the former instruments, and people
could complete the 40 blanks when tested in an acceptablse

length of time=--10 minutes. Five more words were stricken

from the dairy than the hog message.

Twilson L. Taylor, "Recent Developments in the Use of
1Cloze Procedurd," Journalism Quarterlz, XXXIII (wWinter, 1956)
Pe 436
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An Instrument developed by Osgood8 was selected to ob-
tain an sudience evaluation of the communicator. It 1is simple
to use, and has reliabilities in the .80-.85 range. A subject
1s required to indicate his reaction to a concept by placing
ean X on a line. In this instance, the problem was determining
the subject's reaction to the concept of tne hog and dairy
speeker even though they were different individuals in the
study.

The instrument g peared to a subject like thais:

Speaker

pleasant : x H : : : : unpleasant

The word dalry, or hog, preceded spesker, and referred
to the comrmunicator--the concept--presenting the message on
these sub jects. Thus, the term hog specaker or dairy speaker
was the concept. The term "pleesant-unpleesant" and others
were selected from those 1solated by Osgood,9 as belng assocla-
ted wlth the three dimensions of a concept. By placing an X
along the scale the subject iIrndicated his attitude toward the
concepte.

The meaning of a concept is regarded as 1ts location
in a multidimensional space, and attitude toward that concept
1s its projection on one of the dimensions of meaning--the
evaluative.lo

To obtain an indication of whether or not the strength

or activity dimension were operating if the evaluative dimension

8Osgood, op. clt, 9Tvid.

lOTannenbaum, OPe Cite, po 416,
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of the concept did not operate two scales were included in the
instrument for each of these dimensions. The evaluative di-
mension represented the basic instrument and contained three
scales.

The terms selected for the evaluative dimension were
"pleasant-unpleassnt," "good-bad," and "friendly-unfriendly."
The term "warm-cold" was not used as it was the purpose of
the three evaluative scales to indicate the subjects reaction
to the "warm-cold" personality qualities of the communicator;
eand to introduce this term as a scale did not seem appropriate
as one of the principle efforts was to determine the effect
of the "warm-cold" personality when pre-conditioning terms
were not used.

The purpose of the semantic differential was to vali-

date the Guilford-Zimrerman Temperament Survey. If the sub-

Jects evaluated the speakers in the same pattern as the Survey
a reasonable amount of certainty would exist that 1t--the

Survey--did distinguish "warm-cold" personality qualities.ll
There was included following the semantic differential a ques-
tion: ™Which speaker do you think is a cold impersonal indi=-
vidual?" The purpose of this question was to provide a check

on the face validalty of the evaluative scale as a measure of

"warmth." If the attitudes expressed on the evaluative

11If the subjects evaluate the comrunicators the same
as the Survey it 1s significant at the .05 level of confidence
by rank oorrelation. (Sidney Seigel, Nonparametric Statistics
for the Behavioral Sciences, McGraw-Hill, New York, 1956, p.
284.)
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instrument were supported by the answers to this question they
probably both measured in the same area.

The combined cloze and semantic differential tests
were flnally pre-tested by a class of speech students who
viewed the kilnescopes August 20, 1956. The procedure used and
results obtained were satisfactory, and the instruments were
accepted. Coples of the test instruments are located 1n Appen-
dix C,.

Obtaining the audiences: The criterion establishing

the audience size was the problem of statistical analysis.
Thus, the first sudience to view the program required at least
30 persons, or a total of 120, Several efforts to obtain rural
people for audiences were made without success. 4Arrangements
were made with the Lansing Volunteers of America, Incorpor-
ated, to present the programs to elderly persons--65 years
and over--that assembled monthly under the auspices of tnis
organization. On the nights of September 18 and 19, 1956
those persons present were divided into audiences to view the
program sequences. These subjects were unable to complete
enough of the test 1lnstruments to use 1n the studye.

Finally, two sources of student subjects were obtained.
The Speech Department of the University furnished 145 students
who donsted 1 hour of thelr time to view a program sequence.
To obtaln this number, seversl of the programs were repeated.
In addition the authorlities of the Stockbridge Comrunity
School, Stockbridge, Michigan, granted permission for 85 stu-
dents~-three vocational agriculture classes, and one soci-

ology class--to view the programs.
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Design

The independent variable of this study was the tem-
perament quality "warm-cold." To isolate this qudlity the
design required controlling the method of selecting the com-
municators, the message subject, the message difficulty and
interest le vel, the method of presentation, securing satis-
factory instruments to discriminate smong the communicators,
and finally, the pattern in which the audience would view the
programs and evaluate the communicators.

The progrems were presented in & relatively simple
pattern. This was possible because order effect of message
and learning, or evaluation of the communicator, were not
belng studled. It was impractical to investigate order ef-
fect as the requlired tests permitted a single sudience to
view but two speakers at one sitting, and a second evaluating
session with the same students could not be arranged. To
prevent an inflation of the N 1n calculation and produce blas=-
ing effects thereby the data were analyzed by separate speeches.
The types of audiences, high school and college, are analyzed
as a composite audience and as individual sudiences. The pre-
sentation pattern used is given in Table VIII, page 69.

The pattern for collecting data used here was appro-
priate because the state of knowledge concerning the problem
did not Justify a more complete statistical design. It was
felt that preliminary investigation might demonstrate the
need for a more complex design on the basis of the present

design.
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TABLE VIII

COMMUNICATOR, PROGRAM PRZSENTATION SEQUENCEa

Me : Communicator
ssages 1 o 3 4
Hog Aa Bb Cc Dd
Deliry Dd Aa Bb Cc

a‘College audiences are referred to by upper case let-
ters and high school audiences by lower case. This method of
identification 1s used throughout the remainder of this report.

Procedures

Each audlence received the same directions and mate-
rials in the standard procedure used to collect the data. The
principal varlation from this procedure was the distance the
projectionist was required to set the 16 millimeter movie pro-
jector from the screen on which the kinescopes were viewed by
the eudlence. This distance varied from 30 feet for the col-
lege audience to 16 feet for the high school audience. The
difference was a result of space limitations in which to place
the equipment in the high school classroom.

The problem of obtainling approximately 30 persons for
each condition was solved by accumulating subjects in small
groups, viewing the same sequence of communicators, until 30
or more persons viewed that particular sequence. To obtain
the required number of college students in each audience, 14
viewlng and evaluating sessions were held in rocm 49 of the
Auditorium between October 10, and November 15, 1956. These

groups varied in size from 1 to 38 persons, but generally
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about a dozen male and female subjects were present.
The writer conducted each session. After the group
of subjects were seated and the class hour started the sub=-
jects were introduced first to the writer, then to the study

procedure:

We wish to thank you for giving this hour of your
time. Shortly you will be shown two kinescopes of tele-
vision programs. We are interested in your ability to
retain iInformation from the messages the speakers who
appear in the program present.

To obtaln this information we ask that you complete
four forms (held up in a fan shape).

Please note the colors are different--green, yellow,
pink and white. You will receive the green form first,
(held up) and have 11 minutes to complete this one. (A
little extra time was permitted for the first test to
permit the subject to familiarize himself with the in-
structions and method of cloze procedure.) Please fol=-
low the instructions which appear on the front sheet.
After you have completed the green form the first kine-
scope will be shown. Then you will receive the yellow
form (held up). For this one, only 10 minutes will be
allowed for completion.

Next you will receive the pink form (held up) which
follows the same procedure, but contains a different mes-
sage. To complete this you will have 10 minutes. <The
second kinescope will then be shown. The last thing we
ask of you 1s to complete the white form (held up).

Please work rapidly as you fill in the blanks con-
tained in the various forms. Thcse are copies of the
messazes you will hear presented via the kinescopes.

We expect to complete the entire session within 55
minutes.

I should like to call your attention, especially,
to the instructions preceding the last page of the yel-
low and white form. (Open one &and show, then turn the
page to the semantic differential.) You are requested
to place an X along each of the 7 scales you see here
to indicate your attitude toward tne speaker.

The green form containing the cloze test of the hog

message was distributed immediately. Normally an individual
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asked a questlon concerning the procedure and these were an-
swered individually. by rigidly‘controlling the time limita-
tions, the sessions were completed within 53-58 mlnutes, de-

pending upon the size of the group present.
Summary

In this chapter the sub-areas, the design, the pro-
cedure of the problem are described. The sub-areas included
the selection of the communicators, preparing the messages,
meking the kinescopes, pre-testing the evaluating instruments,
and obtalning the audiences.

The study was designed to select by objective means}
communicators who theoretically possessed the "wam'" and
"cold" personality qualities. Likewise, the control procedures
were designed to evaluate these qualities in the communicators.
Throughout the design and data-collecting procedures the at-
tempt was made to eliminate from the study pertinent extran-
eous factors. The communicators were not introduced, and the
subjects di1d not receive a preconditioning message. Potential
prestige factors involving clothing were held at a minimum
level by having the comrunicators appear in similar dress.

The messages were controlled for difficulty and interest. The
individual subject paerticipating in the study was, therefore,
able to respond within the limits of the control to the indi-
vidual communicator, as he personsally perceived him as a "warm"
or "cold" individual. However, this act occurred without any

knowledge on his part.



CHAPT=ZR V
RESULTS AND ANALYSIS

The 225 subjects participating in the study were di-
vided into eight audiences--four college and four high school,
The college audiences are referred to as A, B, C, and D and
contained 38, 34, 37, and 31 subjects respectively; high
school audiences are referred to as a, b, ¢, and d and contained
22, 19, 28 and 16 subjects respectively. High school audiehce
¢ was a soclology class of girls. .ach of the other high
school classes were boys in Vocational Agriculture. College
audlences represent a heterogeneous group.

Compilation of data did not besin until all the audi-
ences viewed the programs. The first step consisted of assem-
bling and transferring raw data, with the aid of a coding
system, from the original forms to a set of master sheets.
This made subsequent work simpler.

It 1s the purpose of this chapter to present the re-
sults of the arithmeticel and statistical computations. The
attitudes expressed by the audiences are presented first, fol-
lowed by sudience learning, and then the correlations between
attitude scores and learning scores. sfach area gives flrst
the results from the composite audience, that 1s Aa, then the
audiences are subdivided into individual audiences, that 1s

-2
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A and a, for complete analysis.

Expressed Attitudes

The three evaluative semantic differential scales are
composited to obtain an individual attitude score. The scele
for the evaluative dimension ranges from 3 (positive attitudse)
to 21 (negative attitude), and similarly from 2 to 14 for the
strength and activity dimensions.

The aidience attitudes expressed toward four comnun=-
icators varied from a score of 6.77 to 12.57, for communicators
4 and 1 respectively, when viewed in that order in the same

sequence, Table IX.

TAZLE IX

MoAN ATTITUDE SCORu OF AUDILNCIES

Attitude Communicator
Scale 1 2 3 4

Evaluative

Hog message 11.06 8.66 10.60 6.85

Dairy message 12.57 10.37 11.35 6.77
Strength

Hog message 7.04 6.69 7641 7632

Dal ry messsge 6.59 8.77 5.86 7 .86
Activity

Hog message 732 730 7.97 7e¢13

Deiry message 7el7 7.98 7632 7430

This table shows the attitudes expressed by the audi-

ences consistently ranked the communicators as having "warm"

personality qualities in 4, 2, 3, 1 order. This renking occurs

without regard for audience or message. It also shows that
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every communicetor, with the exception of comrunicator 4 who
is for all practical purposes equally evaluated, received a
higher--or more "cold"--rating when presenting the dalry mes=-
seges This suggests that more favorable sasttitudes sare ex-
pressed toward commmunicators, or individuals, when imrediate
comparison 1s not possible.

Table IX also shows that only the evaluative dimen=-
sion of the semantic differential provzd a consistent instru-
ment for audience evaluation of the communicators. The strength
scale fluctuates from one ressage to aiother indicating that
position mey have bzen a factor in evaluating the strength of
a communicetor. Activity scores are neutral. “These resulté
indicate the sceles were not accurste for the meassurement ex-
rected or thne perceived differences between the communicsetors
were insufficient to produce positive or negsative response.
Further analysis of these concept dimensions will not be in-
cluded. The mean scores for the individual scales obtained
for the strength and activity dimension are located in Appen-
dix D, Tables I and II.

When we examine the expressed attitude scores for the
different audience group we find & high degree of agreement
existing between the group ranking and the overall reanking,
Table X, psge 75. #An examination of this table shows that a
perfect agreement exists among the audliences 1in ranking com-
municator 4 most positively, or "warm." Communicator 2 receives
three scores for second place, with comrunicstors 1 and 3 re-
ceiving tne least agreement as to position. further exemina-

tion of Table X, clearly indicsates tnat high school students
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TABLE X

MIAN EVALUATIVE DIMENSION SCCRIS CF HIGH SCHOOL
AND COLLEGE AUDIZNCES

Communicators
Audience 1 o 3 4
Hog Message

College A B c D
11.28 9.23 11.18 7 .90

High School a b c d
8.77 7.60 10.03 5.12

Dalry Message

College D A B C
13.45 11.13 13.73 6.67

High School d a b c
11.00 8.95 7.10 7.03

express more positive attitudes than college students. Gen-
erally, the comrunicators received a more negative rating
from both groups when they gave the dairy message. The ex-
ception, with the college audience C, 1s when communicator
4 1s viewed giving the daliry messaze, and with the high school
audience ¢ viewing communicator 3 giving the hog message.
Audience ¢, all girls, expressed attitudes more
nearly like those of the college audience. For a compari-
son of attitude scores expressed on each scale by the audi-
ences see Table XI, page 76. Here the reader will note that
audience ¢ perceived communicators 3 and 4 as more unpleasant

than the college audiences. These differences were also
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found in the strength and activity scales, (see Appendix D,
Tables I end II).

Normally an instrument and subjects are more effi-
clent and accurate 1in evaluating the extreme rather than the
rean condition. In Tables IX and X we find that attitude
toward the comrunicator who is perceived as most "warm" changes
little as a functlon of position or audience. While the other

communicators receive different ratings from different audi-
ences, Table X. This observetion suggests: (1) that audi-
ence attitude toward communicator 4 is such that this indivi-
dual is perceived es approaching the "warm" end of the "warm=-
cold" continuum while the other communicators probably repre-
sent the mean of the continuum without a clearly "cold" indi-
vidual among them; (2) that a communicator who is to appear
on television with another individual and who may be perceived
as "cold," or negatively, should be glven first position sas
the attitudes of the audlience will not be as extreme sas when
immediate comparison is possible between a communicator per-
ceived positively followed by one who 1s perceived negatively.

To check the valldity of the evaluative dimension of
the semantic differential the audience members were asked to
choose between the two communicators viewed. Their response
to the question, ™Vhich speaker do you think is a cold im-
personal individual?" represented their designation of a com-
municator as "cold." Two boxes were provided for checking
their replies--one for the "hog spesker" and one for the

"dairy speaker." It is true that this lnstrument is not as
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sensitive as the semantlc differential with its three scales
of seven intervels each, but 1t has face validity, and it 1is
a simple device for checkinz the validityl of the basic in-
strument.

The response to the validating question, Table XII

indicates the semantic differential is a valid instrument for

TABLZE XII

AUDIZNCE ATTITUDS INTENSITY EVALUATIVZ DINIEKSION x«ND TIE
PERCNT OF AUDIENCZ DESIGNATING A COMNILUNLCATOR "COLD"

Message
Communicator?®
Hog Dairy

Attitude "Cold" Attitude "Cold"
4 6.85 31.2% 6477 21.0%
2 8466 353 10.37 50.0
3 10.60 79.0 11.35 64.7
1 11.06 50.0 12.57 68,0

8Ranked in order of "warm" evalustion.

assessing sudience ranking of comamunicators as "warm" or "cold"
on the basis of their expressed asttitudes. From this table we
see that when the subjects were forced to make a cholce between
communicators the evaluative dimension of the semantic differ-
ential has reliability, and a measure of validify. With one

exception, communicator 1 for the hog messaze, as attitude to-

lupest validity is generally defined as the extent to
which the test 'measures' what it 1s supposed to measure."
(Dorothy C. Adkins, Construction and Analysis of Achlevement
Tests, ?uperintendent of Documents, Washington, D. C., 1947,
Pe 148.
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ward a communicator becomes more favorable, that is expres-
sions of "warmth," the percentage of audience members desig-
nating him a "cold" individual decline.

As a group the audience members were incepable of
designating one comnunicator "cold" when thelr expressed at-
titudes were relstively equal by cardinal measurement. The
effects of this disparlity in attitude when measured by as
sensitive an instrument as the semantic differential is demon-

strated in Table XIITI.

TABLT XIII®

RULATIVE ATTITUDS RANGHE AND DiESIGNATION
O COMMUNICATCR AS "COLD"

1

Audience Aa Bb Cc Dd
Audience size 60 53 65 47
Audlence N making
decision 58 48 62 45
Communicator
sequence 1-2 2-3 3-4 4-1
Hog message

Percent "cold" 50 353 79 31.2

Evaluative atti-

tude intensity 11.06 8.66 10.60 6.85
Dairy message

Percent "cold" 50 64.7 21.0 68 .8

Evaluative atti-

tude intensity 10.37 11.35 6.77 12.57
P level by sign test -- .01 .01 .01

8Read this table so communicator sequence 1 - 2 gives
information for communicator 1 on hog messa.e and comrunicator
2 on dailry message, for audience ALa, etc.
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When one examines Table XIII he finds that attitude
intensity, that is an attitude beyond a certain scale inter-
vel, is not assocliated witn the audience designation of s«
communicator as "cold;" but, the designation of "colu" is asso-
clated with the range between expressed attitudes without re-~
gard for position along the attitude scale. That is, the
greater the actual range of attitudes expressed, the greater
the percentage of the sudience wno designates the communica-
tor receiving the higher attitude scores (more negative) as
"cold." <Yhis occurs even though the expressed attitude in-
tensity in one position is not as great as that expressed to-
wards the same comrmunicator 1n asnother position. This obsef-
vation implies thst "warm" and "cold" are not actually extremes
of a definite continuum, But are a function of range in atti-
tudes resulting from the way one percelves a communicsator, or
en individual. <+or example, audience Aa viewed communicator
1l and 2 and expressed relatively equal asttitudes. when they
were asked to designate a communicator as "cold" the overall
audience divided equally. <%“ut, when communicators 2 and 3
were viewed by audience Bb the expressed audlence attitude
intensities were sufficlently separated that 28.6 percent more
audience members designated communicator 3 a "cold" individual.
Similar effects of differences in attitude intensity occur in
audiences Cc and Dd.

The findings discussed above are repeated when the
audiences are analyzed ss separate groups, Table XIV, page 8l.

In Table XIV one reversal, audlence A, and a tie,



TABLE XIV

8l

AUDIENCE GROUP LVALUATIVZ ATTITUDE SCORZS AND
DiSIGNATION OF COI UNICATOR AS "COLD"

Audience Group
and

Communicator Sequence

N designating 1 -2 2 -3 S - 4 4 -1
speaker "cold"
College audi-
ence? A B C D
Hog speaker 17 (11.28) 8 (9.23) 32 (11.18) 11 (7.90)
Dairy
speaker 18 (11.13) 22 (13.73 2 (6.67) 18 (13.45)
No declsion 1 4 3 e
High School
audlence a b c d
Hog speaker 10 (8.77) 9 (7.60) 16 (10.03) 3 (5.12)
Dairy
speaker 12 (8.95) 9 (7.10) 12 (7.03) 13 (11.00)
No decision 1

aRead each communicator sequence and audience; commun-
icator 1, audience A, 17 designations "cold" attitude rating
11.28; communicator 2, audience A, 18 designations "cold," etc.
audience b, prevents a perfect correlation between expressed
audience attitudes and audience designation of the commnica-
tors as "cold." However, the number of ranks that exist are
sufficient to indicate at the .Ol level of confidence® that
negative or more intense attitudes are associated with "cold."

Thus we have a reinforcement of the observations from

Table XIII. <Yhe inabllity of audiences who express practically

2Seigel, op. cit.
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equal mean attitudes to designate one of the two communica-
tors viewed "cold" holds even when the size of the audience
is small--audience b deciding between communicators 2 and 3.
The reinforcement provided to the evaluative dimension demon-
strates tnat the audiences were capable of making this des-
ignation when aettitude range increased. This support indi-
cates that "cold" is a connotative word, and is associated
with negative attlitudes expressed toward the personality
quelities possessed by an individual.

The differences iIn attitude expressed toward the com-
municators are statistically significant. The established
level for acceptance of difierences 1s arbitrarily established
at the .01 level of confidence. The significance of differ-

ences cglculsted by the t test® are presented in Table XV

T oo v
TAZLL XV

STATISTICAL DIF. SRulNCiS IN ATTITUDS BXPRUSSZD TOWARD
COMWUNICATOLKS ¢ COMPOSITE AUDLIwNC.LS

— e — —
p— — —— —

Hog Message Deiry ilessage
Communi- : Communi-
cator 4 2 3 1 cator 4 2 3 1
4 x 2.36P 5,67 5.59 4 X 5.61 6,10 9.79
2 X 2,92 3.21 2 b4 - 3602
3 b d - 3 b4 -
1 X 1 X

8communicstors ranked in order of "warm" evaluaticn.
b211 D.F = 40 2.33 siznificent .03 level £.70 sig-
nificant .01 level.,

5‘.".’ilfrid J. Uixon, and Frank J. Msssey, Jr., Introduc-
tion to Sta istical snalysis, (NcGraw-Hill, New York, 1951,

pe 103).
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Table XV shows that the critical difference between
communicator 4 and communicstor 2, perceived by the audiences
as "warm" and "warm-cold" respectively, does not attain the
.01 level of confidence. The .03 level attained is an indi-
cation of a trend of difference which is later established
between communicator 4 and communicator 2 in the dairy mes-
sage. As would be expected significant differences are ob-
served between comnmunicator 4 and 3, and 4 and 1, as the range
of attitudes increase between these communicstors. It follows
tnat a significant difference existing between communicators
4 and 2 would also be associated with these differences be-
tween communicator 4 and the remaining communicators. These
statistical differences in attitude and the previous observa-
tions indicate that comrunicators 4 and 2 were perceived as
possessing personality queaellties different from those of com=-
municetors 3 and 1, and that communicstor 4 very likely pos-
sessed more of a personality quality called "warm" than com-
municator 2.

The audience reactions to the commnicators therefore
do not support the first hypothesis. The communicators were
ranked by the audlence as possessing "warm-cold" personality
qualities in the order 4, 2, 3, 1 es opposed to the communi-
cators self-ranking via the Survey of 1, 2, 3, 4. wuestions
may be ralsed particularly about the gbility of the Survey to
measure the temperament trait friendliness in an inaividuale.
L re-examination of Table VI, page 58, shows thet communica-

tor 4 had the lowest friendliness score, yet when the semantic
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differentisl scale 1s re-examined, Table XI, page 76, we find
that communicaetor 4 consistently received the most positive
or highest rating of friendliness. One must conclude thet the
clustz=r of temperament traits studied were not those asso-
ciated with the personality quality "warm-cold," or other
traits not correlating with the cluster studled intersct to
influence audience perceptions. The magnitude of audience
reaction toward tne communicators selected for study shows
that the personality quality "warm-cold" exists, at least as
a stereotype for positive and negative reasctions; but the
Instrument selected did not quantify this quality accurately

for sudience perceptions.
Audience Learning

The differences between each subject's pre- and post-
test cloze scores represented the measure of leagming. These
difference scores ranged from -2 to +18 words with practi-
cally all the negative cloze scores sappeering from the dalry
messa e. This suggests the limits of testing effort were
exceeded for a few subjects, end should not be considered a
reflection on the instrument. ihen tested by the sign test?

a significant--.01 level of confidence--number of subjects
received positive cloze scores.

Since words were removed from the hog messaze and from

the dairy messsge it 1s necessary to transform scores 1into

4Siegel, op. cit., p. 68.
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' percentages for comparability. (For the hog message each
word represents 2.77 percent of the possible meximum score,
and for the calry message 2.43 percent.)

As the reader would expect the college audience group
learned more cloze words from the messages than the high
school audience group. The average college subject learned
7.62 cloze words from the hog messag¢e, and 6.53 cloze words
from the dalry message, while the average high school audi-
ence subject learned 4.81 words from each message.

Lsarning in the audlences varied between & high of
21,77 percent from the hog message, and com unicator 3, by
audience Cc and a low of 12.39 percent for audience Aa from

cormmunicator 2, giving the dairy message, Table XVI.

TASLE XVI

AViSRAGE AUCDIELCIE L LARNING
(cloze score)®

Communicator 1 2 3 4

Hog message

Audience Aa Bb Cc Dd
ljords learned 5.36 5.43 7 «86 6.78
Percent 14 .84 15.04 21,77 18,78

Deiry message

Audience d Aa Bb Cc

Words learned 6.34 5.10 6.04 6,15

Percent 15.10 12,39 14.67 14.94
Average learning 15.22 13.71 18.22 16.68

8The percent of the message learned is calculsted by
multiplying the cloze score for the hog messa’e by 2.77, and
cloze score for the dairy message by 2.43. These factors were
required because an unequal number of five letter words werse
removed from the messages to prepare the cloze tests.
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On first analysis Table XVI would indiceste that dif-
ferences exist between the com:unicsators efficiency if we
assume the different sudiences learned equally. Actually
this 1s en artifact resulting from: (1) differences in value
of words learned from the messages, and (2) differences in |
sudience abllity to learn. The t test of significant differ-
ences shows that these created differences sre significant at
the 01 level of confidence between comrmunicator 3 and com-
municators 1 and 2 for the hog message. (See Appendix D,
" Table III.) -

The differences existing betwzen the audliences ablility
to learn cloze words from the communication may be seen in

Tatle XVII and Table XVIII.

TABLL XVII

AVIoAGLE AUDIZHCE LAARNING SCORG
(Hog, Message)

Audience N 1 Cgmmunicagor .
A 58 6.31
B 34 | 5.64
C 37 9.29
D 31 8e22
4a 22 372
b 19 5.05
c 28 5.96

d 16 4.00
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TABLS XVIII

AV2RAGYE AUDIGHCUE LoARNING SCORE
(Dairy Message)

m— — me——
— re—— —

Audience N 1 Cgmmunlcagor .
A 38 5.34
B 34 6.47
C 37 6.83
D 31 7.67

+ 8 22 4.68
b 19 5.26
c 28 5.25
d 16 3.75

It is of particuler interest to observe the sudience
learning assoclated with comrmunicator 3, in C. We cannot
tell, of course, but the higher learning score of sudience
C and also ¢ may be due in part to communicator 3. ‘The dif=-
ference 1n ¢ may also be attributed to the fect that the mem-
bers of this sudience were high school girls.

At the outset of this scction mention was made of the
difference in average le arning of cloze words between college
and high school audiences, namely that college audiences
learned less from the dairy message than the hog message whille
high school audiences learned equally on the average from both
messages. A scrutiny of the above tables shows that this de-
cline in learning by college sucdiences is primarily caused by

. audience C and 1ts different response to comrunicators 3 and 4.
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The greatest decline in learning emong the high school audi-
ences is also in audience ¢ between communicators 3 and 4.
Learning increcases and decreases among other audiences and
comrunicators, but not with the magnitude observed in these
subjects.e It 1s unreasonable to assume thaet differences in
learning ability fluctuate this rapidly.

Studles of perception have found that tension and
learning are associated. If intensity of attitudes and
designation of a communicator as a "cold" individudal are
assoclated with tension, and 1t seems resassonable to assume
they are, lcarning mey Increase as we observe here in the
short run situation. It is reasonable to suggest that wheﬁ
a communicator who follcws another who heas produced these
conditions of tension 1s perceived positively audience mem=-
bers relax and learning declines.5

Audience learning of cloze words ranks the communi-
cators 3, 4, 2, 1 for the hosz message and 1, 4, 3, 2, for the
dairy message. Communicator 3 produced sufficient learning
to rank second in lesrning pr.duced in three of the four audi-
ence groups. IThis suggests that some correlation may exist
between the positive perception of a comunicator and his
ability to effectively transmit the message.

Thus, we find that expressed sudience attitudes ranked

the communicators 4, 2, 3, 1 and audience learning from the

SSee especially the study of Je. S. Bruner, and Leo
Postman, "Tenslion and Tenslion Release as Organizing Factors in
Perception,™ Journal of Personslity, XV (June, 1947) pp. 300-
308,
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messages conveyed by the communicators ranked them 3, 4, 1, 2

in avereage lecarning produced.
Correlstion of Attitude and Learning

The relationship between the attitude expressed by
the audlence members and thelr learning of cloze words was
determined by product-moment correlation. The Y axls renged
from 1 to 21 corresponding to the range of learning scores of
=2 to +18 respectively. The X axis ranged from 3 -- positive
-= to 21 -- negative -~ for the evaluative dimension, and
from 2 to 14 for the strength and activity dimensions. A
negative correlation indicates high learning and the expres-
sion of positive attitudes, and a positive correlstion indi-
cates low learning and the expression of negative attitudes.

The first computations were made including all of the
subjects, all the communicetors, the separate messages. These

may be examined in Table XIX wnere the reader will find that

TABLE XIX

PRODUCT-MONMGNT CORRELATION: LUARNING AND
ATTITUDE SCCRiS ALL CONMUNICATCRS,
ALL SUBJZCTS (N 225)

Attitude Message

Dimension Hoz Dalry
svaluative .050 .082
Strength .088 045
Activity «102 -.074

thet the correlations for the overall analysis were not signif-

icantly greater than zero. An N of 225 subjects requires a
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correlstion of .13 for significance at the .05 level.

Further analysis of leaming and attitude relation-
gships indicates the magnitude of composite end individuel
audience correletions are dampened in the overall analysise.
The correlastions for the composite audiences are presented in
Table X<. The higher correlations of sudience Aa and Cc ap-

proach but do not attain the .05 level of confidence.

TABLZ XX

CORRZLATION COLIPOSIT.S AUDILHCI LosRKNING AUD EVALUATIVE
ATTITUDE SCCRuSs HOG AN DAIRY LuSSAGE

Audience 1 2Communicgtor .
Aa -.03 -.034
Bb -.07 -.082
Cc -.21 .OSa
Dd -.078 .12

8Correlations of dairy messege.

The pattern observed in Table XX predominates in the
correlations of the individusl audiences, (see Appendix B,
Table IV). However, when the audiences are divided by groups,
that 1s, college and nhigh school, we see that college students
who expressed negative attitudes towards the comrmnicators pre-
senting the hog message lcarned fewer cloze words, Table XXTI.

There are indications of a relationship between the
initial attitude of college students and their leaming. This

1s suggested by the =40 correlation of the college students!
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CCRRALATIOW GRCUP AURIGNCS LUARNIUG AND LVALUATIVE

ATTITUDY SUCRiS: HCG AND DAIRY 1ES3AGHS

Message Audience

College High School
Hog -+40 .09
Dairy - 005 -008

learning and attitude scores. This correlation is si

gnificant

at the .01 level; the reader 13 reminded a negative correla-

tion indlicates favorable attitudes and high leesrninge.

as tne correlation that exists for the hog messagge 1s

However,

not sup-

ported by the deiry message we cannot conclude that a signif-

icant assocliation exists between the lecarning of coll

dents and the &ttitude they express toward the comrmu
Summary

The arithmeticel and statistical analysis of
have been presented in this chapter. The attitudes e
by the sudiences on the semantic differential evaluat
mension indicate that communicators 4 and 2 were perc
significantly different from communicators 3 and 1.
in the findings indicate thet conmunicator 4 possesse
of a personelity quality "wsrm" than cormrunicator 2.
ing the coimunicators the audlences did not rank them
desigznated 1, 2, 3, 4, but ranked them as possessing

sonality quality "warm" in 4, 2, 3, 1 order.

ege stu-

nicators.

the data
xpressed
ive di-
elved as
A trend
d more

In rank-
83 pre-

the per-

When enswering a forced cholce question requiring the
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designation of one of the two comaunicators viewed in a se-
guence &s "cold" the asudiences consistently supported their
expressed sttlitudes, and designated the comwunicator "cold"
who recelved the sudience expression of negative attitudes.
An expression of attltudes by the esudience of egual intensity
toward the two communicators perceived in a sequence is asso-
ciated with an inatility of the sudlences to designste one of
the two cormunicators viewed in this situstion as "cold."

A hypothesized difference in communicator efficiency
dld not occur. Although comrunicator 4 produced a consistent
level of learning 1n tnose sudiences viewing him--ranking
second highest conslistently--than cormunicators 2, 3 and 1,
the results lndicate the efficiency of comrunicators possess-
ing relatively equal skill and trensmitting & given message
over television is equal when the message 1s transmitted to
& captive audience.

The correlations between lcarning scores end expressed
attitudes were not significent for the composite or the indi-
vidual eudiences. An unexpleined exception 1s observed in the
correlation between leserning score and expressed ettitude for

the college sudience toward the hog comrunicetor message team.



CHAPTER VI
INTERPROTATION AND DISCUSSION

At this point we may view the study in retrospect.
The purpose of this study was to test an objective means of
selecting communicators; to determine how the audience eval-
uated the personality qualities of the selected communic ators
when they were perceived via television; and to determine the
effect of the communicators upon audience learning.

The theoretical formulation required the substantia-
tion of two hypotheses: (1) audience members would perceive
the degree of the personality quality "warm-cold" possessed
by the selected comrunicators, and thelr expressed attitudes
would rank the communicators via the discriminating instrument
as they ranked themselves via the instrument selected to mea-
sure this quality; (2) audiences would learn more from the
communicator perceived as "warm" and less from the one per-
celved as "cold," and audience learning would correlate pos-
itively with the expression of positive attitudes toward the
communicator. We now know that the hypotheses were not sub-
stantiated; but, that consistent findings resulted. The role

of this chapter is to interpret and discuss these findings.

=03 =
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Interpretation

The interpretation will be presented in five areas:

(1) the selected test instrument (Guilford-“immerman Temper-

ament Survey--the Survey); (2) the "warm-cold" continuum and
audience attitudcs; (3) audience learninc; (4) learning and

attitudes; and (5) personality characteristics end traits.

The selected test instrument: The principal problem

confronting this study was selecting an instrument that mea-
sured the temperament characteristics thst Asch found subjects
associating with the personality quality "warm." The Survey,
which purports to measure the temperament tralts independent-
ly, was accepted when the traits emotional stability, objec-
tivity, and friendliness intercorrelated at an acceptable
level in the group o: comiunicators to which it was adminis-
teréd; and when these tralts were found to have an acceptable
range of scores assuring that a difference did exist between
the communicators to be selected on the basis of thelr trait
scores.
The speech students in the class obtained were chosen

by subjectively self-administering the Surveye. ‘herefore, the

answers received to the Survey questions were subjective self-
evaluation responses to an objective instrument. These eval-
uations were accepted as honestly offered as there were no
reasons to doubt the student's integrity. Actually the answers
given represented a student's perception of himself, and his
perception of others perceiving him. The internalized end

verbalized perceptions reported by the speech students dis-
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agreed with the audience perceptions of the selected commun-
icators as measured by their expressed attitudes.

The communicators described themselves with the aid
of the Survey. Then the audience subjects were asked to per-
celve and evaluate the communicators through pristine eyes.
Of course, this did not occur. The attitudes expressed by
the audience sub jects were the result of comparlisons between
externally end internally perceived communicators. These
were three-way comparisons; between the communicator actually
perceived presenting the message, all other communicators the
audlence subjects had perceived previously, and a hypotheti-
cal communicator possessing the attributes implied by the -
positive polar adjectives used for the semantic differential
scales.

The method of isolating the ™warm-cold" personality
quality selected was elther inaccurate, or the characteris-
tics perceived by the subjects of #sch and used in this study
were not the principal ones sudience subjects use to distin-
guish and quantify the quality "warm-cold" when they perceilve
persons or communicators for a short period without receiving
pre-conditioning messages, either by personal association or
from a secondary source--verval cues. The differences observed,
in the communicators self-ranking and the audience ranking,
suggest the indeterminate results may be associated with both
areas.

For example, communicator 4 who received a score of 2
for the trait friendliness by the Survey was arbitrarily des-

ignated "cold." Yet this communicator consistently received
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the most positive rating on the friendly scale of the seman-
tic differential, and was consistently perceived as a "warm"
individual. Referring to Appendix A, Table I, we find the
profiles of comnmunicator 1, who was substituted, and commun-
icator 2, originally chosen, intersect that of communicator
4 only on the trait thoughtfulness. <Yherefore, if the mea-
sured differences exlst that were indicated by the profiles
comrunicators, or individuals, who are perceived as '"warm"
may have reletively low scores on most temperament tralts,
and the descriptions of #dsch's subjects of a "warm" individual
may be based to a greater extent on another group of charac-
teristics perceived by them, but not included in this studye.
For a discussion of these areas see Table III, pages 45-47.

When we compare tne saudience evaluetion of corununi-
cators via the semantic differential and the support received
for this instrument from eudience responses to a forced choice
guestion the evidence 1s such that one concludes: the seman-
tic differential evaluative dimension has a measure of valld-
i1ty as an instrument to evaluate and designate communicators,
or individuals, "warm" or "cold." ‘he difference in rarnking
of comrmunicators via the Survey and via the sementic differ-

ential indicate thet the Guilford-Zimmerman Temperament Survey

is not & reliable instrument for differentiating among comnun-
icators as "warm" and "cold" and raises questions concerning

1ts validity in measuring certain traits.l

1Anastasi raises the question of velidity in her com-
ments concerning this instrument. (Anastasi, op. cit.)
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The "warm-cold" continuum an< audience attitudes:

Theoretically the "warm-cold" continuum has an indeterminate
end. However in any situation where it 1s studied the limits
of the continuum are restricted by the evaluatinzs subjects!?
experience in interpersonal relations and their internal per-
cepts. <Thus, at sone point on the positive--also on the neg-
ative--dimension of the continuum evalusating subjects become
incapable of making & decision concerning the differences in
the cheracteristics of cormunic ators, or individuals, per-
ceived and evaluated "warm;" just as they are incapable of
designating communicetors "cold" when their expressed attitudes
are relatively equel at any point on tke continuum. Until
this impasse is obtained in the audience we cannot assume the
limits of the "warm-cold" continuum for that airdience are
clearly defined. Therefore, we must interpret the sudience
reactions to communicator 4 as indicating that he approaches
the 1limits of the "werm-cold" continuum snd not assums that
this 1limit 1s actuelly attained.

The consistency of the audience response via the
semantic differential supported by their responses to a gues=
tion forcing their designstion of a comrunicator &s "cold"
irdicates with reasonable validity that "cold" is associated
with the expression of negative attitudes, without regard for
the intensity of attitude expressed toward the comrunicator
perceived negatively. For example, the audiences of this
study were consistently incapgble of designating & single com=-

municator "cold" when expressed gttitudes were prectically
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equal. This occurred for audiences A and a who viewed com-
municators 1 and 2 in that sequence. Yet audlences readily
designated one communicator "cold" as expressed attitudes
separated on the continuum without regard for the intensity
of attitude expressed towerd the communicators compared.

The observatlons of Asch,2 and Mensch and Wishner,s
support the findings of this study. That is, "warm" and
"cold" represent a central personality quality about which
people perceiving comnunicators, or individueals, are csap-
able of expressing the impressions they form. <furthermore,
it 1s demonstrated that audlence attitudes are significantly
correlated with audience response to designations of commun-
icators ss "warm" or "cold."

Audience learning: The audiences were gble to learn

cloze words from the messages. This supported the findings
of many previous studies that gudience members learn from
messages conveyed by tihe meaium of television.4 Moreover,
high school audiences learning scores were lower on the ave-
rage than those of college audlences. This is probably a
result of differences 1n average subject ebility in the sep-
arate audience groups end of Increased educational experience
of college students. The class of high school girls were

found to have an average learning score higher than those of

23. E. Asch, "Forming Impressions of Personality,"
Journal of Abnormal snd Socisl Psychology, XLI (September,
1946), ppe. 258-290.

SMensch and Wishner, Op. clt.

4Kumata, op. cit.
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boys in vocational agriculture. Though the sample is small
it suggests that a difference exists in the ability of the
two groups to learn.

The date did not support the hypothesis that a com-
municator perceived as "warm" had increased efficiency. A
critical appraissal of this lack of relationship suggests that
learning by members of a captive audience 1is not a function
of who communicates the message when the message 1s controlled;
but, 1s a function of the level of education and inherent
ability of the audience members.

Leerning and attitude: The learning scores of the 225

subjects participating dld not correlate at a level indidéting
a significant association with thelr expressed attitudes.
Thus, the findings of this study of communicators as a source
and audience attitudes toward thet source support those of
Hovland®. *'hat 1s, the learning of material transmitted in a
message 1s not associeted with attitudes expressed toward the
source when tnat message i1s attended to by the individuals of
a captive audience. Hovland used printed materials and made
pre- and post-test observations of attitudes es compared to
the use of verbal messazes and post-test of attitudes 1n this
study. However, the findings of this study are that attitudes
expressed toward an anonymous source &re not associated with
learning by individuals in the captive audience situation.

The ability of students to lesrn equally well from

SHovland, op. cit.



100
closed-circuit television and classroom instruction is well
established. However, several of these studies have indi-
cated that attitudes expressed toward this method of 1instruc-
tion tend to be negative.s’ 7 This trend 1s indicated by the
college audiences, (see Table XXI, page 91). The negative
attitudes expressed towsrd this method of instruction may be
associated with the subjects'! precept comparisons of commun-
icators mentioned in the discussion of the "warm-cold" con-
tinuum above.

Particulerly important in the data is the indication
that individuals who possess equeal communicating skill and
transmit a given message by a relatively standard method
(mekinz allowances for individual nuances) are equally effi-
cient communicators. <Yhere has been much speculation among
professional educators concerning the need for them to become
at the minimum quesi-professional television performers. It
would appear that such mediations are useless when telecast-
ing to a closed-circuit audience for the purposes of trans-
mitting Informational material.

Simultaneously one must be cognizant that attitudes
expressed by the total sudience toward a communlicsator are
important in increasing the effectiveness of a communication

effort. Ve cannot tell at what point on the evaluative

6Carpenter and Greenhill, op. cit. p. 54.

TThomes C. Pollock, Oscar Cargill, Jemes Loomis, and
Harvey Zorbaugh, Closed-Circuit Television as a Medium of In-
struction, 1955-1956, (New York University, New York, 1956,
Pe 22)
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dimension attitudes become sufficlently negative in the audi-
ences studied to cause them to turn to other sources for in-
formation, or chsange their im ediate endeavors at leisure and
learning to methods other than television. However, arbi-
trarily establishing the mid-point of the evaluative attitude
scale as representing the point of total audience loss, we
find thet comriunicators 1 and 3 giving the dalry message would
have an effectiveness of zero when viewed by an audience of
college students, Table XIV.

Wnhen we consider the fsctors of method and messace
interest built into this study it is obvious that the effec=-
tiveness of a comiunicator eppearing on television is inexb-
rably assoclated with the eudlences'! expression of positive
attitudes toward that communicator. As television 1s a com-
petitive medium the totel audience of any commmunicator--pro-
fessional or non-professional--sppearing regularly on open-
circuit television is a function of the positive attitudes
expressed towerd that communicator and/or the message con-
veyed. Given a controlled message and method of presentation
it is spparent that a comunicator perceived "warm" will main-
tain a larger audience than one perceived "cold."

Personality--characteristics snd traits: The subjects

of Asch associated 29 characteristics with the personality
quality "warm-cold" which were divided into four groups, (see
Table III, page 46). The group relating to temperament qual-
ities was selected for study and use for evaluating communica=-

tors &8s "warm" or "cold" individuals. It is quite possible
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that the audiences would have ranked the communicators selected
in the same order if the single term in the group manner, that
is, formal-informal, had been substituted for "wesrm-cold."

In the comrunication situation studied the saudiences
did not receive pre-conditioning messazes. &#fter viewing the
communicators a relatively short period they were asked to
evaluate the communicators. PFProbably the best basis for judg-
ments which the subjects participating had for evaluating the
communicators perceived as "warm-cold" were thelr perceptions
of their menner--formal-informal. Kohler® writes: "Where we
do not understand tneir words, their manner of talking is of-
ten a better cue, ..." and it is highly possible that this
concept is as important in evaluating individuals including
communicators, in our own soclety, as that of other socletles
to which Kohler referred.

An examination of 8ll the temperament traits and com-
ment on thelr relationship to the attitudes expressed toward
the communicator is not within the scope of this study. How-
ever, 1t 1s interesting to note that the trait scores for
general activity are perfectly (positively) correlated with
the "warm-cold" ranking of the communicators. This corres-
ponds to a caution to all television communicators that move=-
ments be minimized. Such an observation msy represent a
spurious finding as it did not appear on the ecﬁivity scale.

Conversely, the sssociation may exist in fsct and our scsale

8Kohler, op. cit.
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lacked sufficient sensitivity to detect the difference in ac-
tivity that was present in the communicators.

Communicators 4 end 2 were perceived as possessing
the pgreatest amount of a personality quality "warm" in that
order. Communicator 4 ranked lowest, and communicator 2 next
to lowest, on the trait masculinity. 1In fact, cormunicator 4
rated himself O on this trait. e have here two traits asso-
clate with preferred feminine habits, that 1s, low activity,
and a lack of masculine Interests. Though generalizing from
thls finding 1s hazsardous possibly the border between mascu-
linity end femininity is such for the successful professional
television communicator that they possess this trait pattern.
If they do thelr success may be due, in part, to the ability
to/be psychologically percelved as representing both sides of
a personality simultaneously, and receive positive responses
from both mele and female audience members. Further research

mus t answer this hypothesis.
Discussion

We observe in this study the ability of communicators
to convey an identical message with equal efliciency. This
Implies that in circumstances where controlled messages are
used--or where messages &are of a relatively constent type as
in agricultural service programming, news, and so forth--the
communicator is simply tiie instrument of conveyance and of
relatively little importance to the message wnen interest in

that message dominates the comnunication situaticn. 1In these
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situetions a comrmnicators! effectiveness is high though his
efficiency is constant with tnat of an infinlte number of
other comimunicators, and the corirunicetlion process is effi-
cient. Vinen messages of a constant type arse being transmitted
communicators are not expendables in the industry, because one
is as effective as anotner. while in situations where mes-
seze Interest does not dominate they are expendables.

It does not follow, however, that the effectiveness of
a comrunicator 1is always sssociated with the message conveyed.
sven thougzh everyone of our audiences learned regardless of
the attitude expressed toward the comimunicastor in the normal
television comrunicating situation the attitude scales ihdi-
cate that tihe audiences of some communicators spproached zero.
Given a ceaptive audience this may be of no consequence. But,
in a normal situation message interest provides at best a semi-
captive audience, and at some point the expressed attitudes
dominate message interest and the communicator becomes the
criticel factor in furthering the message reception.

Research on captive audiences cannot answer a major
question relating to the link between attitudes and the com-
municator-message team, that is, when does one dominate the
other. The point along a constant attitude scale where atti-
tude dominates interest--to lsarn or attend--must be relative-
ly consistent for major demogrsphic groups. Locating these
polnts, or a single point as the case might be, by ansalysis
of a real televislon cormunication situation would contribute

importantly to communication theory.
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From such research the effectiveness of conmunicators
and thelir position on the "warm-cold" continuum for specific
types of messages may be clearly established. If the "warm-
cold" quelity is synonymous with the single characteristic
assoclated with manner--formal-informal--the im ediately ef-
fective conmunicator will be identified more rcadily and com-

munication effectiveness shall be 1ncresased.
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CHAPTZER VII

CONCLUSIONS

The television audience perceives, eveluates, and responds
to a personality quality that exists which 1s verbally
described as "werm-cold." The audience responses to "cold"
show clearly that this quality 1s associated with negative
attitudes--snd that "waerm" is associated with positive at-
titudes--expressed toward the communicator perceived. The
responses to this quality are not indicative of a correla-
tion between the cormmunicators! perception of his temper-
ament tralts and audience perceptions.

A difference in efficiency between communicators does not
exist wnen skill of delivery, method of presentstion, and
message are relatively constant. lLicreover, cormmunicator
efficiency is not associated with the attitudes expressed
toward the comunicators by the subjects of this study.

The individual subjects of a captive television audience
learn from messazes presented via this medium. A rela-
tionship exists between the educational level of audiences
and thelr ability to learn.

A relationship did not exist between the amount lesrned from
a messsege and the ettitude expressed toward the communica-
tor.

-1C€=-
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The evaluative dimension of the semantic differential is
a reliable instrument for measuring audience expressions
of their perceptions of "warmth" or "coldness" in a com-
municator. The strength and activity scales used in this
study were nct reliable instruments. wsither these dimen-
sions were not associated with the personslity quality
observed or were not sufficiently sensitive to detect the
existing differences.
The cloze test 1s an acceptable instrument to measure
learning 1in audiences and it discriminates effectively
between levels of ability between audiences.

The Guilford-Zimmerman Temperament Survey as used in.this

study was not a reliable instrument for differentiating
the degree of "warm-cold" possessed by the selected com-
municators when appearing on television, when compared to
the abllity of audiences to percelve this quality in the
selected comrmunicators. However, subsequent experiments
may show another cluster of traits is possessed by com-

municators who are perceived "warm."
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TABL= I

POSITIVE AND REGATIVE QUALITIES OF TiNPORAKENT
TRAITS NoSASURZD BY CGUILFORD=ZINITERIAN
TorPoRAISNT SURV.ASY

Positive Negative

Emotional Stability

Evenness of moods, inter- Fluctuation of moods, intsrests,
ests, and energy and energy
Optimism; cheerfulness Pessimism, gloominess

Perseveration of 1deas and
moods

Daydreaming
Composure Excitability
Feeling in good health Feeling in 111 health

Feelings of gullt, loneliness,
or worry

|

Objectivity

Being "thickskinned" Hypersensitive

Egolsm; self=-centeredness

Suspiciousness; fancying of
hostility

Having ideas of reference

Getting into trouble

————
Soclebility
—
HaViJug man friends and &ac- Few friends end acquaintances
Uaintances

-109-
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TABLE I - Continued

Positive Negative

Soclability

Entering into conversations Refraining from conversations

Liking sociel activities Disliking social activities

Secking social contacts Avolding soclal contacts
Shyness

Seeking limelignt Avolding limelight

Personal relstions

Tclerance of people {ypercriticslness of people;
faultfindin_; habits

Faith in socilal institu- Criticalness of institutions

tions
Suspiciousness of others

Self-pity
::j Masculinity
Intersst in masculine ac- Intersst 1n feminine activities
tivities end vocstions and vocations
Not essily disgusted Rasily disgusted
Hardboiled Sympathetic
Resistant to fear Fearful

Rorantic interests

Inhibition of emctional smotional expressiveness
€Xpressions

Littls interest in clothes Much interest in clothes and
&nd styles styles

Dislike of vermin




TABLE I - Continued

111

Positive

Negative

Ascendance

Self defenss

Leadership habits

Speaking with individusls

Speaking in public
Persuading others
Being conspicuous

Bluffing

Submisgiveness
Hablits of following
Hesitation to spesking

Hesitstion to speaking

Avoiding conspicuousness

General

Activity

Rapld pace of activities
Znergy; vitality
Keeping in motion
Production efficiency
Liking for speed
Turrying

Kuickness of action

Znthusiasm; liveliness

Slow and deliberate pace
I'atigusbllity

Pausing to rest

Low production efficiency

Liking for slow pace
Taking time

Slowness of action

——
————

Restraint

Serious-mindedness

Deliberate

Persistent effort

Self-control
————

Happy-go-lucky, carefree
Impulsive

Excitment loving
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TABLE I - Continued

— — e

Positive N;éative

Friendliness

Toleration of hostile action Belllgerence; readiness to
ficht

Hostility; resentment

Desire to dominate

Acceptance of domination Resistance to domination
Respect for others Conteript for others
Thoughtfulness

Reflectiveness; medita-
tiveness

Observing behavior in others

Interested 1n things Interested in overt activity
Fhilosophically inclined

Observing of self

¥Mental polse Mental disconcertedness
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MESSAGE I
Johnny

Hello « « « Your neighbors gave us a present last
night. Yes sir, they weighed him in at eight pounds even.
He's a boy, and you'll be glad to know that mother and son
are dolng fine. H1s proud parents are going to name him
Johnny. Johnny has lots of company this morning for there
were some seven thousand like him added to our population
yesterday. The effect of this on our economy may be amazing.
Have you stoppred to esstimate what 1t will cost you to raise
Johnny to his 19th birthday?

Vell, not so lon¢ ai;o a study was completed at Okla-
homa A and M College whicn gives us the cost of keeping Johnny
in the family. We're glad to have him, end so are his parents
e o« o but, before they get done he mey actually be worth his
weizht in copper, if not gold.

Just keeping Johnny in heat, lights, and transporta-
tlon, costs two hundred eighty-five dollars a year. Hls doc-
tor bill won't be too much once he comes home from the hospl-
tale He'll only cost you twenty-two dollars the first year,
but, believe 1t or not, that's thirty percent more than a girl
would coste.

Food and clothing are the biggest items in Johnny's
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budget « « « not so much until you get him to the age of six,
but then, look outl! At six he eats plenty, but at nine he's
eating three hundred dollars worth of food a year. But when
he becomes a teen-ager his food bill will climb to three hun-
dred eight dollars each yesr. *“o you see, our food producers,
processors, and distributors have a good reason to smile . « &
they know Johnny 1s going to eat well.

Keepling Johnny 1in clothes the first year won't be dif-
ficult, because his weants are simple. But he'll be going a-
round with the gzlrls some day, and as an eighteen-year-old you
can expect him to spend one hundred twenty-five dollars for
clothlng. The girl he'll go with will cost her parents more
than thet. So your Johnny isn't as expensive as far as cloth-
ing 1s concerned as he might have been.

Johnny isn't all costs. He's pleasure, fun, and
trouble wrapped iInto one bundle. And some day he can earn
money if and when he feels like 1t. Our study shows that he'll
earn thirty-eight hundred dollars before he reaches his 19th
birthday.

Then he cen pay some of his own bills. *ut if your
Johnny is a girl, you can only expect her to earn eight hundred
dollars before her 19th bilrtnday.

But all of this information doesn't bother our proud
parents this morning and we're glad it doesn't. They are go-
ing to have enough bother earning the fifteen thousand dollars
it takes to raise Johnny 'til he's nineteen. Regardless of
What he does, Johnny 1s golng to eat, drink, and be merry. and

f'or each of us that mesns business and added customers for the
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future.
Have you estirated what your Johnny will cost you or
wnat he 1s golng to do twenty years from now? It's time you

gave it & thought.



MI3SAGE 4

Dutch 31m Disease

Hello « « « I'm here to talk to you today about a
killer « « o & killer called Dutch Zlm Disease. It's a disease
that can destroy our elm trees raplidly and completely. There-
fore, I'm asking each of you to join in the effort to prevent
and control Dutch Elm Disease.

Now don't leave . . « after all you have a very per=-
sonal interest here . . . both legal and financial. Your
elm trees contribute to the value of your property of course,

e o o but did you know that in Michigan the law requires you
to remove trees attacked by Dutch T1lm Disease from your
property « « o &t your own expense?

So it's important that we watch for symptoms of this
disease and know something atcut methods of prevention and
control.

The filrst symptom to watch for, 1s a wilting branch
on the elm trees you see each day « « « later on the leaves
turn yellow « . « and still later, they'll turn brown. Then
it's « ¢« o too late. If you notice a limb wilting, look for
small insect holes . . « these are usually found in the younger
twlg branches. &Put even if you don't find holes you should

take a sample.
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Now, sampling isn't difficult . . . sirply cut six
or more pieces at least one-half inch in diesmeter, and six
inches in length from the . . . wilted branch . . . not from
a dead branch. Tle the sample pleces together and label them.
Wrap securely, in a cardboard box and mail to « . « Plant In-
dustry . . . Nichigan State University, Zast Lansing, Michi-
gan. Your sample will be examined by trsined persons who will
forward their findings to you within fourteen days. Remember
e o« o take samples only from the wilted branches.

How is this disease spresd from one tree to another?
It's spread by & very small bestle called the ..1lm Bark Beetle
e o o this little fellow 1s hardly as long as a half-dollsr
is thick. As he travels he carries the spores of the fungus
which actually cause Dutch ©lm Disease. The beetle makes
the 1little holes I mentioned a moment ago when he feeds on
the living tree. VWhen he feeds he carries the fungus spores
into the tree and thus infects the tree.

Our job is to keep the =lm Bark Beetle from boring
into the healthy tree. ‘e can do this by sanitation . .
that is, by removing all of the weak trees « « « and « « .
dead limbs from the healthy ones . « « and burning tnem. If
we burn the infected limbs soon enough, we'll destroy the
beetles before they move on to a healthy tree.

Anotner step we can tske 1s to apply DDT spray to elm
trees twice each ysar. Use an emulsion type insecticide . « &
these mix well with water . . « and thoroughly cover all sur-

faces of your elm trees. This should be done curing the pre-
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bud stage end again near the twenty-fifth of July each year.

Now, friends, remember that our elm treses are an in-
vestment « « . an investment in the future. lie may each

watch that iInvestment grow by preventing the destruction . .

Dutch Z1lm Disease can csause in our own communitye.



MISSAGE b6

Hello « « . did your bundle of sunshine heve the qual-
i1ty you expected this morning? Your producer, your handler,
and even you arc responsible for maintaining the quslity of
nature's first pre-packaged food . . . the egge. This busi-
ness of bringing your way each morning the versatile and at-

tractive egg 1s a real science. Producers and handlers are

interested that you enjoy each one.

Your friend, the rproducer knows how particular you

are agbout your epzs eand this influences the practices he fol=-
lows. IHe selects his pullets knowing you want egss of a
certein shell color. le knows the size of eggs you want and
are willing to pay for. He also knows that you are particu-
lar about the color of the egzy yolk. Putting all of these
features into the ezgs which itself will contein the eight es-
sentisl amino aclds means the producer is delivering to you a
bargain,.

And then, there is the problem of cuality. You the
consumer, have won the argument about which comes first, the
chicken or tne egs. 32g5s for eating today are not acquainted
with America's displace business man . « . the rooster. The

result, many happy producers and many frustrated hens. Con-
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surmers such es yourself have a law to insurc egg cuality in
Michigan. It's Act number one-hundred and fifteen passed in
1939. This Act conteins the results of your demand for qual-
ity control. As a consumer you can buy eggs, in combinations
of five sizes and four qualities. I am sure tnat you know
t:.at size rofers to the weight per dozen, while quality refers
to the condition of the yolk, the white, eand the size of the
air cell.

Getting tnis hign quality eggz from the hen to you is
a blg jobe You see, the hen lays eggs with holes . . « in the
shell that 1s. High temperature.and low humidity combine to
change the internal quelity raridly. 1he producer first puts
his egos in a storese room wherc he keeps the temperature be-
low 55 degrees and the humicdity above 75 percent.

Normally your friend the producer sells the eg:s to a
nandler who also has & storsze room. The handler employs pro-
fessional candlers « « « and machinery to help with his work.
Here your egg 1is graded, sized, and packaged for retaill sale.

When your store owner receives the eg3ss he dces his
very best to make sure you get & quaelity product.

By the way, did you know it's possible to bring you
naked e378? Yes, that's right, nesked eggs have that straight-
from-the-hen quality. They are sold in plastic contsainers,
winich are better than nature's package because they have no
holes.

When you walk out the door with your carton of eggs

e o« o Or package of naked e:3s « « « you can be sure you have
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a top-quelity product. Your friends have studied your wants
and have fulfilled them, now it's up to you. Because you
forgot to put your eges in the refrigerator wnen you got
home from the store could have caused your bundle of sunshine

not to cook or taste right this morning.
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INT REST oVALUATING SCALL

CARTAINLY YOU CAN HELP., Please take ten minutes to
read the attached 500-word stories. would you be interested
In them if presented over television as a straight talk?
Please indicate your interest in each story by placing an X
at the point on the line that corresponds to your interest.

This information 1s being used in in a study.

STORY #1. Very some o
interesting : : : : : : Interest

STCRY #2. Very some No
interesting : : : : ¢ interest

STCRY #3. Very some No
interesting : : : : : : interest

STORY #4. Very some No
interesting : : : : : : interest

STORY #5. Very some No
interesting : : : : : : Interest

Please check: Male female
Tear off this completed sheet and return it in the envelopse
provided. Then pass the remaining material along to one of

your collegues.

Thank you,
NPAC
Ward B

Wells MHall
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TACLE I

INTSREST RATINGS OF MaS3AGH GIVSN BY
SsLaCTwD GROUPS

’I

a Interest scale et b
izgggr showing nurber of persons Meéigzzd
la expressing interest

1 Very some no
interesting ¢ 11 : 4 : 7 : 2 : 1 : interest +22
2 Very some no
interesting : : 2 : 8 :6 :9 : interest -c2
3 Very some no
interssting ¢ 1 : 5 : 5 : 4 : 10 : interest =17
4 Very some no
interesting ¢+ 6 : 10 ¢+ 2 : 4 ¢ 3 : 1Interest +12
5 Very some no
interesting : : : ) : : interest =12

8Number 1 avout cost of raising children; number 2,
deiry feed costs; number 3, hog prices; number 4, elm bark
beetle; number 5, egas.

PThe scales were weight +2, +1, 0, -1, -2; from "very
Interesting" to "no interest" respectively.
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T PLEASE SIGN HERE 127

PLEASE READ THE INSTRUCTIONS

YOU ARE HELPING WITH AN EXPERIMENT, PLEASE DO YOUR BEST ON THE
PAGES THAT FOLLOW,

YOUR ASSIGNMENT IS TO PLACE THE ORIGINAL WORDS IN THE BLANKS THAT
ARE FOUND IN THE ARTICLE THAT FOLLOWS.

FOR EXAMPLE:

SOMEONE WILL WIN THE PRESIDENTIAL._______ THIS NOVEMBER.

IN THE BLANK YOU MIGHT WRITE ANY NUMBER OF WORDS. HOWEVER, ONLY
THREE WORDS MAKE SENSE, THESE ARE CAMPAIGN, RACE, AND ELECTION.
FOR THESE ONLY (FLECTTON)IS CORRECT,

WORDS ARE NOT TO BE PLACED ON THE DOTTED LINES,

NOW TURN THE PAGE AND ATTEMT TO PLACE THE CORRECT WORD IN EACH

OF THE BLANKS AS YOU THINK THE AUTHOR INTENDED.
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HELLO .... DID Youmarket _SOME HOGS THIS MORNING? IF YOU DID
WERE THEY IN THE TWO HUNDRED POUND RANGE? I HOPE NOT, FOR YOUR SAKE!
_becsause py FEEDING AN EXTRA THIRTY DAYS DURING THE_ months aprir,

THRU AUGUST, YOU INCREASE YOUR OPPORTUNITY FOR MORE.Profit _ BETTER

THAN TWO TO ONE. LET'S LOOK INTO THIS FACT.
WE BOTH REALIZE THAT THE MOST IMPORTANT THING WHENT81sing  mocs
IS THE NET RETURN FROM YOUR FEED, LABOR, AND INVESTMENT, BUT ..... HOW
approached
MANY TIMES IN THE PAST HAVE YOU .. . HOG MARKETING BY JUST GUESSING

THE WEIGHT OF YOUR HOGS AND THE DAY-TO-DAY DPrice _? AFRAID ..... AFRAID

answer

YOUR HOGS WON'T BRING THE TOP PRICE? NOW JUST KEEP THE ... TO YOUR=-
SELF, EACH OF US HAS THIS TROUBLE.
interested
I THINK YOU'LL BE oo IN EXTENSION BULLETIN THREE-TWENTY-ONE.

IT CONTAINS A.Study _ OF THE MARKET CONDITIONS FOR THE PAST TEN YEARS.
IT SHOWS THAT YOU CAN FEED TO..higher WEIGHTS AT A PROFIT TWO YEARS IN

THREE ...,.during THE PERIOD APRIL THRU AUGUST. AT LEAST THIS HAS BEEN

TRUE IN THE PAST TEN. ¥€4rs.._.. SOME OTHER INTERESTING INFORMATION IN IT
T0O, IN TABLES HELPING YOU TO MAKE declsions. . IN THE FUTURE.

OF COURSE, EACH OF YOU MAY HAVE A DIFFERENT SYSTEM OF.r&lsing

HOGS., BUT .e... UNLESS YOU ARE A BETTER FEEDER THAN MOST .... AT LEAST
e1ghty  PERCENT OF YOUR TOTAL COSTS ARE FEED. HAVE YOU FIGURED FEED

costs LATELY OR DO YOU FARM BY THE SEAT OF YOUR PANTS? KNOWING YOUR

FEED COST, IS THE FIRST STEP IN..declding _ WHETHER OR NOT TO FEED LONGER.

AND IF YOU DON'T HAVE GOOD RECORDS THE HARDEST.
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costs
TAKE YOUR FEED PER POUND AND MULT1PLY BY THE PRESENT

WEIGHT OF YOUR HOGS. ALSO.™S1%1PLY prpspnr weTGHT BY MARKET PRICE,
which _ you kNOW IS REPGRTED DAILY, SUBTRACT AND YOU KNOW YOUR
IMMEDIATE .PTofit |

THEN YOU HAVE THE PROBLEM OF DETERMINING YOUR PROFITS THIRTY DAYS
FROM NOW. OF-.CQUTS® yE ARE ALL BETTER THAN AVERAGE FEEDERS BUT AN
AVERAGE feeder  yILL NEED FOUR AND ONE-HALF BUSHELS OF CORN TO FEED

ONE HOG THIRTY DAYS, FOR FIFTY . Pounds OF GAIN. YOUR FEED COSTS FOR

THIS EXTRA FIFTY POUNDS IsimMPOTteant = qup BRPTER YOUR RECORDS, AND THE
MORE YOU KNOW ABOUT FIGURING YOUR COSTS, THE LESS RISK YOU TAKE IN
holding YOUR HOGS THAT EXTRA THIRTY DAYS.

THERE ARE MANY THINGS TO.CSOnS1der N MAKING A MARKETING DECISION ...

TIME OF YEAR HOGS ARE READY To.market = FEED SUPPLIES ON HAND, MEAT

OR LARD TYPE HOG BEING FED, THE CURRENT TREND IN HOG Prices - GOING

UP OR DOWN - AND MANY OTHER FACTORS.

INSTEAD OF .gues8.81ng ABOUT WHAT TO DO, SEND FOR A COPY OF THE
BULLETIN I MENTIONED A MOMENT AGO.

BUT ONE..thing.... FURTHER BEFORE LEAVING TODAY .,.. EiCH YEAR FOR
THE PAST TEN..years.....IT HAS BEEN PROFITABLE TO FEED HOGS AN EXTRA

THIRTY DAYS FROM JUNE FIFTEENTH TO JULY .fifteenth 1

THINK ABOUT MARKETING YOUR HOGS, THEIR..CQS8%LS ____ TO YOU, THE NET

decisions
DOLLARS YOU CAN MAKE BY FEEDING LONGER. OF COURSE THE ... ARE YOURS

eeesees BUT ssvoeee SO ARE THE DOLLARSI

THANK YOU AND GOOD DAY cevesvces
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TELEVISION PROGRAM.

NOW ABOUT YOURSELF

AGE YEARS oo
sex [ 0
MALE FEMALE

EDUCATION YEARS (CIRCLE ONE)

l; 2, 3, "": 5, ’3, T, 8)
GRADE SCHOOL
9, 10, 11, 12,
HIGH SCHOOL

LY

13,

1, 15,
COLLEGE

YOU WILL NOW BE SHOWN A KINESCOPE RECORDING, THAT IS, A RECORDED

PLEASE GIVE YOUR ATTENTION TO THE SPEAKER.

130

16,
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PLFASE SIGN HERE

YOU HAVE JUST HEARD THE SPEAKER PRESENT THE ARTICLE
THAT YOU READ A FEW MCMENTS AGO. WILL YOU PLEASE FILL THE

CORRECT WORD IN THE CORRECT BLANK AGAIN.
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HELLO .... DID you ™&rket  soum HOGS THIS MORNING? IF YOU DID

WERE THEY IN THE TWO HUNDRED POUND RANGE? I HOPE NOT, FOR YOUR SAKEI

THRU AUGUST, YOU INCREASE YOUR OPPORTUNITY FOR MORE.PRrofit BETTER

THAN TWO TO ONE. LET'S LOOK INTO THTS FACT.

WE BOTH REALIZE THAT THE MOST IMPORTANT THING WHEN.I21SINg  pogs
IS THE NET RETURN FROM YOUR FEED, LABOR, AND INVESTMENT, BUT ..... HOW
MANY TIMES IN THE PAST HAVE Youaﬁ)fffff.l %0c MARKETING BY JUST GUESSING
THE WEIGHT OF YOUR HOGS AND THE DAY-TO-DAY..RT1C® 2 AFRAID ..... AFRAID
YOUR HOGS WON'T BRING THE TOP PRICE? NOW JUST KEEP THE .8SWeT_  _ TO YOUR-
SELF, EACH OF US HAS THIS TROUBLE.

I THINK YOU'LL BE-CoP®S @4y FYTENSION BULLETIN THREE-TWENTY-ONE.
IT CONTAINS A.StUdy . OF THE MARKET CONDITIONS FOR THE PAST TEN YEARS.
IT SHOWS THAT YOU CAN FEED To.higheT WEIGHTS AT A PROFIT TWO YEARS IN

THREE ...,.during THE PERIOD APRIL THRU AUGUST. AT LEAST THIS HAS BEEN

TRUE IN THE PAST TEN .. YS8IS._, SOME OTHER INTERESTING INFORMATION IN IT
TOO, IN TABLES HELPING YOU TO MAKE .decisions. IN THE FUTURE.

OF COURSE, EACH OF YOU MAY HAVE A DIFFERENT SYSTEM OF..xalsins....
HOGs, BUT ..... UNLESS YOU ARE A BEITER FEEDER THAN MOST .... AT LEAST
~Q31pchty _ PERCENT OF YOUR TOTAL COSTS ARE FEED, HAVE YOU FIGURED FEED
~—-C08tsS .. IATELY OR DO YOU FARM BY THE SEAT OF YOUR PANTS? KNOWING YOUR
FEED COST, IS THE FIRST STEP IN..decidlnc. ... .WHETHER OR NOT TO FEED LONGER.

AND IF YOU DON'T HAVE GOOD RECORDS THE HARDEST.
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TAKE YOUR FEED.SOStS PER POUND AND MULT1PLY BY THE PRESENT

WEIGHT OF YOUR HOGS. ALSO™U1tiPlY prpspnt WEIGHT BY MARKET PRICE,
_Which yoy xNOW IS REPCRTED DAILY, SUBTRACT AND YOU KNOW YOUR
IMMEDIATE .PTOfit |

THEN YOU HAVE THE PROBLEM OF DETERMINING YOUR PROFITS THIRTY DAYS
FROM NOW, OF..CO9YI'S® VWE ARE ALL BETTER THAN AVERAGE FEEDERS BUT AN
AVERAGE ..feeder _  yILL NEED FOUR AND ONE-HALF BUSHELS OF CORN TO FEED
ONE HOG THIRTY DAYS, FOR FIFTY. Pounds oF GAIN. YOUR FEED COSTS FOR
THIS EXTRA FIFTY POUNDS Isimportant . oHE BETTER YOUR RECORDS, AND THE
MORE YOU KNOW ABOUT FIGURING YOUR COSTS, THE LESS RISK YOU TAKE IN
holding YOUR HOGS THAT EXTRA THIRTY DAYS,

THERE ARE MANY THINGS To.consider IN MAKING A MARKETING DECISION ...

TIME OF YEAR HOGS ARE READY TO.markebt . .5 FEED SUPPLIES ON HAND, MEAT

OR LARD TYPE HOG BEING FED, THE CURRENT TREND IN HOG..prices - GOING

UP OR DOWN - AND MANY OTHER FACTORS.

INSTEAD CF gu€S830g ABOUT WHAT TO DO, SEND FOR A COPY OF THE
BULLETIN I MENTIONED A MOMENT AGO.

BUT ONE...thing.... FURTHER BEFORE LEAVING TODAY .... EACH YEAR FOR
THE PAST TEN..YQALS .. IT HAS BEEN PROFITABLE TO FEED HOGS AN EXTRA
THIRTY DAYS FROM JUNE FIFTEENTH TO JULY ..f1lfteenth. !

THINK ABOUT MARKETING YOUR HOGS, THEIR ...GQSES...... TO YOU, THE NET
DOLLARS YOU CAN MAKE BY FEEDING LONGER. OF COURSE THES®C1S1ON8pm yours
eeecses BUT vuyuees SO ARE THE DOLLARS!

THANK YOU AND GOOD DAY seeesvens
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INSTRUCTIONS
ON THE NEXT PAGE YOU WILL FIND A SET OF SCALES THAT LOOK LIKE THIS:

RICH: s __._¢ H : : : +POOR

WE WOULD LIKE FOR YOU TO EXPRESS YOURSELF ABOUT THE IMPRESSIONS THIS
SPEAKER HAS MADE, THE SCALES YOU WILL USE ARE DESIGNED TO REPRESENT THE
DIRECTION AND INTENSITY OF THESE IMPRESSIONS, FOR EXAMPLE:

YOU MAY THINK PROFESSORS ARE "RICH", THEN MARK LIKE THIS:

RICH: X : H : H : : tPOOR

woevarasess .wun-

OR YOU MAY THINK THAT PROFESSORS ARE "POOR", THEN MARK LIKE THIS:
RICH:. ¢ ..t .t .t b2 % tPOOR
OR YOU MAY THINK THAT PROFESSORS HAVE A BETTER THAN AVERAGE INCOME
BUT ARE NOT "RICH", THEN MARK LIKE THIS:
RICH: .. e s X ¢ s s __ . ___SPOOR

PLEASE MARK EACH SCALE WITH YOUR IMPRESSIONS OF THE SPEAKER A4S AN

INVIVIDUAL, DO NOT CONSIDER THE SUBJECT MATTER OR DELIVERY.

PLEASE USE CARE IN READING EACH OF THE SCALES AND PLACING YOUR MARK
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HOG SPEAKER

PLEASANT:._...$ : : : : : tUNPLEASANT

O rreren: @ verncrcene® irrnerion @ e @ s @ i @

SLOW S S e S e S S 8 8 SFAST

STRONG s__.$....¢ 8 8 SWEBAK

GOOD LR DU S | H L ¢RAD

ACTIVE s ... o 3. 8. tPASSIVE

DELICATE: : : : S e

O iveemrts @ e O e, @ iereeens

.. SRUGGED

FRIENDLY: ___: - : : H :UNFRIENDLY

(RN vy e .
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PLEASE READ THE INSTRUCTIONS

YOU ARE HELPING WITH AN EXPERIMENT. PLEASE DO YOUR BEST ON THE
PAGES THAT FOLLOV,

YOUR ASSIGNMENT IS TO PLACE THE ORIGINAL WORDS IN THE BLANKS THAT
ARE FOUND IN THE ARTICLE THAT FOLLOWS,

FOR EXAMPLE:

SOMEONE WILL WIN THE PRESIDENTIAL ... THIS NOVEMBER,

IN THE BLANK YOU MIGHT WRITE ANY NUMBER OF WORDS. HOWEVER, ONLY
THREE WORDS MAKE SENSE, THESE ARE CAMPAIGN, RACE, AND ELECTION.

FOR THESE ONLY ELECTION IS5 CORRECT,

WORDS ARE NOT TO BE PLACED ON THE DOTTED LINES,
NOW TURN THE PAGE AND ATTEMT TO PLACE THE CORRECT WORD IN EACH

OF THE BLANKS AS YOU THINK THE AUTHOR INTENDED.
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HELLO ..... AS YOU WERE _milking oyrs MORNING DID PROFITS ENTER

YOUR MIND ..... OR WERE YOU TOO BUSY FEEDING high-pricedrreps? aAs A

DAIRYMAN, I'M SURE, YOU'RE INTERESTED IN..Rrofits _ . TH.T OLD cow OF

YOURS AT THE END OF THE STRING «....o SHE'S A MEMBER OF THE FAMILY, ISN'T
SHE? BUT COULDN'T YOU TREAT HER BETTER? MAYBE IF YOU FED HER BETTER,

those PROFITS YOU WERE WORRVING ABOUT WOULD..increase .,

JUST RECENTLY, A STUDY WAS COMPLETED AT MICHIGAN..State UNIVER-

SITY THAT SHOWS THE AVERAGE MICHIGAN.d8iry _FARMER CAN REDUCE HIS FEED
COSTS PER ONE HUNDRED .pounds OF MILK, A5 MUCH AS TWENTY-FIVE PERCENT.
HOW? SIMPLY BY IMPROVING _forage _ QUALITY.

THE REALLY GOOD PART .:BOUT THIS FINDING IS THAT YOU CAN DO _something
ABOUT IT, JUST TAKE THREE FACTORS WHICH YOU._control .....FORAGE STANDS
esseees CUITING D/iTE .....HARVESTING AND_storege ., IMPROVE THESE AND
IMPROVE YOUR PROFITS,

AS A ..group..._.., DAIRYMEN HAVE DONE LITTLE ABOUT FORAGE quality. ..
MOST OF THEM KNOW WHAT TO DO, BUT DON'T DO IT, THEY SHOULD TEST SOIL,
LIME AND FERTILIZE WELL AND USE ADAPTED VARIETIES. FOR MANY.dairy.......
FARMERS, JUST GETTING A GOOD STAND FOR THE FIRST YEAR Is difficul} pur
YOU, BEING BETTER THAN AVERAGE, HAVE TRoupLE' 2 R08InIN€ .y mycrrrmwr

B T a——

STAND. OUR STUDY SHOWS THAT IF YOU WILL tOPdress yOUR FORAGE EACH SPRING

AND NOT PASTURE DURING THE __ month OF SEPTEMBER YOU CAN EXTEND THE LIFE

OF AN EXCELLENT STAND . three , FOUR, OR EVEN FIVE YEARS.
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I'M SURE YOU KNOW THAT EXCELLENT FORAGE STANDS ARE ONLY THE START,
YOU CAN CUT AT THE WTOng  TIME AND LOSE PLENTY, CUTTING BY THE CALEN-
DAR IS A GOOD RULE OF THUMB. TRY TO CUT ALl forage  ~ BrFORE JUNE
TWENTIETH. THIS IS CONSIDERED EARLY CUT, ,ND .8lW&yS  _ CONTAINS THE
HIGHEST AMOUNT OF PROTEINS, doesn't = MAKE A LOT OF DIFFERENCE IF IT'S
HAY OR SILAGE, BUT CUT EARLY AND PROFIT.

THIS .8tudy. . .HAS FOUND NO REALLY NEW HARVESTING METHOD ...... BUT,
THEY DID. discover SOMETHING ABOUT THIS PROBLEM OF JUNE RAINS. TO Treduce
THE RISK MAKING SILAGE IS A GOOD PRACTICE, THEY SAY., THOSE WHO MADE THE
8tudy... SUGGEST YOU USE CARE AND TRY NOT TO HAVE YOUR SILAGE STORED
WITH A MOISTURE copbent.  HIGHER THAN SIXTY-EIGHT PERCENT, IT MAKES A

higher .. QUALITY PRODUCT.

OF COURSE, IF YOU DON'T HAVE SILAGE __space . ., YOU HAVE TO MAKE
HiY. THE BARN DRIERS WILL PRESERVE MORE PROTEIN FOR YOU IN HAY THAN &NY
OTHER method ... . BARM DRIERS HELP YOU TO PRODUCE A PRODUCT WHICH THE

weather CANNOT EQUAL.

YOU'LL BE AMAZED AT THE PTOfilt YOU CAN MAKE BY PRODUCING EXCELLENT
FORAGE STANDS AND through BETTER HARVESTING AND STORAGE. MAY BE YOUR
share  OF THE EIGHT MILLION DOLIARS SPENT FOR Protein 1y MICHIGAN
EACH YEAR WOULD GIVE THE SIFE .\ NEW HAT, PAINT THE HOUSE, AND IELP PAY
THE mortgase. . ececossoe

THANK YOU AND GOOD DAY,
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PLEASE SIGN HERE

PLEASE READ THE INSTRUCTIONS

YOU HAVE JUST HEARD THE SPEAKER PRESENT THE ARTICLE
THAT YOU READ A FEW MOMENTS AGO., WILL YOU PLEASE FILL THE

CORRECT WORD IN THE CORRECT BLANK AGAIN,
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HELLO ..... AS YOU WERE .milking THIS MORNING DID PROFITS ENTER

YOUR MIND ..... OR WERE YOU TOO BUSY FEEDING .high-pricedFEEDS? AS A
DAIRYMAN, I'M SURE, YOU'RE INTFRESTED IN.profits.._.. THAT OLD COW OF
YOURS AT THE END OF THE STRING ..... SHE'S A MEMBER OF THE FAMILY, ISN'T

SHE? BUT COULDN'T YOU TREAT HER BETTER? MAYBE IF YOU FED HER BETTER,

those PROFITS YOU WERE WORRYING ABOUT WOULD.lncrease

JUST RECENTLY, A STUDY WAS COMPLETED AT MICHIGAN..State UNIVER-
SITY THAT SHOWS THE AVERAGE MICHIGAN.48iry FARMER CAN REDUCE HIS FEED

COSTS PER ONE HUNDRED .pounds OF MILK, AS MUCH AS TWENTY-FIVE PERCENT.

HOW? SIMPLY BY IMPROVING _forage  QUALITY.

verrvees ememsseeroone!

ABOUT IT, JUST TAKE THREE FACTORS WHICH You control .....FORAGE STANDS
essesee CUITING DATE .....HARVESTING AND.Storagze, IMPROVE THESE AND

IMPROVE YOUR PROFITS,

AS A _group , DAIRYMEN HAVE DONE LITTLE ABOUT FORAGE Quality...
MOST OF THEM KNOW WHAT TO DO, BUT DON'T DO IT. THEY SHOULD TEST SOIL,
LIME AND FERTILIZE WELL AND USE ADAPTED VARIETIES., FOR MANY..dairy.....
FARMERS, JUST GETTING A GOOD STAND FOR THE FIRST YEAR IS diffigult BUT
YOU, BEING BETTER THAN AVERAGE, HAVE rouBLE" 128 AI0ING v enrrrNT

STAND. OUR STUDY SHOWS THAT IF YOU WILL topdress YOUR FORAGE EACH SPRING

AND NOT PASTURE DURING THE __month OF SEPTEMBER YOU CAN EXTEND THE LIFE

OF AN EXCELLENT STAND. _three , FOUR, OR EVEN FIVE YEARS.
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I'i SURE YOU KNOW THAT EXCELLENT FORAGE STAINDS ARE ONLY THE START,
YOU C.AN CUT AT THE _Wrong —— TIME AND LOSE PLENTY, CUITING BY THE CALEN-
DAR IS A GOOD RULE OF THUMB. TRY TO CUT sLL forage  — BFFORE JUNE

TWENTIETH., THIS IS CONSIDERED EARLY CUT, 4AND always CONTAINS THE

HIGHEST /AMOUNT OF PROTEINS, doesn't = MiKE A LOT OF DIFFERENCE IF IT'S
HAY OR SILAGE, BUT CUT EARLY AND PROFIT.
THIS ..study. ... .HAS FOUND NO REALLY NEW H'RVESTING METHOD .....s BUT,

THEY DID. .g¢iscover SCUETHING ABOUT THIS PROBLEM OF JUNE RAINS, TO .reduce .

THE RISK MAKING SILAGE IS i GOOD PRACTICE, THEY SAY, THOSE WHO MADE THE
-8tudy.... SUGGEST YOU USE CARE AND TRY NOT TO HAVE YOUR SILAGE STORED
WITH A MOISTURE content.  HIGHER THAN SIXTY-EIGHT PERCENT. IT MAKES A
~higher. ... QU/LITY PRODUCT.
OF COURSE, IF YOU DON'T HAVE SILAGE . space...., YOU HAVE TO MAKE
HAY, THE BARN DRIERS WILL PRESERVE MORE PROTEIN FOR YOU IN HAY THAN aANY
OTHER .method.... . B.RM DRIERS HELP YOU TO PRODUCE A PRODUCT WIICH THE
Weather . CANNOT EQUAL,
SOME DAY, IN THE NOT TOO DISTANT FUTURE, You dairymen . mD
OTHER FEEDERS MAY HAVE THE USE OF LABORATORIES TO TEST THE NUTRIENT
.Malue_ . OF YOUR FEEDS, WHEN THIS HAPPENS, YOU CAN BE SURE YOUR GOOD
QUALITY FORAGES /ARE providing YOU 4ALL OF THE PROTEIN YOUR LIVFSTOCK NEED.,
YOU'LL BE AMAZED AT THE preofit . . YOU CAN M.KE BY PRODUCING EXCELLENT
FORAGE STANDS AND through_ BETTER HARVESTING AND STORAGE. MAY BE YOUR
Share OF THE EIGHT MILLION DOLLARS SPENT FOR protein _ IN MICHIGAN
EACH YEAR WOULD GIVE THE SIFE .\ NEW HAT, PAINT THE HOUSE, AND HELP PAY
THE mortgage. . .ecececene
THANK YOU AND GOOD DAY,
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INSTRUCTIONS
ON THE NEXT PAGE YOU WILL FIND A SET OF SCALES THAT LOOK LIKE THIS:

RICH: ¢ . % % o 8 bt . SPOCR
WE WOULD LIKE FOR YOU TO EXPRESS YOURSELF ABOUT THE IMPRESSIONS THIS
SPEAKER HAS MADE, THE SCAILES YOU WILL USE ARE DESIGNED TO REPRESENT THE

DIRECTION AND INTENSITY OF THESE IMPRESSIONS, FOR EXAMPLE:
YOU MAY THINK PROFESSORS ARE "RICH", THEN MARK LIKE THIS:
RICH: X . ¢ . ¢ . .% . t._.%_..POOR
OR YOU MAY THINK THAT PROFESSORS ARE "POOR", THEN MARK LIKE THIS:
RICH: . % bbb 8. 8 X tPOOR
OR YOU MAY THINK THAT PROFESSORS HAVE A BETTER THAN AVERAGE INCOME
BUT ARE NOT "RICH", THEN MARK LIKE THIS:
RICH: .. ¢ ¢ X s . ¢ ¢t ...t __tPOOR
PLEASE MARK EACH SCALE- WITH YOUR IMPRESSIONS OF THE SPEAKER A4S AN

INVIVIDUAL, DO NCT CONSIDER THE SUBJECT MATTER OR DELIVERY.

PLEASE USE CARE IN READING EACH OF THE SCALES AND PLACING YCUR MARK

Ve
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D.IRY SPCAF R

UNFRI ZDLY: : : : : : :-_, FLIIDLY
LUGG T : H : s H : : ¢ ELICATE
PASSIVE 3 : : : : : : tACTIVE
Bal : : : : : : : ¢GOOD

ESRY : : : s H : : ¢ ST..ONG
F.uST : s : H : : : : SLOY
UNSL LWS0NT s : H H : H H ¢ 2L SanT

C..CK ONLY ONE BOX %H3LOJ:
JPICH Suliusk DO YOU T.INK IS 4 COL™ TiIRZi SONAL LW IVIDUAL?

ING ST .4k OnXKY SRIaKER

THANK YOU T'OR YOUk CZOOF i1 aTION
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TABLE III

DIFFSROIICLS IN LaARNING FrRODUCLD BY COXMNUKICATORS t

Hog Message Deiry Message
Communi- Communi- p
cator 1 2 3 4 catcr 1 2 3 4 i
1 b4 - 3.888 2,02 1 X 1.70 - -
2 b4 3.93 2.28 2 b4 2.06 1,75
3 b 4 -—- 3 X -
4 b4 4 X

8L.F. = 40; t 1.65 significant .10 level; t 2.33
significant .01 level,
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TAELZ IV

CCRRZLATION INDIVIDUAL AUDILICZ LIOARIWING AWD oVALUATIVE
ATTITUDE 3C0nrE5: HOG AND DAIRY LIL3SAGE

Audience Communicator
1 2 3 4

Hog Message

College A B C D
-943 -.26 +.24 -.03

High School a b c d
+.21 -.02 +.10 -e33

Dsiry lNessage

College A B C D
+013 -.08 -.08 -.Ol
High School a b c d

+032 ‘008 +013 -‘O8
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