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I. Introduction 

Recent Trends in European Media Psychology 

Tom van der Voort & Peter Winterhoff-Spurk 

1. Introduction 

This book contains most of the papers presented at the three-day workshop 
"Psychology of Media in Europe," which was held in Otzenhausen, Germany, 
May 21-23, 1995. The Otzenhausen conference was the third, biennial meeting of 
European media psychologists. 

In July 1991, the first meeting was held at a symposium conducted at the 2nd 
European Congress of Psychology in Budapest. One of the conclusions reached at 
this symposium was that judging by the growing number of chairs established in 
media psychology as well as by the availability of introductory textbooks and a 
scientific journal devoted to this field of study (Medienpsychologie), media 
psychology had developed into a relatively autonomous branch of psychology, 
especially in the former Federal Republic of Germany. The second conclusion was 
that it was advisable to strengthen the ties between European researchers who are 
active in this new field of enquiry. In addition, the need was felt to exchange 
information about the state of the art of media-psychological research in various 
European countries. 

Therefore, one goal of the second meeting of European media psychologists 
was to make an inventory of the media-psychological research conducted in 
Europe. The meeting was held at the beautiful conference site of the Werner
Reimers-Stiftung in Bad Homburg, from March 15 to 17, 1993. As indicated by 
the title of the workshop, "Psychology of Media in Europe: The State of the Art, 
Perspectives for the Future," the second goal of the workshop was to open up new 
perspectives for media-psychological research in Europe. More specifically, the 
aim was to promote cooperative research at a European level. As appears from the 
published proceedings of this workshop (Winterhoff-Spurk, 1995), however, little 
attention was paid to the workshop'S second goal. The vast majority of the papers 
gave an overview of the research done in particular countries or research institutes 
in Europe. 

The organizers of the third meeting of European media psychologists - the 
workshop that in the end would be held in Otzenhausen - proposed to shift 
emphasis to cooperative and comparative research at the European level. Efforts 
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used to bring about European cooperation, however, easily go wrong, as the 
organizers of the Otzenhausen conference have found to their cost. After the 
successful meeting in Bad Homburg, they submitted a proposal for another 
meeting to be held at the Werner-Reimers conference site, which was approved by 
the proposal review committee by the end of 1993. While preparations for the 
workshop were well under way, however, we received a second letter announcing 
that due to financial deficits, the grant awarded had to be reversed. Fortunately, in 
the summer of 1994, the European Academy of Otzenhausen expressed its 
willingness to host the workshop at its Europiiisches Bildungs Zentrum, a highly 
attractive conference site beautifully situated in Saarland's wooded hills. 

Given the aims of the workshop together with the great number of member 
states of the European Union involved, the European Commission seemed to be 
the most eligible agency for providing the necessary funds for traveling expenses. 
The likelihood of obtaining EC funds was explored with the kind assistance of the 
Saarliindische Landesvertretung at Brussels, who informed us that a grant 
proposal would stand an excellent chance of being adopted. An application for an 
EC sponsorship grant was submitted to the Directorate General XII for Science, 
Research, and Development in January 1995. Although the application received a 
favorable review, the funds asked for were not awarded. In anticipation of a 
change of leadership of the Directorate that was to take effect in June 1995, the 
incumbent head of the Directorate decided to put all applications in cold storage. 
So again, it was highly questionable whether the workshop, which was announced 
to take place in May, could be held. At the very last moment, however, the 
workshop was saved by a generous grant awarded by the Europa-Sti/tung of the 
ASKO alliance as well as by additional grants awarded by the Medienpsycho
logisches Forschungsinstitut des Saarlandes (MEFIS e.V.), the Ministry of 
Education, Science and Culture of Saarland, and the Center for Child and Media 
Studies at Leiden University. 

The Otzenhausen workshop was attended by more than 20 media 
psychologists from various European countries, including Austria, Belgium, 
France, Germany, Great Britain, Ireland, the Netherlands, Spain, and 
Switzerland. The program for this meeting again left room for overviews of the 
research conducted in a particular country or institute, provided of course that 
such an overview had not already been presented at an earlier meeting. However, 
as indicated by the title of the workshop, "Psychology of Media in Europe: The 
State of the Art, and Perspectives for Cooperative, Comparative Research at the 
European Level," it was specifically intended to smooth the way for cooperative 
research projects involving researchers from two or more European countries. In 
addition to "state-of-the-art" papers, the program therefore left ample room for 
papers describing the design and results of a concrete media-psychological 
research project that was thought to be capable of provoking related work in other 
European countries. Especially welcome were papers presenting concrete 
proposals for comparative, cross-national research at the European level. 
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2. Structure and Contents of this Volume 

Most of the papers included in this volume are revised versions of the papers 
presented at the workshop. In some cases, however, participants chose to submit a 
fresh paper. We have placed the chapters under four headings: (a) media 
appreciation and use; (b) aggressive and emotional reactions; (c) language 
acquisition and school performance; and (d) contemplative contributions. 

2.1 MediaAppreciation and Use 

The chapters in the first section focus on media users, including audience 
perceptions of media content. Two chapters report on research projects on 
audience perceptions of specific types of television programs, and of favorite 
television characters, respectively. A third chapter critically discusses audience 
theory and research, and presents a new, comparative study of media use on the 
part of children and young people. The final chapter examines how media 
psychology may contribute to the design of user-friendly computers. 

Gunter reports on a multi-stage research project on audience perceptions of 
soap operas. The project was aimed at the identification and assessment of the 
quality standards that, from the audience perspective, soap operas should satisfy. 
The defining attributes of soaps of good quality were established in a qualitative 
study. While watching episodes from soap operas, small groups of viewers 
indicated continuously on an electronic handset, which was linked to a computer, 
how much they were enjoying what they saw. Mter the program had finished, 
group discussions took place in which elements of what had just been viewed and 
rated were examined in detail. A content analysis of the arguments expressed in 
these discussions resulted in a list of eight types of quality standards as well as a 
set of eight evaluative scales designed to assess the extent to which, in viewers' 
eyes, individual soap operas conform to each individual standard. In a number of 
quantitative surveys, scores on some of these scales (e.g., Tension and Drama, and 
Technical Professionalism) proved to be predictive of past viewing of soap operas. 
However, high scores on any of the eight scales predicted an increased likelihood 
of future watching of the soap in question. 

Gleich reports on a German study of audience perceptions of favorite 
television characters. In particular, the study focused on the frequency with which 
viewers respond to television characters in much the same manner that people 
react to real-life persons, a phenomenon named parasocial interaction. 
Questionnaire data were collected by means of a German version of the Parasocial 
Interaction Scale. Results indicated that many viewers do experience an almost 
concrete friendship with their favorite television characters. However, the reported 
frequency of audience reactions that give evidence of genuinely parasocial 
behavior (e.g., talking back to people on the screen) was not very substantial. 

In Livingstone's critique of audience analysis, a plea is made for 
interdisciplinary audience research that investigates the relations between users 
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and media at several different levels, ranging from the micro level of individual 
preferences and choice to the macro level of ideology and culture. From 
Livingstone's perspective, the media psychologist, or rather the social psychologist 
should focus on social and domestic contexts of media use. In relation to children 
and media, psychologists should not simply construe the child as having an 
individual relation to the media, making personal decisions as to acquisition, use, 
organization of time, and so forth, but must also emphasize the child's location in 
a family context with cultural, social, and material parameters. This insight will 
be applied to a large-scale study of children and young people's involvement with 
old and new media, entitled "Children, Young People and the Television Screen," 
a cross-national project which has just begun. 

In his analysis of the role media psychology can play in the design of user
friendly computers, Mangold argues in favor of a communication-oriented 
analysis of user-software interaction, which is not confined to the final results of 
man-machine interactions but also examines the interaction process itself, that is, 
the temporary and transient cognitive and emotional states of users when engaged 
in interacting with a software system. Mangold describes a laboratory setting at 
Saarbriicken University that permits a detailed assessment of user-software 
interactions, including measurements of the user's cognitions (by means of an 
analysis of thinking-aloud protocols), visual attention (via eye-movement regis
trations), and affective reactions (by means of psychophysiological measures). 

2.2 Aggressive and Emotional Reactions 

The chapters in the second section examine viewers' aggressive and emotional 
responses to products of screen media. The first two chapters focus on possible 
short and longer-term effects of exposure to horror-filled movies and video games, 
and of horror-filled television news stories, respectively. The third chapter 
examines how viewers cope with threatening television reports, and the last 
chapter makes an inventory of recent German research on the socia-emotional 
dimension in the use of various screen media. 

The chapter by van der Voort and Beentjes was inspired by the appearance of 
Faces of Death, a video series that provides a compilation of over 200 allegedly 
authentic video registrations of murders, fatal accidents, and other occurrences 
related to death. The authors argue that the appearance of this video series does 
not stand alone but is part of a broader trend characterized by a hardening and 
increase in realism of violent portrayals in movies, video films, video games, and 
to a lesser degree, in television. On the basis of knowledge gained from research 
on the impact of mild portrayals of violence, an estimate was made of the effects 
extremely violent audiovisual media products could have on young people's 
emotional reactions and aggressive behavior, a field of enquiry that is still in its 
infancy. According to van der Voort and Beentjes, the authentic violence shown 
in Faces of Death is less likely to elicit aggression and desensitation effects than 
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ultraviolent movies and video games, mainly because the video series does not 
justify or romanticize the use of violence in any way. 

In his discussion of the cultivation effects of horror-filled television newscasts, 
Winterhoff-Spurk also argues that there is a tendency to represent violent 
portrayals in increasingly graphic and realistic forms. The paper discusses a 
proposal for a research project, entitled "Violence in TV News: The Cultivation of 
Emotions," which is intended to extend and adjust Gerbner's cultivation theory. 
The project is designed to investigate short-term responses in a laboratory setting 
which allows a micro-level analysis of visual attention, thoughts, and feelings of 
viewers who are engaged in watching extremely violent news images. Additional 
questionnaire data are to shed light on both the reasons that cause viewers to 
watch newscasts and possible long-term effects. The author expects to find that 
viewers of television news can be divided into information seekers (who want to 
be informed) and entertainment seekers (who want to be entertained). Hypotheses 
are that relative to entertainment seekers, information seekers are more likely to 
take effort to avoid watching extremely violent news pictures, to strive for a 
medium rather than a maximum level of arousal, and to show interest in political 
affairs, but are less likely to show signs of habituation in case of repeated exposure 
to violent scenes. 

Vitouch makes a passionate plea in favor of the use of psychophysiological 
measures (as opposed to self-report measures) in research on emotional reactions 
to television pictures. He adds weight to his arguments by presenting some results 
of a cross-national study that did collect the type of data recommended. This study 
was designed to uncover, among other things, differences in emotional reactions 
between Austrian and Slovak viewers of anxiety-inducing television reports on 
nuclear power plants. Results indicated, for example, that Austrian viewers were 
more easily emotionally aroused by news reports on the environmental hazards 
attached to nuclear power plants than were Slovakians, whereas the reverse was 
true for news reports on the misinformation the Soviet authorities provided during 
the Chernobyl disaster. 

Bente and Vorderer give an overview of recent German studies that were 
presented at a media psychology conference entitled "The Socio-Emotional 
Dimension in the Use of Screen Media," which was held in Cologne in April 
1995. The studies dealt with various screen media, including television, film, 
personal computers, and video games, focused on different psychological 
variables, and used different methods of measurement. To bring some order in 
these widely divergent studies, the authors identify three different theoretical 
perspectives: (a) emotion as related to cognition; (b) emotion as a motivational 
factor; and (c) emotion as a quality of social interaction. They argue that 
parasocial interaction is a key concept for future research on the emotional 
component of the use of screen media. 
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2.3 Language Acquisition and School Performance 

Two chapters in this section examine the role media play in the acquisition of a 
foreign language; the third chapter is devoted to the impact of the use of 
background media on homework performance. 

On German, French, Spanish, and Italian media screens, Tom Cruise has the 
curious habit of speaking the language of the local population, whereas viewers 
residing in smaller European countries usually watch subtitled foreign films that 
enable them to hear Tom Cruise speaking plain English, and to read his 
utterances in their native language at the same time. In a series of experimental 
studies, d'Ydewalle and Pavakanun have demonstrated that the availability of both 
the foreign language and the viewer's native language in subtitled films can 
facilitate the acquisition of the foreign language. In the experimental study they 
present in this book, the authors expected to find that there is less foreign 
language acquisition when the foreign and native language are widely different, a 
prediction that did not hold. Nor was it found that foreign language acquisition 
was related to the viewer's level of acquaintance with the foreign culture depicted 
in the film. However, in agreement with prior studies, the study did show that 
watching subtitled foreign films can facilitate foreign language acquisition, not 
only in the case of standard subtitling but also, and to an even larger extent, in the 
case of reversed subtitling (i.e., the mother language is in the sound track and the 
foreign language in the subtitles). 

As argued by Hasebrink, Berns, and Skinner, however, the favorable effects 
media may have on foreign language acquisition need not be confined to subtitled 
foreign films. In their pilot study of young people's contact with, acquisition of, 
use of, and attitudes regarding English, German 15- to 16-year-olds estimated that 
they owed about 20% of their knowledge of English to media contact, whereas the 
remaining 80% was thought to result from schooling and other sources. The 
actual contribution of media contact to the students' self reported proficiency in 
English was found to be rather limited. However, a more objective proficiency 
measure will be employed in the definitive research project, which is meant to 
take place in several European countries. The pilot study suggests that in 
countries where films are dubbed, English language pop music may be the most 
important media source of young people's knowledge of English. Aside from their 
English teacher, the German youngsters cited music recordings (90%) and music 
on the radio (88%) as their main sources of contact with the English language. 

According to Beentjes and van der Voort, students' use of foreign and native 
media offerings may also hinder young people's learning, especially when they 
combine doing homework with the use of background media. In their study of the 
use of background media and its perceived effects, most of the Dutch 14- to 16-
year-aIds surveyed (64%) said that they often or even always played background 
music, especially pop music, when doing written assignments. To a lesser extent, 
they said to combine background music with learning assignments (27% regular 
users), whereas combinations of background television with written assignments 
(20% regular users) and learning assignments (8% regular users) were of 
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relatively rare occurrence. Although the students believed that their performance 
on written assignments is somewhat increased by the use of background music, 
this assumption is not supported by the available experimental evidence. They 
may, however, be correct in assuming that background television hinders 
homework performance more than background music does, and that learning 
assignments are more likely to suffer from the use of background media than 
written assignments. 

2.4 Contemplative Contributions 

Using information assembled from an array of secondary sources, Wober reflects 
on British feelings about the European Union and its member states, and the role 
played by the British media in expressing and molding these feelings. One of the 
topics reflected upon concerns the well-known incident in which the French 
footbalier Eric Cantona unleashes a kung-fu kick into the midriff of a British 
spectator, an event that has been screened numerous times. According to Wober, 
both the "Story of Cantokix" itself and its coverage in the British media may offer 
an insight into various aspects of the psychological state of the British public, 
particularly in respect of its relationships with Europe. 

Based on knowledge gained from interviews, direct observation, and children's 
drawings, Lur~at reflects on: (a) the role television plays in children's 
socialization; (b) television-induced early ripening of children; and (c) the special 
features of the televisual situation. The analysis is focused on kindergartners. The 
author argues that very young children are easily influenced by television, and 
have little defense. Violent television programs are presumed to affect young 
children through a mechanism called emotional contagion, which may evoke both 
conscious and unconscious imitative behavior. 

3. Recent Trends in European Media Psychology 

When looking more closely at the papers collected in this volume, a number of 
things catch the eye. The first striking feature is that the authors of nearly all the 
chapters are researchers from northern Europe, not including the Scandinavian 
countries. The absence of Scandinavian contributions is easy to explain. Although 
several media psychologists from Nordic countries were invited to attend the 
workshop, they were unable to accept the invitation for various reasons. The 
meagre representation of researchers from southern Europe is less easy to explain, 
because the organizers of the workshop have done their best to trace qualified 
colleagues in those regions, among other things, by skimming through a number 
of volumes of the European Journal of Communication. However, most 
researchers who publish their work in this journal also are from northern 
European origin. Perhaps our search for colleagues from southern Europe would 
have met with greater success if we had made a thorough examination of 
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psychological sources published in Romance languages. Many behavioral 
scientists from southern Europe feel some hesitation in accepting English as the 
lingua franca of science, with the result that excellent work may remain unnoticed 
by the international community of researchers. It is also possible, however, that 
communication scientists in southern Europe tend to prefer to use philosophical 
tools, and that empirical media-psychological studies are of relatively rare 
occurrence. Whatever the reasons may be, it is clear that both the main title of the 
workshop ("Psychology of Media in Europe") and the title of this introductory 
chapter do not completely live up to expectations. A more precise designation is: 
"Psychology of Media in Northern Europe." 

A second striking feature of the contributions included in this volume is that 
the vast majority of the studies focus on screen media. Most of the studies are 
completely or partly concerned with television. In addition, many contributions 
show an interest in interactive screen media: personal computers, video games, 
and in some of the studies included in Bente and Vorderer's review of German 
studies interactive television as well. In the next few years, the research interest in 
interactive media is likely to be on the increase, because many media researchers 
are accustomed to give priority to those media which appeared on the market last. 
Not a single chapter is devoted to print media. Aside from two chapters that are 
partly concerned with radio (Hasebrink et al.; Beentjes & van der Voort), the 
complete volume is devoted to screen media, leading to a further specification of 
the topic covered by the workshop. The most accurate designation is: "Psychology 
of Screen Media in Northern Europe." 

A third feature worthy of mention is that many authors included in this 
volume take much interest in a micro-level analysis of the use of screen media, 
that is, an analysis that focuses on opinions, thoughts, emotions, and interactive 
behavior observed when users are engaged in watching, reading, and responding 
to screen media. Several authors point to the advantages this "process approach" 
may have over a "product approach" that delays the measurement of audience 
reactions to the post-communication stage. As Gunter has argued, when the 
measurement of audience evaluations of television programs takes place at some 
temporal distance from the viewing experience about which respondents are 
questioned, a great deal of reliance is placed on the viewer's memory. Where 
memory fails, viewers may supply a less than accurate impression of their viewing 
experiences. To prevent memory distortion, Gunter uses an electronic "Group 
Response System" which enables small groups of viewers who are watching a 
program to indicate their level of enjoyment continuously. In his discussion of the 
use of psychophysiological measures of emotional responses, Vitouch also argues 
that such process measures may serve to avoid errors due to memory distortion. In 
addition, he emphasizes that physiological data are not liable to social desirability 
effects, and give the researcher an opportunity to relate the reactions observed to 
the events on the screen with exact temporal contingency. In the two contributions 
written by authors affiliated with Saarbrucken University, much importance is 
attached to the process approach as well. Mangold stresses that research designed 
to uncover the requirements that user-friendly software should fulfill cannot do 
without process measurements, whereas Winterhoff-Spurk needs process data to 



Recent Trends in European Media Psychology 9 

get an insight into cultivation processes. Finally, process analyses are implied by 
many of the German studies discussed by Bente and Vorderer, as well as by 
d'Ydewalle and Pavakanun's studies of the reading of subtitles. It goes without 
saying that most of the questions investigated by media psychologists require the 
use of both process and product measures. However, the process approach seems 
to be a necessary complement to the product approach, and may lead to a better 
understanding and adjustment of relationships observed with product measures. 

Connected with the great importance attached to the process approach is the 
finding that several contributions make much of the use of psychophysiological 
measures for the assessment of the viewer's emotional reactions to events on the 
screen, which applies to the contributions of Vitouch, Mangold, Winterhoff
Spurk, and to many studies included in Bente and Vorderer's review of German 
research on the socio-emotional components of the use of screen media. As Bente 
and Vorderer have noted, the German interest in the psychophysiological 
correlates of the use of screen media is of recent date, whereas this approach has a 
longer history in North American media psychology. As almost every psychologist 
knows, however, physiological psychology was founded in the 19th century by 
German scientists. Apparently, as far as media psychology is concerned, physio
logical psychology has come home. 

A final conclusion is that several contributions included in this volume suggest 
that cooperative European research projects on media are on the way up. For 
example, the study on the cultivation effects of violent newscasts discussed by 
Winterhoff-Spurk will be conducted in cooperation with Vitouch, who in turn 
reports on a study that was conducted in close collaboration with a Slovak 
research group. The study reported by Hasebrink et al. will be conducted jointly 
with researchers from the Netherlands (Nijmegen U) and Belgium (Leuven U). 
livingstone's study is intended to take place in 6 to 8 European countries. It 
should be noted that the Dutch participation in this cross-national study (van der 
Voort & Beentjes) was a direct result of contacts made at Otzenhausen, indicating 
that to some extent the workshop did succeed in promoting cooperative European 
research. 
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II. Media Appreciation and Use 

An Audience-Based Approach to Assessing Programme Quality 

Barrie Gunter 

1. Introduction 

The rapidly increasing number of television channels in different national markets 
around the world is causing programme planners, schedulers and advertisers to 
re-think their research strategies for the future. As the number of television 
channels available to viewers increases one generally observed consequence is the 
fragmentation of audiences. Established television channels which once domi
nated the television market find their audiences being eroded, while the great 
majority of new channels can only ever expect to achieve tiny audience shares. 

As the television environment evolves in this way, more sophisticated and 
subtle research techniques become necessary in order to understand and measure 
how audiences are using and responding to programmes. While a great deal of 
attention has been paid to measuring audience sizes in more technically advanced 
ways with much emphasis placed on speedier data gathering and analysis, such 
technical developments often remain insensitive to how viewers respond to 
television. Some media scholars have pointed out that the standard audience 
research measures used by the television industry are too simplistic, conceptually 
and as well as methodologically, to represent the complex nature of audiences' 
interactions with television (Ang, 1990; Livingstone, 1990). 

As audiences fragment, information about how many viewers are watching 
will need increasingly to be supplemented by data giving a better understanding of 
how viewers react to programmes. Since many television channels will deliver 
small audiences, greater commercial advantage will be gained by offering 
programmes which are known to hold special appeal to viewers and in turn 
provide a favourable environment for advertisers' and sponsors' marketing 
campaign messages (Gunter, 1993a; 1993b). 

Commercial pressures often coincide with regulatory requirements requiring 
television schedules to deliver a specified diversity of programming and to 
maintain certain standards in broadcasting. Such requirements add to the 
pressures put upon broadcasters to become better informed about audiences and, 
in particular, to develop a better understanding of what makes good and bad 
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programming in the minds of viewers (Mills, 1990; Television Audience 
Assessment, 1983). 

A number of countries (e.g., Canada, The Netherlands, United Kingdom) have 
supplemented television industry measures of audience size with regular surveys 
of audience reaction. Other countries have experimented with more localized or 
limited duration experiments with audience reaction measurement (e.g., Australia, 
New Zealand, United States) (Gunter & Wober, 1992). These surveys generally 
provided some indication of how much programmes were appreciated or liked by 
their audiences, regardless of how many viewers actually watched them. These 
measures were usually based upon a single evaluative response to a programme 
which survey respondents provided in viewing diaries after the end of the 
programme or when they had watched enough of it to have formed an opinion. 
Some surveys used more than one scale per programme (eg, Television Audience 
Assessment, 1984), although the scales were nevertheless used separately rather 
than in combination. 

Although such techniques can be sensitive to programme changes or unusual 
events occurring in programmes, they have two specific limitations in the context 
of understanding why viewers like certain programmes more than others. First, 
their unitary nature means that they reflect a global impression viewers have 
formed of a programme. If programme appreciation falls, for example, a single 
measure of 'liking' may reveal little about the reasons for this deterioration. 
Second, these research techniques, like so many in audience research, request 
opinions of viewers after they have finished watching a programme. Left to their 
own devices, as most viewing panels are, viewers may provide their opinions 
immediately after watching a programme or at some later point. Indeed, much 
audience research takes place at some distance temporally from the viewing 
experience about which respondents are questioned. This inevitably places a great 
deal of reliance on the viewer's memory. Where memory fails, viewers may 
supply a less than accurate impression of their viewing experiences. 

In recent years, increased concern about the issue of programme quality within 
the United Kingdom, with the introduction of new broadcasting legislation, has 
stimulated audience research in which the antecedents of programme involvement 
have been explored in different ways. A number of distinct research methodo
logies have been applied to investigate this subject (Gunter, 1993a). Some of these 
techniques are more sensitive than others. One key issue which has been 
addressed is the definition of attributes of programme quality. The underlying 
concept behind this consideration is that programme standards can be opera
tionalized in terms of the particular elements or features which audiences expect 
popular exemplars of a particular genre to contain. If any of these central or key 
ingredients fail to achieve the optimum expected provision, the programme will 
disappoint. 

Researchers who have looked to audiences for their expression of the defining 
attributes of good quality programming have experienced mixed success so far. 
Sometimes, viewers have been found to place more emphasis on the subjective 
feelings characterizing their own viewing experience rather than articulate more 
objective jUdgements about specific programme ingredients (Mills, 1990). As 
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other researchers have found, however, forcing viewers to use pre-structured 
evaluative scales purportedly representing programme features can yield a profile 
of opinion about programmes which appears to be related to the make-up of the 
production (Wober, 1990; Greenberg & Busselle, 1992; Wober & Fazal, 1993). 

One of these studies yielded multi-dimensional measures of audience 
evaluation of programmes (Greenberg & Busselle, 1992, 1994) in which genre
specific programme attributes were identified for two separate categories of 
programming. In respect of situation comedies, for example, five key factors 
emerged as a result of audience samples; evaluative ratings of four different sit
com episodes using a list of 44 bipolar attributes: 'appreciation', 'real/funny', 
'fairness', 'modern', and 'originality'. When the same instrument was applied to 
the audience assessment of four action adventure programmes, again four factors 
emerged: a general factor of 'appreciation', 'realism', 'humor' and 'originality'. 
Certain aspects of each of these factors were subsequently found to be significant 
predictors of general perceptions of overall quality of the programmes concerned. 

More recently, Wober and Fazal (1994) reported a study of British viewers' 
opinions about two Australian soap operas, Neighbours and Home and Away, and 
related viewers' ratings of each programme along a range of descriptive attributes 
to their overall appreciation of each serial. A number of these attribute ratings, 
such as perceptions that the acting was good, that there was little bad acting, that 
there was a benevolent atmosphere, and that the programme was not behind the 
times, predicted overall audience enjoyment. The descriptive attributes used in 
this study, however, derived not from viewers but from a combination of the 
researchers' own intuitions about soap operas and an analysis of reviews of each 
serial by prominent television critics. Indeed, the researchers in this case found 
that critics' perceptions that these serials were popular because they were moral 
tales was not supported by the opinions of viewers themselves. The morality 
aspect of each serial did not emerge as a major predictor of general audience 
appreciation. 

This kind of research has usefully demonstrated that although a general 
feeling of enjoyment plays a dominant part in the way viewers respond to 
programmes, how good or bad a programme is judged to be cuts deeper than this 
and may be determined by other programme attributes. For example, while 
Greenberg and Busselle's work provided respondents with a wide variety of 
evaluative scales and obtained responses immediately after viewing of complete 
programme episodes, the main question mark rests with the origination of the 
evaluative scales themselves. The source for these scales on which heaviest 
reliance was placed was previous research supplemented with the insights of 
professional programme makers. While no criticism of these sources is intended 
here, there is a legitimate query that can be made about the robustness and 
representativeness of programme attributes derived in this way. Obtaining 
responses to a large battery of statements about a programme genre may appear to 
offer a comprehensive assessment of the programme's perceived nature, but unless 
viewers were given an opportunity to generate those statements in the first place 
as a result of their own experience with that type of programme, it is difficult to be 
sure that all the key ingredients have been included, or expressed in a way that 
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viewers can relate to. The application of factor analysis to such data may appear to 
yield a more manageable structure for such data, but whether or not those 
dimensions produced represent the conceptual structure of that programme for 
viewers, based on their acquired expectations of it, remains an open question. 
What is needed therefore is a research methodology which gives respondents an 
opportunity to indicate their own expectations of programmes based on personal 
and direct experience with the programme under investigation. 

One alternative way forward might be to go directly to viewers themselves 
even before the attribute scales are produced as a source of insights concerning 
what those scales might be. In so doing, genre-specific measures, which may 
underpin general audience enjoyment or perceptions of quality of programmes, 
could be derived from the aspects of programmes which viewers themselves 
identify during the viewing experience. As already noted, many research 
techniques request opinions of viewers after they have finished watching a 
programme; indeed, much audience research takes place at some temporal 
distance from the viewing experience about which viewers are questioned. This 
inevitably places reliance on a viewer's memory. Where memory fails, viewers 
may supply a less than accurate impression of their viewing experiences. To 
overcome this problem, and to enable viewers to identify features of programmes 
that are important to them, a more direct mode of audience reaction assessment 
could be advantageous. 

2. The Programme Analyzer Technique 

This chapter presents findings from research which utilised a technique which 
overcomes both the memory and source of programme attribute scales problems 
by enabling viewers to provide evaluative responses in real viewing time and by 
relating those responses directly to particular attributes and events in the 
programme itself. The technique applied here is not a new one, but does represent 
a fresh departure in the context of exploring the key generic attributes of 
programme appreciation for particular genres of programming. 

More than fifty years ago, Paul Lazarsfeld and Frank Stanton, Director and 
Associate Director respectively of the Office of Radio Research in the United 
States developed a technique which could yield direct audience response to radio 
programmes (or advertisements) while respondents were listening. This device, 
which passed through several stages of evolution and up-grading, became known 
as the Lazarsfeld-Stanton Programme Analyzer. Stanton, who was also head of 
audience research at CBS radio at the time, set up a 'programme clinic' through 
which this technique was deployed to test audience reactions to radio 
programmes. Participants in these experiments were self-selected volunteers, 
recruited through announcements aired over the CBS radio station in New York. 
These early tests were not 'formative' research in which assessments were made 
of pilot programmes before transmission, but were conducted with transcriptions 
of programmes which had already been aired. 
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Lazarsfeld and Stanton subsequently gave rights to the advertising agency 
McCann-Erickson to fund further research using the programme analyzer. Their 
concern was with learning how to keep listeners from tuning out during 
commercial breaks, but also conducted research to explore ways of improving the 
flagging ratings of a radio soap opera "Dr Christian, Country Doctor" (Levy, 
1982). 

The technique received a mixed response from radio producers and writers. 
Some found that it provided helpful input while others regarded it as an 
unwarranted intrusion into the creative process. The technique nevertheless 
remained in use and over the late 1940s and early 1950s, Lazarsfeld and his 
colleagues developed it further. Social theorist Robert Merton, with Patricia 
Kendall established a methodology to extend the data provided by the Programme 
Analyzer. Follow-up interviews with respondents in small groups, which became 
known as 'focus groups', after programme exposure and programme analyzed 
ratings had been obtained, enabled the researchers to obtain qualifying evidence 
related to analyzer scores (Merton & Kendall, 1946). The focus group technique 
has become widely used in marketing research around the world since then. The 
combination of programme analyzer and focus group is the model adopted by the 
research reported in this chapter. 

By 1954, fifteen different variants of the Lazarsfeld-Stanton Programme 
Analyzer reportedly were in use. Since that time, new models have continued to 
emerge, some of which are technologically enormously sophisticated. Response 
profiles are no longer displayed via pen and ink on paper recording rolls, but are 
entered directly into personal computers through which they can be instantly 
displayed on a television monitor or large cinematic screen, or can be printed out 
in a variety of hard copy chart forms. 

Recent research carried in the United Kingdom has begun to explore the 
efficacy of the programme analyzer technique in the context of investigating the 
attributes of programme quality. Focus group discussions were combined with 
viewing sessions in which respondents supplied moment-by-moment electronic 
ratings of programmes while watching. The data from these sessions were used to 
identify genre-specific attributes of programmes. These attributes were then 
expressed as opinion statements and placed with nationally representative survey 
samples in the UK to provide a further test of their significance as predictors of 
reported soaps viewing of the programmes under consideration. 

In one study, research with television quiz and game shows revealed seven 
genre-attribute dimensions: Unpredictability, Tension, Contestants, Presenter, 
Reward, Involvement and Plot. Each of these dimensions had distinct defining 
features which were subsequently developed into evaluative statements about quiz 
and game shows. These statements provided the substance of quantitative 
measures of quiz and game show appeal which were then tested out among large 
and representative samples of viewers. It emerged that genre-attribute scores were 
predictive of reported past viewing and intended future viewing of quiz and game 
shows. They were especially good as predictors of intended future viewing 
(Gunter, 1995). 
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3. New British Research 

This research continued and was extended to a different programme genre. Soap 
operas, or long-running serialised dramas, represent one of the dominant genres 
on television. In Britain, soaps rank alongside the main national news bulletins as 
a key stabilising element in the television schedules, occupying regular slots from 
which they are rarely moved. The four leading soap operas in the UK are 
generally the four most-watched programmes in the country, only occasionally 
being displaced by programming events of unusual magnitude. 

Understanding what makes soaps popular is a question which has challenged 
media researchers for many years. The genre has been studied both qualitatively 
and quantitatively (Gunter, McAleer, & Clifford, 1991; Livingstone, 1990; Wober 
& Fazal, 1993). Traditionally regarded as a woman's genre, these serials, which 
deal with everyday problems in contemporary settings, have a substantial male 
following as well - even though many men may not be willing openly to admit 
enjoying these programmes to the extent that women do (Levy & Gunter, 1988). 

To get closer to soap operas in understanding what underlies their appeal to 
viewers, a combination of qualitative and quantitative methodologies were applied 
in obtaining viewers' evaluations and opinions of episodes from a number UK 
drama serials. Four British-made soap operas were assessed utilising the 
programme analyzer technique, follow-up group discussions and subsequent 
national viewing surveys. 

4. The Soap Opera Study 

The research had two distinct stages. The first part comprised a qualitative study 
of four UK-produced long-running serialized dramas which were being broadcast 
on British television at the time of the research. The second part comprised a 
series of four surveys with a national television viewing panel in the UK which 
obtained genre-specific evaluative ratings on the same four soap operas. The 
surveys took place between six and 12 months after the qualitative research. 

4.1 Qualitative Research 

Episodes from four well-known UK-produced soap operas were rated continuously 
by small groups of viewers using an electronic Group Response System. After the 
programme had finished, a group discussion took place in which elements of the 
programme just viewed were examined in detail. Each session lasted two hours. 
One session was run per soap opera. 

Each session used a single group comprised of four men and four women, split 
equally between middle class and working class social grades, and between two 
age-bands (25 to 40 years and 41 to 60 years). The four British soaps studied were 
episodes of Brookside (Channel 4), Coronation Street (lTV), EastEnders (BBC1), 
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and Eldorado (BBC1). One soap episode only was shown to each group. Each 
group was composed of three respondents who watched that particular programme 
on a regular basis; three respondents who watched it occasionally, and two 
respondents who had never watched that particular programme, but did watch 
soap operas regularly or occasionally. The recruitment procedure ensured that all 
respondents watched at least one soap opera at least twice a month. 

Each session began with the moderator (an experienced market research 
professional) explaining what would happen. The programme analyzer equipment 
was explained to them and an initial opportunity was given to them to use it. This 
dummy run enabled respondents to ask any questions about the equipment and to 
resolve any problems they had in using it. The programme analyzer used in this 
study was the Group Response System supplied by Interaction for Meetings 
limited (IML) and the fieldwork was organised and run by Continental Research, 
a leading UK market research agency. 

The session proper began with respondents being invited to complete a short 
questionnaire eliciting information about their demography, general viewing 
habits, and viewing and enjoyment of soap operas. This information was entered 
via the push button key pad on the handset and was thus entered directly into the 
computer. They then watched in full one episode of a soap opera. While viewing, 
they indicated on their electronic handset how much they were enjoying that 
particular episode. To provide these programme ratings the respondent turned a 
dial which also formed part of the handset. Each respondent's handset recorded 
their responses second by second, the meter being calibrated from 1 to 100, and 
being set to a mid-point at the start of the episode. Thus, respondents would turn 
their dial to the right as their enjoyment of the programme increased and to the 
left as it decreased, and this was in turn reflected in the movement of their 
enjoyment line above or below the mid-point of 50. Their responses were invisible 
to them at the time of initial viewing, but could be seen on a separate monitor by a 
hidden operator who controlled the equipment. 

After viewing the episode, a discussion ensued, led by the moderator, 
concerning the factors that contributed to the enjoyment of soaps in general. At 
this stage, many soap operas were alluded to and respondents were not directed 
exclusively to base their views on the episode just watched. Subsequently, 
respondents were shown both their individual and group average responses on the 
screen and asked to elaborate on the particular elements within the programme 
that may have caused sudden shifts in their level of enjoyment. This combination 
of electronic Group Response System measures of ongoing enjoyment of a 
programme and subsequent group discussion of what had just been viewed and 
rated, served to generate a number of key statements about the genre under 
investigation which could be further tested with larger, normative survey samples. 

4.2 Survey Research 

Surveys were carried out with a nationwide viewing panel recruited to be 
representative demographically of viewers throughout the United Kingdom. This 
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panel was in regular use by broadcasters. In total the panel comprised around 
4000 individual viewers and aimed to achieve a usable return of 3000 respondents 
every week. Sample design was determined by established population parameters 
which were updated throughout the year by the television industry. Each week, 
respondents received a viewing diary which was used to elicit measures of 
appreciation of any programmes respondents had watched on the four main 
terrestrial channels in the UK. In addition, respondents received a booklet which 
contained both programme-specific questions and questions about other 
broadcasting-related issues. 

On four separate weeks a common set of questions was placed on this omnibus 
survey relating to each of the four soap operas. Three questions were posed which 
addressed viewing-related issues. The first question asked respondents: 'About 
how many times in the past four weeks have you watched [name of soap opera]? 
Response options were: 'five times or more', 'four times', 'three times', 'twice', 
'once', or 'not at all'. The second question asked respondents whether or not they 
had watched the soap opera at all during the previous week. The third question 
addressed future viewing of the serial: 'if you are available to watch television on 
[times of broadcast of soap opera], how likely are you to watch [name of soap 
opera and channel] rather than any other programme on a different channels?' 
Response options were 'very likely', 'quite likely', 'not very likely', 'not at all 
likely' and 'don't know'. 

The remainder of the questionnaire contained 26 attitude statements with 
which respondents could evaluate each soap opera. These statements represented 
eight dimensions which derived from the qualitative stage: Verisimilitude ('The 
story was believable'; 'The characters were true to life'; 'The language was 
realistic and natural'; 'The problems and situations faced by the characters were 
the kind that people like me might face'; The scenery and setting were 
believable '); Established characters ('All the characters clearly belonged to the 
local area'; 'All the characters could easily have existed in real life'; 'There were 
a number of different characters with strongly defined personalities'; 'There were 
one or two strong women characters'; 'Most of the characters were closely 
involved with one another'; 'You could really identify with some of the 
characters'); Tension/drama ('You constantly expected some kind of conflict or 
confrontation to arise'; 'There were a number of problems going on that surprised 
and intrigued me'; 'You couldn't help being interested in how the characters were 
reacting to what was happening'; 'The unexpected often happened'; 'The way 
events unfolded kept me interested'); Entertainment/involvement ('I was involved 
with the characters and what was happening to them'; 'I couldn't wait to find out 
what happened next'; 'I would probably chat about this episode with family or 
friends'; 'There was a lot of humour and witty dialogue'); Coherence/cohesion 
(,There were one or two key places, like a pub or someone's home, where the 
characters often met'; 'The characters' behaviour and the storylines were 
consistent with previous episodes'; 'Each of the storylines in this episode had a 
clear beginning, middle and end'); Technical professionalism (,The camera work 
balanced long and close-up shots'; 'The scenery and props were authentic'; 
'There was always a smooth transition from scene to scene'; The acting was 
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convincing and natura!'); Contrast and balance (,There was an interesting mix of 
problems being resolved and others left to be resolved later'; 'There was a main 
storyline, well balanced by one or two minor stories'; 'There were moments of 
explosive action contrasted with periods when nothing exciting happened'; 'There 
was a good mix of strong characters and weak characters'; 'It included both light 
and serious storylines'); and Plot/setting (,There were a lot of individual 
storylines at differing stages which confused me'; 'The storylines continued for 
too long'; 'The setting was recognizable and reasonably familiar'; 'The storyline 
featured my favourite characters'). 

In each case, respondents registered their views along a five-point scale where 
5 = 'agree strongly'; 4 = 'agree'; 3 = 'neither agree nor disagree'; 2 = 'disagree'; 
and '1 = 'disagree strongly'. 

5. Part One: Qualitative Research 

The results are presented separately for the qualitative and survey stages. The 
results for the qualitative research are examined in three parts: (1) general profile 
of opinion about the four soap operas; (2) identification of key dimensions of 
enjoyment; and (3) tests for significant highs and lows in continuous responding. 

5.1 General Opinions About Soap Operas 

An overview of the sample's responses, averaged across all four soap opera 
episodes, revealed that there was no clear and consistent pattern of enjoyment 
registered across each episode. This was doubtless a result of the degree of 
variation in the nature and content of these serials. Although broadly consistent in 
their likes and dislikes, viewers seemed to be somewhat divided in their relative 
orientation. Some clearly preferred soap operas which depicted places and people 
that were entirely familiar; others preferred a more diluted reality (with some 
element of escapism). Additionally, there was a similar split between those who 
liked the raising of major social themes and problems such as racism and AIDs, 
and those who preferred more mundane or lighter themes. 

5.2 Dimensions of Enjoyment 

Using the continuous electronic ratings of soap opera episodes as both a starting 
point and a stimulus to steer viewers, focus groups conducted immediately after 
viewing were run to investigate the features which were important or even 
essential for a soap opera to be well-received by the audience. In all, the group 
discussions uncovered eight dimensions of viewer enjoyment, which consistently 
appeared across all groups regardless of the particular soap they had watched. 
These dimensions were labelled Verisimilitude, Established characters, Tension 
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and drama, Entertainment/involvement, Coherence/cohesion, Technical profes
sionalism, Contrast/balance, and Plot/setting. 

The general factor of Verisimilitude was found to comprise a number of key 
sub-components. Focus groups revealed that viewers felt that a good soap always 
has a believable storyline, the characters had to be plausible to the viewer and the 
language and speech used by characters needed to be both realistic and natural. 
Verisimilitude was also related to whether the problems and predicaments raised 
within the narrative were within the compass of viewers' own experiences or 
knowledge. Finally, viewers indicated that the scenery and setting needed to evoke 
as authentic an atmosphere as possible, such that viewers feel that the serial is 
being shot in a reallocation and not obviously in a studio or on a set. 

Respondents cited EastEnders, in particular, as having situations with which 
most viewers could identify. According to one female participant, aged 21 to 40, 
"Everyday soaps have to be plausible, have to have situations you can relate to. 
Have a look at EastEnders where they have arguments that result from the strains 
of a family and you have been there yourself". The characters have to be plausible 
to viewers and their behaviour must be consistent with real-life people or types. 
Another female aged 21 to 40 remarked: "I think you have that with Brookside 
like with that yuppie couple and the way they behave. I've seen it myself and you 
know that's reflecting the way it is out there". 

There was agreement that all good soap operas must include a core set of 
characters who are established over a period of time and are usually the focus of 
attention. It was argued by group discussants that all the characters should have 
personalities which are in tune with the atmosphere and setting of the programme. 
Irritating but strong characters were felt to be essential. Female viewers, in 
particular, thought that a good soap should include strong, independent women. 
Additionally, viewers wanted to be able to sympathise with at least some of the 
characters, often to the extent that the characters evoked a degree of emotional 
response to their predicaments. The episode from East Enders focusing on Mandy, 
a new character, seemed to fail for some viewers precisely because she was not an 
established figure. 

Tension and elements of drama or unpredictability were found to be important 
factors. Anticipation of a likely conflict or clash seemed to prompt high enjoyment 
or involvement levels. In EastEnders, for example, there was the anticipation of 
what one character who had been sent an anonymous and mysterious video tape 
would find on it, and whether he would later find out who had sent it. Tension 
was also achieved via the depiction of impending or unfolding tragedy. Sudden or 
unexpected acts seemed to be another factor contributing to the tension during an 
episode. Finally, unfolding drama was found to be a key ingredient. This often 
included the gradual unveiling of a mystery via a combination of vehicles such as 
rumour, conversation, and action. 

Viewer involvement represented a factor that was largely a by-product of the 
successful inclusion of certain other factors. Essentially, it was dependent upon 
the extent to which viewers were involved with both the characters and the plot. 
Better soap opera episodes seemed always to prompt viewers into wanting to know 
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what happens next. It also meant that viewers would often adopt a caring attitude 
towards certain characters, with whom they would empathize. 

For some female respondents, involvement was manifest in the enjoyable 
activity of chatting about a recent episode with a friend, which often further 
enhanced enjoyment of the soap. A typical remark was one made by a female 
respondent in the 21 to 40 age group: "I always talk with my friend after each 
episode and we compare notes and discuss what we think will happen next". 
Humour was a further ingredient which was closely tied to viewer involvement. 
This was frequently associated with particular soap characters. 

The coherence or cohesion of a soap opera included a number of component 
factors. The first of these concerned the continuity of characters, which allowed 
viewers to build up identification with and knowledge of established characters. 
Continuity of plot was another identified factor. Here viewers wanted to see a 
story being developed along a number of episodes. As one of the female respon
dents, aged 41 to 60, remarked: "You get hooked and want to see the next episode 
so that you have continuity; Brookside does that very well". 

It was also argued, however, that within a single episode there should be 
coherent and self-contained plot elements. Cohesion also included reference to the 
physical setting which was best when it revolved around a tightly defined and 
symbolic focal point. In British soaps, for example, this typically meant a local 
public house, which served as a convenient meeting point for many of the 
characters. The characters themselves seemed to be more interesting when they 
had some relationship with each other and a physical and sometimes historical 
closeness. Finally, viewers seemed to place importance on consistency in terms of 
plot and characters. Quite simply viewers became annoyed if a character appeared 
to be behaving inconsistently with his or her personality. 

The factor of technical professionalism had four principal components. The 
acting was enjoyable if it was perceived to be reasonably naturalistic and 
animated. Wooden acting, devoid of emotion or depth was disliked. The camera 
work was cited as important, especially when evoking the atmosphere of an event 
by using a suitable mix of long and close-up shots. One male respondent, aged 21 
to 40 commented: "Like the quiz in Coronation Street where it goes into Reg [the 
quiz compere and a popular character in the serial] but then pans back to show the 
whole pub and you get a feel for the atmosphere". The scenery and props also 
needed to be as realistic and detailed as possible in order to suggest authenticity. 
Finally, the editing was important. Viewers felt that it should allow for a smooth 
transition from scene to scene. 

The factor labelled contrast and balance essentially concerned the ability of a 
soap opera to incorporate a balanced range of elements so that one element 
functions as a foil to or contrast with another element. Such a balance was found 
to be achieved via certain specific devices. One involved the use of one 
predominant story which was tempered by one or two minor sub-plots. Indeed, 
when this balance is not achieved, enjoyment levels remained fairly low. Contrast 
was also found to be attained by balancing confrontation or mystery with 
reconciliation or resolution. 

On a similar theme, another feature enjoyed by viewers was any contrast 
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On a similar theme, another feature enjoyed by viewers was any contrast 
between everyday discourse among characters and heightened drama in the form 
of some unusual event or a highly-charged emotional scene. 

The final feature identified under this heading was that enjoyable soap operas 
seem to include both strong, dominating characters and at least one passive or 
weak character. This contrast in characterizations often created situations in 
which tension was generated, particularly where viewers hoped that for once the 
tables might be turned, with the weaker character showing some assertiveness. 

The last major factor was plot and setting. The plot was found to work best 
when in 'rolling form'. In other words, in its ideal form, one storyline is in its 
embryonic stage, one is in mid-stage, and one is being resolved. Viewers liked 
plots which stimulated anticipation. This was generally achieved though the 
establishment of mystery so that the viewer becomes keen to discover what 
happens next. One respondent illustrated this point: "I think when you don't know 
what the answer is and it could be a number of things you tend to keep watching, 
especially if its a real mystery and they keep you guessing" (female, age 21 to 40). 

Length of plot was found to be important to the extent that it should not be 
drawn out. Some soaps were felt on occasions to concentrate too long, almost to a 
point of obsession, with certain issues and storylines. The plot was also felt to be 
more enjoyable if the main story line had implications for a number of key 
characters, rather than being restricted to one or two. "That way it holds you more 
because they have included people you're interested in and not sort of isolated to 
one" (male, age 21 to 40). Finally, it was argued that the setting should be 
recognizable and reasonably familiar; whether literally or via the context of the 
locale. 

5.3 Testing for Significant Highs and Lows 

Charting the extent to which viewers found particular soap opera episodes 
enjoyable revealed that programme enjoyment did not invariably maintain a 
consistent level. Fluctuations in the electronic response profiles were examined 
more stringently in order to establish which, if any, response shifts represented 
statistically significant variations from average enjoyment levels for the episode. 
For instance, when the enjoyment response shifts to a point above the mid-point, 
when is it significantly above the average for the show? As the episodes examined 
were of different lengths, ranging from 25 minutes to 30 minutes, the data 
collected were standardised by time segment. Programmes were divided into 25 
time segments with an enjoyment score calculated for each segment. The 
statistical significance of each segment was then estimated separately. 

In order to establish the significance of specific changes in apparent enjoyment 
level, the enjoyment score for each of the n respondents was calculated for each of 
the 25 time segments for which s(he) was viewing the show. From these scores, 
the mean enjoyment level (xr) was calculated for each point in time, and at the 
same time the variance (vr) of the enjoyment scores. 

The standard error of the mean score at that point in time is then sr, where: 
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sr - sqrt (vr/n) 

The upper 90% confidence limit at this time segment was then xr + 1.646*sr, and 
the lower 90% point could be similarly calculated. IT this range from the higher to 
the lower point, for each of the 25 time segments, encompasses the mean value, 
m, then the enjoyment score at time t is not significantly different from the overall 
mean for the episode. In reality, the overall mean, m, has some sampling error 
associated with it but, as this is an average across 25 separate time segments, and 
at least seven respondents were contained in each group, this was ignored for the 
purposes of the current significance test. 

The formal test was thus that the enjoyment score at time t, xr, is not 
significantly different from the overall mean, m, if: 

xr - 1.645*sr < m < xr + 1.645*sr 

In order to show this graphically, it was necessary to draw the upper and lower 
limit lines plus a straight line for the overall mean for each episode. When the 
latter line ran above or below the upper or lower limit lines, then this would 
represent significant high or low points in audience enjoyment. Graphically, 
however, this test is not easy to apply. In order to provide a better graphical 
solution, the equation was re-arranged as follows: 

m - 1.645*sr < xr < m + 1.645*sr 

This is an entirely equivalent test; merely a re-arrangement for graphic purposes 
of the above equation. Using this equation, the graphic data are easier to interpret: 
the lines responding to m - 1.654*sr and m + 1.645*sr can be drawn, together 
with the mean line xr. Whenever the mean value line crosses either the upper or 
lower line, this represents a significant variation from the overall mean. Hence, it 
then becomes a relatively simple task to examine how the average line varies over 
the 25 time segments and to identify immediately where there were significant 
high and low points in audience enjoyment. Having established the statistical test, 
what results did it reveal? 

The episode of Brookside did not show one significant peak. None of the 25 
separate time segments exhibited any real move towards a significant heightening 
of enjoyment or involvement (see Figure 1). The electronic scores reflected 
comments made by viewers during the follow-up focus group in which the episode 
was seen as "extremely flat and with no really enjoyable elements". Even the 
ending, which had all the ingredients of drama, fell flat as the two characters 
confronting one another, following an earlier incident, simply walked away from 
what promised to develop into a violent altercation. 
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Figure 1: Significant High and Low Points: Brookside 

The Coronation Street episode had one main theme and scored highly overall. 
There was, however, more variance in the scores than in the case of Brookside. 
The significant high points were associated with a quiz competition set in the 
public house which featured many of the major characters from the serial (see 
Figure 2). 
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Figure 2: Significant High and Low Points: Coronation Street 

This formed the climax of the show. Even so, it was still not sufficiently dramatic 
to produce audience enjoyment which was significantly higher than the average 
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for the entire episode_ The overall verdict would be a relatively routine 
Coronation Street episode, with no significant peak, but still enjoyed by 
respondents and with a positive build across its running time_ 

There were no significant high or low points either in the case of the episode 
of EastEnders (see Figure 3). In general, this episode was out of character for the 
serial and scored a lower overall level of enjoyment than all other soap episodes 
examined in this study. The lack of high or low points indicated little involvement 
of viewers in this episode and a real lack of tension and drama, core ingredients 
for an effective soap episode. 

Average ,"core 

:30 

3 S 7 9 11 13 1S 17 19 21 23 25 

Time segment 

- Mean vlaue - Upper 90"!' limit -or- Lower 90':10 limit 

Figure 3: Significant High and Low Points: Eastenders 

Figure 4 shows that the episode of Eldorado contained a two pronounced peaks 
and troughs. 
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Figure 4: Significant High and Low Points: Eldorado 
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One peak achieved statistical significance and this occurred at the end of the 
programme with the violent row between one of the leading male characters and 
his girlfriend. The overall score for this episode, however, was low. Lack of 
realism and character identification seemed to account for this reaction. The 
episode was largely preoccupied with two sub-plots, one featuring the male 
character referred to previously and his dubious business affairs and the other 
concerned with a middle-aged, female character being visited by her son in 
hospital. The male of dubious character was clearly the centre of any audience 
involvement in the programme. As one male respondent, aged 21 to 40, 
remarked: "He's sort of interesting as the bad boy of the programme, so you watch 
to see how he gets on. I was more interested in him than in that boring son and 
his mum." Indeed, the other sub-plot failed to involve viewers at all. Another 
respondent, this time a female aged 21 to 40 commented on this: "I just couldn't 
get into that. The characters were wooden and I just didn't care what the son 
thought of that guy [his mother's boyfriend]. It was boring I suppose because they 
didn't seem to be real." 

6. Part Two: Survey Research 

The aim of the surveys was to investigate the significance of genre-specific 
attribute scales developed in the qualitative stage in relation to reported viewing of 
soap operas. The predictive value of genre-specific attributes in the context of 
viewing targeted programmes was therefore tested with large samples of viewers 
who provided opinions about soap operas they had watched in their own homes. 
Results are reported from four surveys which investigated opinions about and 
claimed viewing of the same four soap operas examined in the first part of this 
research. 

The analysis of survey data began by testing the internal consistency of the 
eight genre attribute scales. Alpha scores were computed on the scale scores given 
to items within each attribute dimension. On average across the four soaps alpha 
scores achieved acceptable levels in every case: Verisimilitude (.80), Established 
characters (.72), Tension and drama (.76), Entertainment/involvement (.80), 
Coherence/cohesion (.65), Technical professionalism (.72), Contrast/balance 
(.74), and Plot/setting (.72). 

Three sets of multiple regression analyses were computed across all four soap 
operas to investigate the significance of genre-specific attribute dimensions as 
predictors of self-reported viewing of these programmes. The three dependent 
variables in these analyses were the number of times respondents reported having 
watched each soap opera over the previous four weeks, whether a particular soap 
opera had been watched at all during the previous week, and intended future 
viewing of the soap opera. Regressed on each of these dependent variables in turn 
were aggregate scores for each of the seven genre-specific attribute dimensions, 
respondents' age, gender, social class and total weight of television viewing. 
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6.1 Predictors of Past Viewing 

Table 1 shows the results of multiple regression analyses which examined 
predictors of viewing of soap operas over the previous four weeks. Only 
statistically significant beta weights are shown. All four regressions achieved 
overall statistical significance. Gender emerged as a significant predictor of past 
four weeks' viewing in the case of three out of the four soaps, age in the case of 
one, social class for two, and total television viewing for all four. Women watched 
Brookside and EastEnders more frequently than men. Older viewers watched 
EastEnders more frequently than younger people_ Brookside and Coronation 
Street had different social class profiles; the former was watched more by middle 
class viewers and the latter more by working class viewers. Finally, heavier 
viewers in general were more likely than lighter viewers to have watched more of 
every soap except Brookside. With the latter soap, lighter television viewers had 
seen more episodes over the previous four weeks than had heavy television 
viewers. 

Among the genre attributes, the most consistent predictors of past soaps 
viewing were Tension and drama which was significant with all four 
programmes, Entertainment/involvement and Technical professionalism in the 
case of three out of four programmes. Neither of the latter two dimensions 
predicted past viewing of Eldorado. Other genre attribute dimensions emerged as 
significant predictors of past four weeks' viewing only with regard to one or two 
of the serials surveyed. Contrast and balance was a significant predictor of past 
viewing of Brookside and Eldorado; Established characters emerged only with 
Brookside; Plot and setting emerged only with Eldorado; and Coherence/ 
cohesion emerged only with Coronation Street. In every case, stronger scoring on 
these dimensions predicted more frequent reported viewing of the soap opera over 
the previous four weeks. 

Table 1: Predictors of Soap Opera Watching Over Past Four Weeks 

Brookside Coronation Street East Enders Eldorado 
Beta T Beta T Beta T Beta T 

Sex 0.06 222· - - 0.05 244· - -
Age - - - - -0.18 -.9.30 .... 0.11 4.52·" 
Qass 0.07 254** -0.11 -4.75·" - -0.09 -
Weight of View. 0.08 292" -0.1 -4.75·" -0.11 -5.66 .. • .. -0.09 -3.4 .. •• 
Realism - - - - - - - -
Characters -0.12 -2.43" - - - - - -
Tension -0.45 -8.4·· .. -0.07 -2.01" -0.3 -8.68 .... -0.31 -6.82·" 
Involvement -0.08 -204 -0.37 -10.8 ... • -0.23 -7.04··· - -
Coherence - - -0.06 -2.12· - - - -
Tech. Prof. -0.3 -6.62·· .. -0.06 -1.95" -0.08 -2083'" - -
Balance 0.14 3.38· .. • - - - - -0.19 -4.29*** 
Plot - - - - - - -0.22 -55·· .. 
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A second multiple regression analysis examined predictors of viewing the 
previous week's episode of the soap opera. The independent variables were the 
same as the previous analysis. The results are presented in Table 2. The total 
amount of variance accounted for by the independent variables, as indicated by the 
adjusted R square, was generally smaller in respect of previous week's viewing 
compared with previous four week's viewing. Nevertheless, all four multiple 
regressions achieved statistical significance. The beta weights revealed that a 
number of demographic and genre-attribute dimensions were individually 
significantly predictive of reported previous viewing. 

Among demographic variables, age emerged as the most consistent predictor 
across all four soaps; gender, social class and weight of total television viewing 
each emerged as significant predictors of reported viewing in relation to two soaps 
(although not the same two soaps in every case). Where significant, these results 
indicated a greater likelihood of viewing the previous week's episode of the soap 
in question among women, older respondents, working class respondents and 
respondents who were heavier viewers of television in general. likely previous 
week's viewing of soaps such as Brookside and Eldorado, whose audiences were 
generally much smaller than those for Coronation Street and EastEnders (the two 
most watched programmes on British television) were understandably more 
sensitive to whether respondents were generally heavy television viewers or not. 

Table 2: Predictors of Soap Opera Watching During Previous Week 

Brookside Coronation Street East Enders Eldorado 

Beta T Beta T Beta T Beta T 

Sex 0.10 3.19**" - - 0.06 244* - -
Age -0.11 -3.47**" -0.07 -2.94** -0.06 -251** -0.1 -3.24 

Gass - - -0.05 -2.35** 0.05 225* - -
Weight of View. 0.1 3.24*** - - - - 0.06 2.04 

Realism - - - - -0.14 -3.98*** - -
Characters - - - - - - - -

Tension -0.24 -3.97'" - - -0.15 -3.51*" -0.25 -4.97*'-

Involvement -0.24 -4.48 -0.32 -11.17'*' -0.24 -6.3"· - -
Coherence - - - - -0.08 -2.61** 0.09 2.03· 

Tech. Prof. -0.31 -6.11*** -0.12 -4.3-'- - - - -
Balance 0.16 3.34*** - - 0.Q7 21* -0.31 -5.84 .... 

Plot - - - - - - - -
***P<O.OOl; **P<O.Ol; *P<O.05 

Among the genre-attribute dimensions, not one emerged as a significant predictor 
of reported past week's viewing fo all four soap operas. Tension and drama, 
Entertainment/involvement and Contrast/balance emerged as significant 
predictors for three out of four serials. Technical professionalism and 
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Coherence/cohesion each emerged as a significant predictors of reported past 
week's viewing of two soap operas, and Verisimilitude emerged with just one soap 
opera. Two dimensions, Established characters and Plot/setting failed to emerge 
at all. In every instance, with the exception of Eldorado the results indicated that 
stronger genre-attribute scores were predictive of increased likelihood of having 
watched the serial at least once during the week before the survey week. This 
result was also true of Tension and drama among Eldorado viewers. However, 
among the same viewers, those who claimed to have watched this programme during 
the previous week were also more likely to rate it lower in terms of 
Coherence/cohesion and Contrast/balance. 

6.2 Predictors of Intended Future Viewing 

Survey respondents were asked to estimate the likelihood with which they would 
watch a soap opera again the following week if available to watch television at 
that time again. A multiple regression analysis was computed with the same 
demographic and genre-attribute predictor variables as the two previous multiple 
regression analyses. Each regression analysis achieved overall significance for all 
four soap operas, with a greater amount of total variance being accounted for by 
the predictor variables than was found in respect of reported past viewing. 

Table 3: Predictors of Intended Future Watching of Soap Operas 

Brookside Coronation Street East Enders Eldorado 
Beta T Beta T Beta T Beta T 

Sex 0.11 4.24*" - - 0.07 3.6"· - -
Age - - 0.05 255** 0.04 236+ -0.09 -3.41·" 

Oass - - -0.08 -4.21*** - - - -
Weight of View. 0.13 4.78*** - - - - - -
Realism -0.17 -3.73*** - - -0.13 -4.52"+ - -
Characters - - - - - - - -
Tension -0.4 -7.73*** -0.17 -4.92·" -0.26 -7.68·" -0.2 -3.82·" 

Involvement -0.15 -3.45·" -0.36 -10.85*" -0.28 -8.55"· -0.23 -4.59··· 

Coherence -0.08 -2.01+ - - - - - -
Tech. Prof. -0.3 -5.99·" -0.08 -3.1" - - - -
Balance -0.14 -3.39·" - - - - -0.1 -2.34· 

Plot - - -0.08 -292** -0.09 -3.27"· -0.22 -5.21··· 

***P<O.OOl; **P<O.Ol; *P<O.05 

Among the genre-attribute dimensions, the most consistent predictors of intended 
future viewing of soap operas were Entertainment/involvement and Tension and 
drama which were significant across all four drama serials studied here. 
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Plot/setting was a significant predictor of intended future viewing of three out of 
the four soaps, the exception being Brookside. Intended future viewing of two out 
of the four soaps was predicted by Verisimilitude, Technical professionalism and 
Contrast/balance. Finally, Coherence!cohesion was significantly predictive in the 
case of one soap opera - Brookside. Only one genre-attribute dimension, 
Established characters, failed to emerge as a significant predictor of intended 
future viewing for any of the four soap operas. These results indicated that 
stronger genre-attribute scores predicted greater likelihood of future viewing of a 
soap opera. 

7. What Makes a Quality Soap? 

This research revealed eight dimensional attributes of soap opera appeal for 
viewers. In each case, more specific elements were identified which were derived 
from viewers' discussions of the content and format features of the specific 
episodes they watched. This analysis of four British soap operas revealed that 
despite their particular idiosyncrasies, generic dimensions were emergent which 
to some degree characterized each serial. It serves as an illustration of a mode of 
investigation designed to reveal generic features underlying viewer enjoyment of a 
particular programme genre. The methodology might usefully be applied to other 
programmes from the same genre or to an analysis of the attributes of appreciation 
of other genres. Having been successfully applied to two distinct genres - quiz and 
game shows (Gunter, 1995) and soap operas - it would appear to be a fairly robust 
methodology. 

The programme analyzer technique, derived from the early work of Paul 
Lazarsfeld and Frank Stanton (see Levy, 1982) can be used to generate a moment
by-moment profile of viewers' enjoyment within a programme and also provides a 
valuable stimulus for discussion, enabling viewers to focus on specific programme 
attributes more clearly and succinctly than may be possible otherwise. The 
technique'S key advantages are that it brings audience response into direct contact 
with specific aspects of programme content and circumvents the problem of the 
reliance that is placed on audience memory for programme events by typical post
viewing tests of audience reaction. One further step is to test the emergent 
evaluative scales among larger, representative audience samples. Statements of 
opinion can be generated from the attribute descriptions elicited by this research 
which can be applied to obtain viewers' opinions about further episodes from 
these and other soap operas in the natural viewing environment. Such evaluative 
data can, in turn, be related to data on general appreciation and viewing loyalty to 
the series or serial in question. 

The more stringent examination of the electronic enjoyment scores indicated 
that such data can be examined in a number of ways. Significant high and low 
points in viewers' enjoyment of a programme, or the absence of them, can be 
statistically defined. These data have value in their own right as well as enabling 
the group moderator to identify points in the programme which need to be 
examined further in group discussions. This indicates that the guidance given to 
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the moderator by first asking respondents to view, monitor and evaluate a 
complete soap episode can bring viewers closer to the contents of the programme 
when discussing why they like or dislike it. Specific features within the 
programme can be highlighted, eliciting information which could be of great 
practical use to programme-makers in striving to maintain the appeal of an 
already popular soap or when trying to revive the fortunes of one that is losing 
ground. 

The explanations for shifts in continuous electronic ratings of programme 
enjoyment elicited information about key genre-specific attributes the significance 
of which can be further explored in relation to naturalistic viewing behaviour. The 
current research employed qualitative techniques to generate a battery of attitude 
statements representing the eight genre-attribute dimensions for soap operas. 
When these were administered to national viewing panels who used the scales to 
rate soap opera episodes they had watched at home, aggregate scores on a number 
of the genre-attribute dimensions were found to be related to reported viewing of 
these programmes. Some genre-attributes, most notably Tension and drama, 
Entertainment/involvement and Technical professionalism, were more consistent
ly related to reported viewing than were others. These three dimensions appeared 
to be important in a general sense to the attraction of audiences to soap operas. 
Equally, the results indicated that frequency of viewing a soap opera was not 
conditional upon it scoring well on all eight dimensions. Some genre-attribute 
dimensions emerged as significant predictors of past viewing only in the case of 
particular serials. 

Another important finding was that genre-attribute scores overall were more 
powerfully predictive of intended future viewing than of self-reported previous 
viewing of soap operas. With regard to intended future viewing, higher genre
attribute scores on any of the eight dimensions predicted an increased likelihood 
of watching the soap again. While the same pattern was also found between 
aggregate genre-attribute dimension scores and self-reported past viewing of 
soaps, this was not invariably the case. For example, survey respondents who 
reported having watched Eldorado during the previous week, gave this serial 
lower scores on two genre-attribute dimensions, Coherence/cohesion and 
Contrast/balance. This may indicate that viewers' impressions of soap operas 
build up as a function of past viewing experience, with such impressions being 
positive in the case of some dimensions and negative in other respects. The 
likelihood of intended future viewing, however, will depend upon the extent and 
strength of positive impressions about a programme. As the number of key genre
attributes on which a programme scores positively increases, so too does the 
likelihood that viewers will want to watch that programme again given the 
opportunity. 

8. Perspectives for Cooperative Research 

The research discussed in this chapter represents a practical approach to exploring 
issues of quality in television broadcasting from the perspective of the audience. 
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This particular focus is designed, in part, to move away from the elitist posturing 
which frequently characterizes debates about quality in programming. Quality 
should not be, but often is, confounded with certain types of 'high brow' 
programming (Broadcasting Research Unit, 1989). On the contrary, quality can be 
considered as a characteristic of any programme genre, regardless of its intended 
audience. Indeed, 'quality' may depend critically on what is expected of a 
programme by its audience (Mulgan, 1990). 

Quality in broadcasting as an issue, is not confined to one country. It is an 
international issue which warrants an international enquiry. An earlier attempt to 
study this topic cross-nationally resulted in a variety of different research 
perspectives being invoked to analyse and define quality in television broadcasting 
(see Ishikawa & Muramatsu, 1991; Ishikawa & Tsuchiya, 1992; Tsuchiya & 
Obara, 1993, 1994). Unfortunately, no common theoretical or methodological 
underpinning of these research efforts was present at the outset, nor did it emerge 
from the work that was completed. If the issue of quality in broadcasting is to be 
developed as a topic of research, a more systematic theoretical and conceptual 
linkage between studies in different countries needs to be established. 

Despite national and cultural differences between the member states of the 
European Union, the move towards economic and political unity will encourage 
the establishment of harmonised, if not standardized, procedures for assessing the 
performance of the major economic and cultural entities and acitivities among 
member states. Media psychologists in Europe have a major part to play in 
developing a common understanding of what audiences in different European 
regions regard as quality in the context of major cultural commodities such as 
television programmes. Such research, if conducted effectively within a 
conceptual framework which reflects and represents the full range of intra
national nuances in relation to the way television is used and responded to in 
different parts of Europe, could have important implications for theory 
development in the study of television audiences and for the creation of effective 
and relevant pan-European broadcasting policies and regulations. 
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Parasocial Interaction with People on the Screen 

uti Gleich 

1. Introduction 

The following paper deals with social interactions of TV viewers with people on 
the screen, so-called "parasocial interactions" (Horton & Wohl 1956). It presents 
the results of an empirical study, which is embedded into a broader research 
program concerning the social and emotional dimensions of TV viewing behavior. 
This research field is one of the areas of special interest at the Institute of 
Communication Psychology and Media Education at the University of Koblenz
Landau. 

The study to be presented here was conducted to give some answers to the 
following research questions: 

• To what extent does parasocial interaction occur in a sample of German 
respondents? 

• What are substantial predictors of parasocial interaction (e.g., sociodemographic 
data or TV motives)? 

• Is parasocial interaction a uni-dimensional construct, as it was treated by most of 
the authors? Or are there indications to treat parasocial interaction as a multi
dimensional construct? 

• Are there differences in parasocial interaction between German and American 
respondents? 

These questions emerged from the inspection of the field of research on parasocial 
interaction, which is (to my opinion) characterized by some pitfalls and deficits 
regarding the theoretical conception of parasocial interaction and particularly its 
empirical investigation. Therefore, in the next section, the original considerations 
of Horton and Wohl are shortly reviewed and a brief presentation of empirical 
findings is given. 

2. Parasocial Interaction 

The growing body of knowledge on social needs as reasons for TV viewing has 
also drawn attention to the importance of persons on the screen (TV persons) for 
the audience. The presence of TV persons may be called a "conditio sine qua non" 
for some social needs to be satisfied as well as for some TV motives to be labelled 
as "social". TV viewing motivation based on social needs such as those of social 
comparison, social validation ("social utility") and companionship directly results 
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in (or implies) processes of social perception and evaluation of TV persons. 
Furthermore, these processes may be accompanied by emotional reactions. 

How are TV persons perceived, and how do viewers react to them? In what 
sense are they "active" with regard to the TV persons? Already in 1956, Donald 
Horton and Richard R. Wohl described the process of television viewing in terms 
of a particular interaction between people in front of the screen and those acting 
on the screen. Analysing host-presented TV programs, they argued that TV 
consumers respond to the media-personnel with "more than mere running 
observation" (Horton & Wohl, 1986, 186)1. They proposed that viewers interact 
with the people on the screen in a way that is comparable to real social 
interaction. Horton & Wohl called this special form of mediated communication 
"parasocial interaction". The underlying television viewing situation resembles a 
face-to-face situation as the performers on the screen address the audience in a 
way similar to communicative acts in real interpersonal interaction. Given this 
illusion of a face-to-face situation, the TV person "makes available nuances of 
appearance and gesture to which ordinary social perception is attentive and to 
which interaction is cued" (Horton & Wohl, 1986, 185). 

The crucial difference between real social interaction and parasocial 
interaction (PSI) lies in the lack of reciprocity for the latter. During TV reception, 
the viewer retains his/her role as a recipient of televised communication offers. In 
fact, he/she cannot actually create or influence interactions with the performer on 
the screen. For this reason, some authors claimed that PSI cannot be subsumed 
under the "classical" definition of interaction, because there is no possibility of 
dialectical development on the basis of mutual definition and interpretation of 
communicative acts (e.g. Posner, 1985, 244). However, the idea of interaction, as 
proposed by Horton and Wohl, goes beyond this narrow definition. These authors 
assumed that the audience's activities are not limited to either cognitive or 
emotional reactions to the people on the screen, but also represent social 
processes, which go beyond mere attitudes towards TV performers. The quality of 
parasocial interactions is determined by cognitive and imaginative activities of the 
individuals, in which the viewers "broaden" the visual, verbal and nonverbal 
patterns of rommunication offered by the media persons. To put it in other words: 
Parasocial interactions are created by inner participation, they are imaginative and 
take place in the mind of the viewers. Thus, parasocial interaction can be viewed 
as a process of "imaginative" communication of the viewer with the TV person 
during the reception process (Krotz, 1996) which is characterized by the same 
cognitive and affective aspects as real social interaction (Horton & Wahl, 1986). 

1 The following citations of the year of publication and pages refer to the reprint of Horton and Wohl's 
original article: Horton, D. & Wohl, R. (1986). Mass communication and parasocial interaction: 
ObselVation on intimacy at a distance. In G. Gumpert & R. Cathcart, R. (Eds.), Inter/Media. Intetpersonal 
communication in a media world (pp. 185-202). New York: Oxford University Press. 
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3. Empirical Research on Parasocial Interaction 

Horton and Wahl elaborated the concept of parasocial interaction on the basis of 
observational evidence, but did not study it empirically. Since the seventies, their 
idea has been adopted by various media researchers either implicitly or with direct 
regards to the original PSI-concept. For instance, parasocial interaction has been 
studied as a pre- or post-communicative phenomenon, in other words as one 
possible motive or gratification outcome of TV viewing amongst a number of 
other motives or gratifications. In these studies, parasocial interaction was not 
conceptualized as a unique construct; its measurement was reduced to a few items, 
which in most of the cases were subsumed (or "hidden") under the label of other 
motive-dimensions, such as passing time, escape, entertainment, utility and 
information (e.g. Rayburn & Palmgreen, 1984; Levy & Windahl, 1984; Carveth & 
Alexander, 1985; Donohew et a1., 1987; Livingstone, 1988; Babrow, 1987, 1989; 
Lin, 1993). Thus, parasocial interaction was not treated as a clear-cut concept 
(sometimes it wasn't even labelled as "parasocial interaction"); neither was a 
concise definition of parasocial interaction formulated nor were explicit items 
developed to measure it. 

Other studies focussed more directly on parasocial interaction and considered 
it a more central variable of interest. Analysing viewers' perceptions of TV 
persons, Houlberg (1984) found aspects of parasocial interaction forming a 
stronger factor (resulting in 5 items, e.g., "Daily visit [of the TV person; UG] 
helps make my problems easier to handle", ,,1 like to know more about [TV 
person; UG] off the job"; 426) than perceived physical attractiveness and 
professional competence of TV persons. Levy (1979) also differentiated between 
the mere judgement of media persons and aspects of PSI but developed only a very 
short scale (3 items) to measure PSI. The finding that more than 50% of the 
respondents agreed with the statement "The newscasters are almost like friends 
you see every day" was interpreted as evidence for the existence of parasocial 
interaction. In an earlier study with Swedish children, Rosengren et a1. (1976) 
differentiated between identification with media persons ("vicarious interaction"), 
capture (as a combination of identification with one of the persons in the 
programme viewed, and imaginary interaction with other persons in the 
programme), and parasocial interaction (3 item-scale, e.g., "Sometimes it almost 
feels as if someone in the programme is talking directly to me"; 366). Using a 
multitrait-multimethod approach, they found a clear distinction between the three 
concepts. Nordlund (1978) measured "media interaction" (as TV person-related 
involvement, 4 items, e.g., " ... talking about TV persons with others") and found 
correlations with preferences for specific contents and media dependency. 

As these examples show, there was no conformity in conceptualizing and 
measuring parasocial interaction in the mentioned studies, so that their 
contribution to an empirical clarification of PSI is limited. In 1985, Rubin, Perse, 
and Powell (1985) developed the "Parasocial Interaction Scale" which focusses on 
parasocial interaction in a more elaborate way. The scale consists of 20 statements 
to which respondents can agree or disagree on a five-point rating scale. This 
instrument was used (in the original or modified version) in a couple of studies 
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(mainly in the United States) to assess parasocial interaction (e.g. Rubin & Perse, 
1987; Rubin & McHugh, 1987; Perse & Rubin, 1989; Perse, 1990; Grant, Guthrie 
& Ball-Rokeach, 1991; Auter, 1992; Turner, 1993). In these studies, which 
focussed mainly on news personnel, positive correlations emerged between 
parasocial interaction and: 

• news affinity, perceived realism of the news and emotional involvement (Rubin, 
Perse, & Powell, 1985; Perse, 1990), 

• postviewing discussion, postviewing cognition, attention (Rubin & Perse, 1987), 

• social attraction of the TV person (Rubin & McHugh, 1987), 

• media dependency (Grant, Guthrie & Ball-Rokeach, 1991), 

• similarity between self and TV person (rurner, 1993), 

• intimacy evoking communication of the performer (Auter, 1992). 

This short review of research, however, should not give the impression that the 
topic of parasocial interaction has been examined thoroughly and in detail. 
Although the concept has been increasingly discussed in recent years, empirical 
research is still unsatisfactory. This situation might, on the one hand, be due to 
the weak theoretical foundation of the concept within the quoted studies, resulting 
in a variety of different operationalizations (e.g., as a motive or gratification 
outcome of television viewing; e.g., Hippel, 1992). On the other hand, especially 
in Germany and in many other European countries, research on parasocial 
interaction has been neglected in the past. Since Teichert (1972; 1973) adopted 
the concept under the perspective of Symbolic Interactionism in Germany, only 
two empirical studies have been conducted (Fabian, 1993, Schorr-Neustadt, 
1994). Thus, research on parasocial interaction in Germany is still at the very 
beginning and has just taken its first step. 

4. Research Questions 

The purpose of the present study was to conduct an empirical analysis of 
parasocial interaction with a sample of German TV viewers. In a first step the 
study focussed on the question to what extent TV viewers report parasocial 
interaction. To measure PSI, a translated version of the PSI-scale (Rubin et aI., 
1985) was used. In a next step the relationships between (reported) parasocial 
interaction and sociodemographic data (e.g., age), TV viewing behavior and TV 
motives were analysed to test the significance of these factors for predicting PSI. 
Contadicting the statement that parasocial interaction is a uni-dimensional 
construct (e.g., Rubin et aI., 1985; Turner, 1993), multi-dimensionality of PSI was 
assumed. Therefore, in a next step the underlying dimensional structure of the 
respondent's answers was examined by factor analysis. Finally, the extent of 
parasocial interaction found in the German sample was compared with the results 
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of an American study (Rubin et aI., 1985). The results will be discussed in view of 
the appropriateness of the instrument administered to measure PSI (PSI-scale), 
and suggestions for further research will be made. 

S. Method 

In a first step, the Parasocial Interaction Scale (PSI-scale) (Rubin et aI., 1985) was 
translated into German. Some statements were modified according to specific 
differences between German and American presentation formats of TV content 
(e.g., news programs). Three items were added in order to differentiate statements 
of the Rubin scale. The questionnaire also contained sociodemographic items, 
measures of TV viewing behavior, such as the amount of viewing, the social 
situation while viewing (alone or with others), and TV motives. Before answering 
the 23 parasocial interaction items, respondents were instructed to name their 
favorite TV person. Extending the PSI-scale of Rubin et a1. (1985), which asked 
only for news-presenters, the questionnaire also asked for the favorite TV person 
in entertainment programs, such as game-show hosts. An overview of the 
questionnaire and a few examples of the wording of the parasocial interaction 
items are presented in the following table. 

Table 1: Categories o/Variables Used in the Questionnaire 

Categories Examples 
sociodemographic age, sex, education 
data 
TV viewing amount of viewing; 
behavior viewinR with others 
TV motives 37 items adopted from earlier research, emerging in 5 dimensiOn! 

(factor analysis): 
- social utility (e.g., to learn from TV; to share the experiences 0 

others) 
- escape/company (e.g., to escape from problems; to avoid bein~ 
alone) 
- entertainment/suspense (e.g., because it's amusing; because it' 
gripping/fascinating) 
- information (e.g., to get information) 
- interest in TV person (e.g. to see certain persons) 

favorite TV person news personnel 
entertainment personnel 

parasocial 23 items, for example: 
interaction I find ( ... ) to be attractive 

I look forward to watching ( ... ) on the program 
I see ( ... ) as a natural, down-to-earth person 
If there was a story about ( ... ) in a newspaper or magazine, I woulc 
read it 
I think my favorite ( ... ) is like an old friend of mine 
I would like to meet ( ... ) in person 
I feel sorry for ( ... ) when he/she makes a mistake 
I sometimes make remarks to ( ... ) during the program 
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The questionnaire was administered to 197 German respondents at the end of 
1994. Table 2 shows the sociodemographic data of the sample and aspects of TV 
viewing behavior. 

Table 2: Sociodemographic Description of the Sample (n=197) and TV 
Viewing Behavior 

average size of household 3 persons 

average amount of TV sets 1.6 sets 

jlenetration with cable- / satellite-TV 47% 

sex male 36.5% 
female 63.5% 

age (mean: 35) 17 - 25 29% 
26 - 40 43% 
41- 55 21% 
56+ 7% 

TV viewing 1- 2 hours/day 64% 
2 -3 hours/day 25% 
3 -4 hours/day 7% 
4 + hours/day 3% 

Subjects lived in households with an average size of three persons. They possessed 
an average of 1.6 TV sets. Nearly half of the subjects were able to receive cable or 
satellite TV. Almost two thirds of the respondents were women. The mean age 
was 35 years. Over 60% reported watching TV up to two hours per day. Thus, the 
sample is skewed with respect to the subjects' sex as well as to the duration of TV 
viewing. In comparison to the results of audience research in Germany (e.g., the 
GfK data), the daily amount of TV viewing is underestimated. As far as 
generalization of the results is concerned, the present sample is evidently not 
representative for the German population. However, one advantage of this sample 
is that it is - at least to a certain extent - comparable to the sample of the Rubin et 
al. (1985) study, which also consisted of younger people (mean age: 27) and more 
women (62%) than men (38%). Still, one cannot overlook the fact that it is 
impossible to conduct a direct comparison (e.g., with statistical means) between 
the two samples. However, on a descriptive level, some conclusions can be drawn 
and some insights are provided when looking at German versus American TV 
viewers. 

6. Results 

6.1 Favorite TV Persons 

Most of the respondents in the sample (92%) named at least one favorite TV 
person, namely prominent newscasters (e.g., Ulrich Wickert, Sabine Christiansen 
or Friedrich Kiippersbusch) or hosts of entertainment and talk shows (e.g., 
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Thomas Gottschalk, Margarete Schreinemakers, Harald Schmidt, and Gunther 
Jauch). Data revealed a high correspondence between not naming a favorite TV 
person and missing data in the PSI-scale. There was a significant difference 
between men and women in choosing their favorites. Whereas men showed a 
stronger tendency to choose same-sex TV persons, the favorites of women were 
more equally distributed to male and female TV persons (see Table 3). 

Table 3: Choices of Male and Female Favorite TV Persons 

sex of favorite TV person 

sex of respondent male female 

male 50 12 

female 75 42 

column 125 54 

total 69.8% 30.2% 

Chi-Square Pearson: 5.26; p<.023 
Contingency coefficient: .169; p<.021 

6.2 Parasocial Interaction 

row total 

62 

34.2% 

117 

65.4% 

179 

100.0% 

How did the viewers respond to the PSI-scale with their favorite TV persons in 
mind? Responses to the 23 items were summed up and averaged. Cronbach's 
alpha for the scale was .86, which is quite satisfactory when compared with other 
studies using the PSI-scale (Rubin et ai., 1985, reported an alpha of .93; Rubin & 
McHugh, 1987, .88; Perse & Rubin, 1989: .85; Perse, 1990: .91; Auter, 
1992: .81). Given a minimum of 1 ("strongly agree") and a maximum of 7 
("strongly disagree") the mean score (PSI-score) was M = 4.15 (SD = 1.91). This 
finding corroborates the results of previous studies in which similar "intensities" 
of parasocial interaction were found (e.g., Rubin et ai., 1985: M = 2.7; Rubin & 
McHugh, 1987: M = 3.3; Fabian, 1993: M = 3.4; each on a five-point scale). 
Although the overall PSI-score is "only" located on a middle level, it indicates 
that TV viewers do respond to people on the screen with "more than mere running 
observation", as Horton and Wohl (1986,186) have claimed. 

To check for individual differences with respect to the extent of PSI, analyses 
of mean differences between subgroups of the respondents (t-tests) as well as 
correlations (e.g., with TV motives) were computed: 

1. The overall PSI-scores obtained with regard to different TV favorites did not 
differ between news personnel and persons appearing in entertainment 
programs. 
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2. No significant overall gender difference was found. However, women showed 
a stronger tendency to evaluate the thoughts, feelings and attitudes of the TV 
person than men did. In short, women put themselves into the place of the TV 
person to a greater extent than men did. 

3. Older respondents reported higher levels of parasocial interaction than 
respondents in younger age groups did. Especially subjects who where 56 
years and older perceived their favorite TV person more often as a friend 
coming to their home and being a pleasant companion throughout the program 
than did younger subjects. Missing the TV person was more intensive in this 
age group than in younger groups. 

4. Parasocial interaction significantly correlated with the amount of TV viewing. 
The more people watched, the more they reported parasocial interaction. This 
was true for the overall mean and for the majority of the single items. 

5. Watching alone or together with others also seemed to have an influence. 
People who usually sit alone in front of the screen reached higher overall PSI
scores and missed the favorite TV person more than those watching together 
with others. 

6. There were significant correlations between parasocial interaction and TV 
motives, as the following table shows. 

Table 4: Pearson Correlations of Parasocial Interaction (Overall PSI-Score) 
with Television Motives 

TV motives (see Table 1) 

social utility entertainment escape/ information interest in 
/suspense company TV person 

PSI-score 
r .53 .39 .42 .26 .43 

N (184) (183) (183) (183) (183) 

Significance p= .000 p= .000 p= .000 p= .000 p= .000 

Parasocial interaction was obviously linked with the age of the respondents, the 
amount of TV viewing and the viewing situation. Furthermore, significant 
positive correlations with all TV motives emerged. These variables can be 
interpreted as prerequisite (in the sense of antecedents) to the actual process of 
TV reception (e.g., determining the TV viewing selection process). Parasocial 
interaction, as conceptualized by Horton and Wohl, refers to the recipients' 
activities occurring during the viewing process. Hence, the question emerges to 
what extent the variables mentioned above are significant predictors of PSI. To 
test the contribution of age, amount of TV viewing, social situation during TV 
viewing, and TV motives to the explanation of parasocial interaction, a stepwise 
multiple regression analysis was computed. The results of the procedure are 
presented in Tables 5 and 6. 
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Table 5: Results of the Stepwise Multiple Regression Analysis I 

predictor step no. multiple R adjustedR F significanc 
square 

social utility 1 .51 .25 60.04 .000 

interest in TV 2 .57 .32 41.50 .000 
person 

age 3 .59 .33 29.74 .000 

escape/ company 4 .61 .35 24.59 .000 

The results indicate that PSI can be predicted by age and the three motives "social 
utility", "interest in TV person" and "escape/company". Together, the four 
variables accounted for 35% of the total variance of the criterion variable (PSI). 
The other variables (amount of TV viewing, social situation while watching, and 
the TV motives "entertainment/suspense" and "information") were excluded from 
the equation. The analysis of the relative weight of the four contributing variables 
indicated that "social utility" (B = .30) and "interest in TV person" (B = .25) were 
substantial contributors; "escape/company" (B = .18) and age (B = -.17) were 
moderate positive resp. negative contributors to the explanation of parasocial 
interaction. The TV motives "information" and "entertainment/suspense", the 
amount of TV viewing, and the viewing situation proved to be negligible 
components of the equation (see Table 6). 

Table 6: Results of the Stepwise Multiple Regression Analysis II: Beta 
Weights of the Entered Variables after 4 Steps 

predictor beta T significance 

social utility .30 4.05 .000 

interest in TV person .25 3.75 .000 

age -.17 -2.65 .008 

escape/company .18 2.51 .013 

Watching television in order to get socially useful information and to "meet" 
certain persons on the screen emerged as the strongest predictors of parasocial 
interaction. Hence, looking at the viewer's motives for watching television, 
especially at those referring to his/her "social needs", helped to explain parasocial 
interaction. They can be seen as important determinants on the "pre
communicative side" of the TV reception process having a significant influence 
on the intensity of parasocial interaction during TV viewing. The more moderate 
contribution of the "escape/company" motive to the equation might be due to the 
fact that the gratification outcomes when watching television in order to escape 
from daily problems might not necessarily be connected with the appearance of 
certain TV persons. In other words: For the satisfaction of the escape/company 
need the appearance of the favorite TV persons is probably not that important as it 
is with regard to the TV motives "social utility" and "interest in TV person". 
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Furthermore, the results indicate that parasocial activities are more likely with 
older respondents. 

6.3 The Structure of Parasocial Interaction 

Although several authors (e.g. Rubin et al., 1985; Turner, 1993) declared PSI to 
be uni-dimensional, it seems that different dimensions of "being active" with the 
TV person were being measured with the PSI-scale. This idea is supported by two 
observations. 

1. As a superficial inspection of the items shows, the PSI-scale refers to various 
reactions and activities of the viewer while watching hislher favorite person on 
television (see also Hippel, 1992). It takes into account different "levels of 
dyadic communication", ranging from person perception to overt interactional 
behavior with regard to the TV person, namely: 

- merely perceiving and judging a TV person (items a, c), 

- having some kind of relationship with a TV person, e.g., as a friend (item e), 

- experiencing feelings and empathy (item g), 

- directly interacting with a TV person (item h). 

2. A closer look at the descriptive results regarding the single PSI-items in the 
studied sample revealed differential reactions of the respondents. There are 
items to which the subjects definitely agreed. Examples for agreement are the 
following statements: 

- ,,Joking around of ( ... ) makes viewing easier" (M = 2.33) 

- ,,I see ( ... ) as a natural, down-to-earth person" (M = 2.70) 

- ,,I watch another program when ( ... ) changes television program" (M = 2.70) 

- ,,I look forward to watch the program with ( ... )" (M = 2.71) 

With some other statements, respondents definitely disagreed, for example: 

- ,,I sometimes feel ( ... ) speaks directly to me" (M = 5.77) 

- "Sometimes, I talk to ( ... ) while watching" (M = 6.13) 

- ,,I'm ashamed, if ( ... ) makes a mistake" (M = 6.27) 

Another group of items are located in the middle range of the scale, such as the 
following items: 

- ,,I like hearing ( ... )'s voice in my home" (M = 4.30) 

- ,,I try to get more information about ( ... )" (M = 4.21) 
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- ,,I would like to meet ( ... ) personally" (M = 4.23) 

- ,,I think ( ... ) is attractive" (M = 4.24) 

A factoranalysis was computed in order to identify the underlying dimensions of 
parasocial interaction. Following the Kaiser-Guttman criterion and the results of 
an additional Scree test, a three-factor solution was preferred. The results of this 
procedure are presented in the following table. 

Table 7: Principal Components Analysis of the PSI Items with Varimax 
Rotation 
(Note: Only factor loadings greater than or equal to .45 have been 
included) 

Factor 1 Factor 2 Factor 3 

Paraphrased wording of the PSI statements 

... I feel as if I am part of their group .78 

... sometimes I feel ( ... ) is directl y speaking to me .76 

... I like hearing the voice of ( ... ) .64 

... feel comfortable as if I were with friends .63 

... like to compare my ideas with those of ( ... ) .62 

... favorite ( ... ) is like an old friend .58 

... watching the program shows me what ( ... ) are like .53 

... I find ( ... ) to be attractive .48 

... I would like to meet ( ... ) personally .47 

... I would read stories about ( ... ) in magazines 

... if ( ... ) appeared on another program, I would watch it .74 

... I look forward to watching ( ... ) .73 

... ( ... ) seems to understand what I want to know .64 

... when ( ... ) shows feelings, it helps me to make up my mind .62 

... when ( ... )'s joke around, it makes watching easier .62 

... I definitely notice when other ( ... ) presents program .60 

... ( ... ) keeps me company while watching .47 .51 

... not satisfied when other ( ... ) presents program .49 

... see ( ... ) as down-to-earth person 

... ashamed, when ( ... ) makes a mistake .74 

... sometimes make remarks to ( ... ) .62 

... feel sorry for ( ... ) when making a mistake .61 

... I miss ( ... ) .49 .52 

As the results of the factor analysis show, it is plausible to assume a three
dimensional underlying structure of PSI items. The strongest factor is labelled 
"companionship" and describes TV viewing as being together with a "friend". 
Most of the statements loading on this factor refer to the viewers' feelings of 
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companionship with the actor in the program. TV persons are perceived as "good 
friends" who create a warm and pleasant atmosphere when appearing in one's 
home. In general, there is an interest in the person on the screen connected with 
sympathy for him/her and personal emotional bonds. 

Factor 2 is interpreted as "person-program interaction" ("TV person and 
program belong together"). It includes statements which focus on attributes of 
performers in connection with the evaluation of the specific program. This points 
at the specific functions that the TV person has for the viewer when watching the 
program, especially being a good host, and making the show easy to follow and 
understand. Obviously, viewers see the TV person and the program as a unit, so 
that liking of the program is related to liking and positive thoughts or feelings 
about the program's actor. 

Factor 3 represents "empathetic interaction" (and direct interaction with TV 
person) and describes intensive affective reactions (e.g., feeling sorry for the TV 
person) or overt interaction behavior (e.g., talking to the screen). TV persons are 
perceived and treated as real interaction partners and integrated into a real 
(though imaginative) communication process. 

As the results of the factor analysis show, the PSI-scale (as it was used in the 
present and other studies) does not measure parasocial interaction as a uni
dimensional construct. It measures different aspects of recipient activities towards 
TV persons. The most important seems to be the personal relationship with the 
TV person which is based on the evaluation of personal attributes of the TV 
person and implicating positive "rewards" when "meeting" this TV person. 

Only with regard to the third factor, viewer's activities could be claimed as 
parasocial "interaction" in the sense Horton and Wohl conceptualized it, namely 
as activities occuring directly during the reception process. Agreement with these 
items requires either explicit interactive behavior (e.g., "I sometimes talk to him") 
or cognitive activities of the recipient which are highly "interactive" (e.g. "I feel 
ashamed when he makes a mistake"). However, the (reported) intensity of such an 
interactional type of behavior is not very substantial. Two interpretations of the 
latter result are possible. First, there is a possibility that such behavior or 
cognitions do actually not occur. Second, such explicit behavior or cognitions may 
occur, but cannot be measured appropriately by the used instrument. The items 
may provoke negative reactions, or respondents may be not aware of "extreme" 
parasocial activities. However, studies in which the behavior of TV viewers was 
directly observed during TV viewing were able to demonstrate that direct 
interactional behavior of viewers does occur (e.g., Holly, 1993). More research 
must be done on this methodological problem of measuring different forms of 
parasocial interaction. 

6.4 Comparison with Rubin's Results 

The last part of the present study was aimed at comparing some general results of 
the German study with the findings of the Rubin et al. (1985) study. Do German 
and American TV viewers report similar intensities of parasocial interaction with 
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TV persons or are there crucial differences? In order to compare the results of 
both studies, the answering scales (seven-point scale in the German questionnaire, 
five-point scale in the Rubin et al. questionnaire) were transformed, resulting in a 
minimum of 0 for "total agreement" and a maximum of 6 for "total 
disagreement". The three additional items of the German version of the PSI-scale 
were excluded for this research step, so that only those 20 statements that were 
identical in both versions were compared. It must be considered however, that it 
was impossible to conduct a direct comparison using statistical testing of 
differences between the two samples. Thus, the following results are limited to a 
general overview on a descriptive level. Figure 1 shows the transformed means of 
the individual items in both samples. They have been sorted with regard to the 
outcome of the factor analysis reported above. 

6 
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Figure 1: Parasocial Interaction Scale: Means of the 20 Items and Overall 
PSI-Score in the Two Samples (Gleich, 1994; Rubin et ai., 1985) 

When looking only at the overall PSI-score, the difference between the German 
and the American respondents is not very pronounced. However, a closer 
inspection reveals interesting divergences between the two samples. First, the 
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distribution of the single-item means was analysed by treating them as a data 
sample (N=20) and computing simple descriptive statistics(see table 8). 

Table 8: Statistics of the distribution of single-item means in the two samples 
(N=20) 

Mean Std dey Variance Minimum Maximum Range 

I Rubin et aJ. 3.64 .54 .29 2.27 4.29 2.02 

I Gleich 3.15 1.18 1.38 1.17 5.13 3.96 

As can be seen in table 8, the single-item means of the German respondents had a 
greater range (lower minimum and higher maximum) and a higher variance. The 
statistics of the distribution of means revealed that the reactions of the German 
respondents were more "extreme" than the answers of the American sample. This 
is true for agreement with certain items as well as for disagreement with other 
items used to measure parasocial interaction. To allow some more detailed 
conclusions on a single-item level, the difference between the answers of German 
and American respondents was computed for each item (the results are shown in 
figure 2). 
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-2 

stronger agreement of German 
respondents (Gleich, 1994) 

stronger agreement of American 
respondents (Rubin et aI. , 1985) 

~~~ ______ ~ ________ ~-J 

Figure 2: Mean differences between the German and American samples 
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For 7 of the 20 statements there was a stronger agreement of American 
respondents. Especially on item 4 (,,1 feel sorry for TV person when making a 
mistake"), item 8 (,,1 feel comfortable as if I were with friends") and item 15 (,,1 
sometimes make remarks to TV person) American respondents had noticably 
higher scores (up to one scale-point) than the German subjects. On the other 
hand, Germans agreed more strongly with 13 of the 20 statements, especially with 
item 13 (,,1 look forward to watching TV person"), item 12 ("If TV person appears 
on another program, I would watch it"), item 11 ("TV person keeps me company 
while watching"), item 22 (,,1 am not satisfied when other TV person presents 
program") and item 3 ("When TV person shows feelings, it helps me to make up 
my mind"). 

It seems that American and German respondents emphasized different aspects 
of parasocial interaction. Whereas American subjects agreed more strongly with 
statements encompassing the spectrum of strong empathetic reactions to real 
interactive behavior, German respondents seemed to bring a positive evaluation of 
a TV person in connection with the program in which the person appears. In other 
words, their judgment of the TV person could be based to a greater extent upon 
the evaluation of the TV person within the context of the TV program (e.g., 
professional competency) than in the case of Americans. The stronger agreement 
of Americans to statements referring to direct interactive behavior could be due to 
various reasons. For example, Americans may be generally 'better acquainted' 
with their favorite TV person, implying that there is a higher perceived degree of 
intimacy as well as a more distinct (parasocial) reaction. The finding could also be 
explained in terms of a more 'open' response behavior of Americans, in which 
social desirability bias plays a smaller role than in the German findings. However, 
due to the purely descriptive character of the findings presented here, the 
conclusions are merely hypothetical in nature and must be verified in 
appropriately designed cross-cultural studies with matched samples. 

7. Discussion 

The study reported presents the results of an empirical study on parasocial 
interactions between TV viewers and TV persons. It should be kept in mind that 
the results cannot be generalized because the sample was not representative of the 
average German TV viewer. Also, it must be noted that the subjects responded to 
the questionnaire with their special favorite TV person in mind. Thus, the results 
may not be generalizable to the relations between viewers and TV persons in 
general. The descriptive analysis revealed moderate to substantial agreement with 
most of the 23 PSI items. Obviously most of the viewers have at least some extent 
of parasocial cognitions with respect to their favorite TV persons. They are related 
to the personal perception of the performer, the evaluation of professional and 
personal attributes and relationship aspects. This result supports the assumption of 
Horton and Wohl (1986) that viewers "meet" TV persons on the basis of social 
cognitions and not only in the sense of mere perception. The results show that 
parasocial interaction with TV persons does exist in one way or another and that 
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the TV persons are relevant to TV viewing and program selection behavior. This 
has implications with regard to the different functions TV persons can have for 
the viewer. Dependending on many intervening factors (e.g., motives, social 
setting, expected outcome of TV viewing), the viewer can meet TV persons in 
different ways and on different levels: from mere perception to an intensive 
relationship. 

The results of the factor analysis support the assumption that the PSI-scale 
measures different dimensions of parasocial interaction. Only some of the 
statements refer to direct parasocial interaction. Two additional strong factors 
were found, one relating to the evaluation of the media person within the 
mediated context (e.g. the program he/she presents) the other relating to the 
emotional bonds with the TV person. This last factor refers to the positive social 
relationship the respondent may develop with the media person(s) over time, 
especially with those who appear on the screen regularly and over a longer time 
period (such as news-presenters, hosts of game or entertainment shows, or figures 
in serials). Viewers might feel connected to particular TV persons in a very 
intensive way and share a "common history" with them over a longer period of 
time. Horton and Strauss (1957) discussed this connection between actual 
parasocial interaction and the development of parasocial relationships between 
viewers and TV persons: 
"Over the course of time, direct and indirect interplay between perfomers and 
audience binds them together in a common institution ( ... ) wich has its own well
understood values and norms of reciprocal behavior derived from the common 
social matrix, its own history and course of mutual development. ( ... ) The 
relationship built up, and the unterstandings that sustains them, seems no 
different in kind from those characteristics of normal social life; and the symbolic 
prosesses mediating them are likewise the same ( ... )" (Horton & Strauss, 1957, 
587) 

The viewer's definition and perception of roles within parasocial relationships 
is claimed to be similar to primary relationships (e.g., friendships) and include 
sociability, sympathy, and intimacy: 
"The relationship of the devotee to the persona (= TV person; UG) is, we sugges~ 
experienced as of the same order as, and related to, the network of actual social 
relations. This, we believe, is even mol' the case when the persona becomes a 
common objekt to the members of the primary groups in which the spectator 
carries on his everyday life. ( ... ) " (Horton & Wahl, 1986,202) 

Although many authors (e.g. Levy, 1979, 72; Caughey, 1984, 40; Mikos, 
1991, 73; Cerulo, Ruane, & Chayko, 1992, 117) have accepted the view that 
recipients may establish longer-lasting relationships with TV persons and "know 
such a person in somewhat the way they know their chosen friends" (Horton & 
Wahl, 1986, 187) parasocial relationships have not been studied systematically 
until now. To what extent TV persons are integrated into the existing social 
context and what kind of rewards or gratifications viewers get from having a 
relationship with TV persons has not been analysed yet. 

However, there is at least some evidence strengthening the argument that it 
seems fruitful to focus on aspects of the relationship within the research on 
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parasocial processes. Koenig and Lessan (1985) asked subjects to rate TV persons, 
persons in the social environment of the subjects (e.g., friends, acquaintances), 
and themselves on a number of bipolar adjectives. The results indicated similar 
proximities between the pairs "self and friend" and "self and favorite TV person". 
"In regard to distance in semantic space ( ... ) the term 'quasi-friend' appears 
appropriate in describing the relationship between viewer and a favorite TV 
personality" (Koenig & Lessan, 1985, 265). The result of a study by AltstOtter
Gleich (1994) using Kelly's Repertory-Grid Technique supports this finding. 
Given the free choice of role pairs to compare within a triad (e.g., best friend, 
father, ideal self, actual self, favorite TV person, etc.), subjects most often chose 
the pair "best friend" and "favorite actor" to make similarity judgements. Besides 
physical attributes (like attractiveness), the categories of comparison included 
personal attributes such as social competence, sympathy, etc. These results allow 
for the following conclusions: (1) Evidently, people have no difficulty in 
comparing real persons with fictional TV persons; the fact that the latter persons 
appear only on television seems to be no reason for the subject to refuse the 
judgement and/or comparison task. (2) Obviously, subjects used the same or 
similar cognitive categories to judge real and fictional people. Therefore, the 
assumption may be justified that for TV viewers it is quite normal to "construct" 
TV persons and their roles within a parasocial relationship in a similar way they 
"construct" real persons. 

However, neither the differential qualities of parasocial relationships have 
been studied nor have the conditions and determinants of the development of 
parasocial relationships been analysed in detail. Questions like "What do 
parasocial relationships mean to the viewers in the context of their social life?" or 
"How intensive and important are such relationships?" have hardly been 
examined to date. These conclusions as well as the results of previous research 
work should stimulate further studies on the quality of relationships between 
viewers and TV persons with more subtle methods, because: 

• the significance of a TV person for the viewer (e.g., "as good friend") may be 
reflected in longer lasting emotional bonds and relationships; 

• the relative importance of a TV person within the individual social network of a 
viewer can be identified more precisely if the quality of the relationship with the TV 
person (e.g., emotional and intellectual "rewards'') is analysed and compared to 
real-life persons; 

• concepts and instruments of "social analysis" (Caughey, 1984, 28) may be derived 
from social-psychological relationship research and applied to parasocial 
relationships. 

The comparison with American data showed that it may be justified to claim 
cultural biases with regard to the results of research on parasocial interaction. 
Because PSI has been examined mainly in the United States, it is not surprising 
that differences in parasocial interaction appear when comparing findings to data 
from other countries (here: Germany). This result is corroborated by a Finnish 
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study. Isotalus (1995) tested the PSI scale (Rubin et a1., 1985) on a small group of 
24 Finnish students. They were asked to respond to the questionnaire and, 
additionally, to comment on it. It was found that half of the subjects were unable 
to respond to the statements concerning their favorite newscasters, simply because 
they had none (this was not true for the German sample). Furthermore, they had 
difficulties with respect to the evaluation of the newscasters' own opinions 
because Finnish news presenters do not usually articulate their own ideas about 
news contents. In sum, the scale was characterized as being too ,,American" (64). 
However, the results of this Finnish study suggested that parasocial interaction 
with a newscaster was something that Finnish viewers were not unfamiliar with. 
Furthermore, Isotalus (1995) presumed distinct differences in the quality of 
parasocial interactions between the two cultures. However, the question "What 
exactly are the crucial differences?" has not yet been answered and raises several 
issues to be addressed by further research. One interesting question could be if 
differences also occur between narrower cultural entities, for example within 
Western Europe. More research needs to be done on this topic. 
Despite the fact that parasocial interaction was not on the top of the agenda of 
European media researchers for a long time, the rising interest in social and 
emotional dimensions of TV viewing behavior will hopefully stimulate research 
on parasocial interaction and relationships, especially in a broader European 
context. Many questions have been left unanswered, for example: 

• What is the "state-of-the-art" of research on parasocial interaction and relationship 
in different countries? . 

• To what extent are levels of interaction with and quality of relations to TV persons 
comparable among different countries or regions? When compared with the Rubin 
outcomes, obvious differences appeared to exist between American and German 
respondents. 

• Are there cultural differences in the way TV performers communicate with their 
audiences and do these differences emerge in different kinds of parasocial 
interaction and lor relationships? 

• And last but not least: With regard to the rise of interactive media, will new forms 
of interaction and relationships with media-persons develop in the future? 

The use of different methodological and theoretical approaches seems promising 
for future research on parasocial interaction and relationships in a European 
context. 
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Changing Audiences for Changing Media: A Social Psychological 
Perspective 

Sonia Livingstone 

1. A Social Psychology of Audiences? 

As this book conjoins psychology and media studies, it seems an appropriate place 
in which to consider the specific contribution of social psychology to the study of 
the mass media audience!. In Livingstone (1990), I traced the parallel and often 
overlapping histories of social psychology and audience theory during the past 
seven or eight decades, arguing that while audience theory has often depended 
upon social psychological theory (for example, in its studies of media effects, or in 
its current interest in social cognition), its concurrent interfaces with other 
disciplines such as those concerned with production, institution, culture and text 
have enriched audience theory in ways which social psychology would do well to 
follow. The enriching effect of such interdisciplinarity has been particularly 
successful recently in the emergence of a critical/cultural theory of audiences 
(Morley, 1992; Radway, 1985; Silverstone, 1994) which has reframed the theory 
and methods of audience research in productive and provocative new ways. Thus, 
critical audience research is developing a complex analysis of the interpretation of 
programmes, conceived as texts rather than messages, where these interpretations 
are located in the cultural contexts of reception. 

Yet in reframing audience theory, researchers have often explicitly defined 
themselves against the psychological, commonly invoking the label of 'social 
psychology' to describe to-be-rejected approaches, whether of the passive, 
mindless audiences of effects research or of the overly active, individualistic 
audiences posited by uses and gratifications theory (Blumler, Gurevitch & Katz, 
1985)2. Thus, despite the historical links between social psychology and audience 
theory, recent critical audience research has tended to mark its distance from 
social psychology, and the term is often used pejoratively to signify 
administrative, reductionist or positivist research (see for example, Morley's 
introduction to The Nationwide Audience, 1980). And yet, social psychology 
might seem a highly appropriate field with which to theorize the active viewer. 
For example, Katz (1987) conceives of the advances of critical audience research 
precisely as offering a social psychology of audiences when he suggests that 

1 In addressing this issue, I will expand on a theme raised in my earlier work on audience reception of media 
(Livingstone, 1990) and on audience consumption of media technologies (Livingstone, 1992; Lunt & 
Livingstone, 1992). 

z-rhese theories are generally characterised in a stereotypical form in order to set up the straw persons 
against which new developments can be claimed successful. 
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'decoding is now conceptualized as a social psychological process via which 
viewers enter into "negotiation" with a text' (p. 38). 

Some clarification is therefore needed concerning the contribution of social 
psychology to audience research, which I shall attempt below. At the same time, 
the critical study of audiences is itself corning under fire for a range of reasons, 
including the charges of a fetishisation of the audience (Ang, 1990), a celebration 
of the supposedly subversive audience (Gitlin, 1990; Seaman, 1992), an 
objectification of the audience as 'other' (Erni, 1989), and a reification of an 
inappropriately homogenised audience (Allor, 1988). For these critiques, a 
response is also needed, as few of these critiques are, it seems, being answered by 
those in the full swing of audience research. While I offer a response to these 
growing critiques elsewhere (Livingstone, 1996), in the present paper I want to 
draw together these two lines of criticism by reconsidering the role of the social 
psychologist in developing and addressing the problems of audience theory. 

2. The 'New Himmelweit Project' 

As this book also concerns the prospects for co-operative empirical research, I will 
pursue this theme through the presentation and discussion of a new, comparative 
research project on children and young people's involvement with old and new 
media (Appendix I; see Livingstone & Gaskell, 1995). 

The research project, entitled 'Children, Young People and the Television 
Screen', is conducted in association with the Broadcasting Standards Council, and 
is funded jointly by The Leverhulme Trust, British Telecom, the BBC, lTC, 
Yorkshire Kyne-Tees Television, and the EU. The project will be conducted in 
conjunction with similar teams in six to eight other European countries. The 
study, which is just beginning, is conceived in part as a replication and extension 
of the study conducted by Hilde Himmelweit and her colleagues during the 1950s 
as television was entering British homes (Himmelweit, Oppenheim & Vincei 

1958). That study, published as Television and the Child nearly forty years ago, 
offered a social psychologist's answer to a question of pressing public concern: 
What is the effect of introducing television into the everyday lives of children? It 
also, significantly, answered the question of pressing concern to the emerging 
social sciences of how should such a research problem be studied. Television and 
tlte Child set a social psychological model for research into the effects of 
television on its audience which has been hugely influential in framing theories 
and methods of audience research over the subsequent decades. 

In the 1990s new forms of media are entering, or about to enter, the homes of 
children and young people in Britain and elsewhere. We now face the task of 
rethinking the appropriate theories and methods for studying this new research 
problem, following forty years of social change and forty years of academic 
research and debate in the field. Clearly, since the early days of television there 
have been considerable changes in many aspects of children's lives. How are new 
interactive digital media entering and possibly transforming our homes? Domestic 
ownership of many forms of media, and interest in acquiring further accessories, 
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is still nsmg - in terms of numbers of sets, diversity of cable and satellite 
channels, numbers of domestic decoders, ownership of video cameras, games and 
recorders, personal computers with CD-rom, telephones (including mobile phones 
and modems), and so forth (Broadcasting Standards Council, 1994; lTC, 1995). 
In sum, technological developments, together with relatively low prices and high 
consumer demand, are resulting in qualitative and quantitative changes in the 
opportunities available to audiences. Significantly, it is households with children 
that are leading the way towards what may be called 'media-rich' homes, and 
many of the latest acquisitions are sited in children's bedrooms rather than in the 
main family living room. 

However, the mass media have become so highly integrated into all aspects of 
everyday life that it is no longer possible to make straightforward comparisons 
between those with and without television, as could Himmelweit et aI. and their 
contemporaries in America (Schramm et aI., 1961). While it is true that specific 
comparisons can be made between, for example, children with and without cable 
or satellite television, or with and without a home computer, the more important 
point is that multiple forms of media are now present in increasingly diverse ways 
in people's everyday lives (Silverstone, Morley, Dahlberg & livingstone, 1989). 
The key research issues can no longer be conceived in terms of simple 'effects', but 
rather we must discover the diverse modes of participation in media environ
ments, depending on background, opportunities and interest. 

3. Reconceptualising the Audience: A Multi-Level Analysis 

Before pursuing the issues raised by our new project, let us consider the 
difficulties of generating an integrated account of media audiences. Part of the 
problem is that of disciplinarity. The study of mass media has been split into two 
distinct, and sometimes opposing, schools, known as administrative and critical 
mass communications, generating debates over the role of ideology and culture in 
mass communication, the epistemology of social science methods, the contrast 
between ritual/symbolic and transmission models of mass communication, and the 
role of the viewer (Carey, 1975; livingstone, 1990; Moores, 1993). In the last 
fifteen years, a degree of convergence has occurred which allows some productive 
agreements about the agenda and conduct of media research. Interestingly, this 
has been less true as yet for research on the child audience (with notable 
exceptions such as Hodge and Tripp, 1986), where it is typically assumed that 
children are most appropriately studied by psychologists, following a broadly 
administrative, paternalistic approach, while adults (and youth), being part of 
society, require a more sociological analysis. Recent emphases on contexts of 
media use and on breaking down the public/private boundary have now linked 
research on children, via the family and issues of domesticity, gender and locale, 
to audience research on adults. 

To understand the significance of this new recognition of the social 
psychological contexts of media engagement, we need first to challenge a common 
alignment between audience research and a social psychological perspective on 
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the media. When the field of media research is divided into the traditional 
domains of production, text and audience, the assumption is often made that the 
audience domain is the one appropriate for study by psychologists. When, by 
contrast, more integrative conceptions of the field are expressed - for example, 
arguing for an interactive text-reader approach to audience reception of media 
texts, or for a more contextualised or politicised approach to audiences - then the 
scope for psychological study is apparently even further reduced3• This reduction 
of the scope for a psychology of audiences (a by-product of the development of 
critical audience research) is, it must be acknowledged, based on a valid critique 
of certain tendencies in audience research towards psychological reductionism, 
individualism and a naivety regarding political or cultural contextualisation4• 

Rather than excluding the contributions of one discipline or subdiscipline, which 
often results in a reinvention of the wheel as other disciplines strive to fill in the 
gaps, I suggest that these critiques could be circumvented if the concept of 
'audience' was rethought. 

Specifically, the concept of audience would be better used analytically to 
describe the relations between people and media, with implications for every level 
of abstraction from the individual to the cultural/economic, rather than 
referentially (or as a social fact) to refer to a mass of individuals. In other words, 
rather than proposing an entity called the audience, and then asking what it is 
like, resulting in a series of problematic questions about the nature and 
functioning of such a reification, we can include a broad set of questions about 
how people engage with media under the heading of audience analysis. This will 
include traditional questions about who engages with what media, when and why, 
but will also include issues such as the implied audience in media texts, the 
imagined audience in the institutional organisation of media forms, and 
abstractions such as the audience as market, public or consumer within economic 
and political debates about the media. The concept of the audience can then be 
recognised as of significance in arguments at, say, the level of the political 
economy as well as, albeit in a different way from, its significance in arguments 
about individual media use or domestic rules of media consumption. 

3It has also been problematic for an integrated account of audiences that the much criticised effects tradition 
has been largely a social psychological one (livingstone, in press). Many of the debates over effects are also 
(or, are really) debates over the theories, methods, and assumptions of the discipline of social psychology 
(as distinct from its actual or potential subject matter). 

4For example, the argument against homogenous audiences, and homogenous (or channel-irrelevant) media 
is clearly correct. We should move beyond further rehearsal of arguments about how audiences and media 
are plural and diverse, instead setting ourselves the empirical task of discovering the similarities and 
differences among these audience/media relationships (even to the extent that we may discover certain mass 
media or mass audience phenomena). More generally, in acknowledging the validity of many of the 
critiques made of social psychology and its contributions to audience research, one can note that social 
psychology has in fact been grappling with its own internal critiques along similar lines ever since the so
called crisis of the field (Harre & Secord, 1972). 
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Such a multi-level analysis would begin to address some of the recent critiques 
of audience research5 by acknowledging the relevance of audience research to all 
levels of analysis, given that all theorising about the media contains an implicit, if 
not explicit, set of assumptions about the audience which empirical work can and 
should address. For example, not only is it important to avoid an individualistic 
account of the audience but it is surely also important to critique societal level 
analyses which, because they do not recognise the implied audience in their 
argument, leave little space for a multi-level analysis which integrates arguments 
across the various domains of audience research. For example, Cohen (1995) 
cautions those optimistic about the social changes to be brought about by new 
media by offering a series of relatively pessimistic conclusions regarding the likely 
economics of new media technologies. While couched in economic rather than 
audience theory, his claims are based on two sources of data, both concerned with 
audiences. First, that audiences are 'conservative'; for example, he suggests that if 
the video-on-demand market will resemble that of the video rental market, then 
the size of that market will be too small to justify the financial outlay for 
suppliers. Second, that market research conducted among actual users shows 
people to be 'mean' and so unlikely to payout significantly for video-on-demand. 
My point is not to question the economic argument but to make it explicit that 
whether the video rental analogy is appropriate, or whether the market research is 
informative, depends on knowledge of diverse audiences' daily practices, everyday 
contexts of media use and constructions (future as well as present) of the 
meanings of goods and services, as well as of their disposable income and 
acquisition preferences. 

It is clearly important to check that our analysis is coherent across these 
analytic levels, so that when we look across the whole picture, findings obtained at 
anyone level are interpreted in the context of the other levels. The result should 
be a coherent theorisation of the audience. For example, political theories of the 
public sphere or the citizen-viewer should not clash with sociocultural theories of 
active readers or of local subcultures; economic theories of conservative audiences 
should be integrated with cultural studies theories of creative, subversive or 
resistant audiences. For our present purposes, an important conclusion is that it 
becomes no longer necessary for all these audience research issues to fall within 
the province of the psychologist; rather (social) psychological approaches should 
interact with other approaches to audiences. 

4. Reconceptualising the Social Psychological 

If the psychologist of the media is no longer simply or necessarily the one who 
studies the audience, then the social psychological may also be redefined. Such a 
task is pressing, given the perceptions by audience researchers that social 

SFor example, Seaman (1992) wants a clearer link between audience theory and political economy, and 
Allor (1988) is concerned that without this, research is generating an undertheorised, overhomogenised 
view of the audience as 'an abstracted totality' (p.219). 
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psychology offers reductionist, homogenising, or nonpoliticised analyses in 
contrast to the analyses of sociologists, cultural studies etc6• A further advantage 
of the multi-level approach outlined above, which identifies a series of linked 
analytic levels from the individual to the cultural, is that it locates the social 
psychological level as somewhere in the middle and, crucially, as in dialogue with 
the other levels of analysis. Hence, we may propose that interdisciplinary audience 
research investigates issues at the levels of individual preferences and choice, 
social relations (family/peer/work/etc), household and community subcultures, 
stratified societal patterns of work and leisure, and culture/ideology (including 
cross-national, comparative factors). 

A series of integrating assumptions are needed to link these multiple levels of 
analysis. Specifically, rather than make the mistake of unidirectional, linear 
models, one should assume interaction and feedback between all levels. Second, to 
counter the charge of psychological reductionism, it would seem appropriate to 
assume that the more societal levels will act as a constraining context for the more 
individual levels rather than vice versa. Within this general framework, at each 
level one can ask about the distribution of practices, resources and constraints 
over time and space. 

For example, the many questions to be asked about children and young 
people's involvement with old and new media may be organised in terms of these 
different levels of analytic abstraction. We may ask whether an individual 
responds to a new technology by appropriating it to a familiar pattern of use or by 
transforming existing priorities and meanings in accordance with the new 
possibilities which the technology affords. The same may be asked at a societal 
level also: for example, are culturally shared meanings and practices stratified by 
social class or by gender in terms of either absorption into or transformation of 
preexisting meanings and practices? Each level of analysis has proved important 
in the past research literature and is likely to be relevant to future research on the 
broad problematic of new media. It would therefore seem preferable to integrate 
findings concerning the use, meaning and impact of media across these different 
levels rather than to prioritize or neglect some over others. 

Our basic research questions, such as what do we mean by 'new' media, may 
themselves be subjected to this multi-level analysis. Indeed, the 'new media' 
question nicely illustrates the importance of the social psychological level of 
analysis. Much of the academic and public discussion about new forms of media 
focuses on technological developments, technical capacities and the nature of the 
individual user-interface. However, at the level of social relations, many media 
with which we are now familiar may still be counted as relatively new, for an 
analysis which focuses on social and domestic contexts of media use emphasises 
how media which have been incorporated into domestic routines for more than a 
generation (terrestrial broadcasting, both television and radio) are significantly 
different not only from media which are currently being adopted by a (growing) 
minority of households (cable television, camcorder, home computer with CD-rom 

"his is partly due to the historical separation of psychological from sociological forms of social psychology 
(see Farr, 1991). 
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and modem) and media which may be adopted in the coming decade, subject to 
development, access and availability (interactive teletext, multimedia, home 
shopping, internet) but also from media which have become familiar for most 
households over the past 10 or so years (video recorder, satellite television, 
teletext, games computer). Only the former, 'old' media were familiar in the 
upbringing of the present-day generation of parents and so would have been 
incorporated into their formation and understanding of domestic routines and 
relations. The domestic context in which children today relate to media surely 
depends not only on what people are now familiar with but also on the media 
biographies of their parents and teachers. Thus the contexts within which they are 
bringing up their own children were conceived originally to include television but 
not the more recent media forms. For the newer media, adjustments to these 
routines and relations have been recently, or will yet be, required by both parents 
and children, if they are to be adopted successfully. Some of these, such as the 
video, are now familiar to most children, others are more familiar to children than 
their parents, others still are new to both. But all mark a difference between the 
upbringing of today's children and their parents. 

To return to my more general argument, the point of arguing for specifically 
social psychological phenomena, reducible neither to individuals nor to societal 
structures, is not, as social science becomes increasingly interdisciplinary, to 
argue the case for one particular discipline or subdiscipline. Rather, it is to 
acknowledge the reasons why the subdiscipline of social psychology has been 
targeted as a scapegoat for the limitations of audience research hitherto and, 
simultaneously, to open the way for a recognition of the valuable contribution to 
audience research which social psychology can in fact offer. This requires 
conceptualising social psychology not as a reductionist but as a fundamentally 
interactionist position (see also the social action approach to audiences; Anderson 
& Meyer, 1988). I have argued earlier (Livingstone, 1990) that social psychology 
contains a broader range of perspectives, methods and theorising, including 
critical approaches, than is captured by the effects or uses and gratifications 
traditions of audience research 7. For example, the integration which is occurring 
between social cognitive theories of text comprehension with critical theories of 
audience reception looks to be a productive route for future development (e.g. 
Corner, 1995; Graber, 1988; Lewis, 1991; Philo, 1993r Thus, one can 
acknowledge the importance of studying viewers' social knowledge (cognitions, 
schemas, frames), their social motivations (uses and gratifications, preferences 
and choices), and their social relations (family and peer connections, 
gender/ethnic identities, group and community links) provided one also 
emphasises the relevance of this level of analysis not only to media uses and 

7Interestingly, in 'How to look at television' (1954/91) Adorno argues for the need for a sociopsychological 
analysis (including depth psychology) of the mechanisms of television in order to sensitize the public, and to 
improve television more generally. 

8Moreover, effects research would appear particularly inappropriate for the new media, for the interactivity 
of these requires a non-linear model of communication. 
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impacts but also to a societal analysis of media in relation to culture, politics, 
economy, institution and ideology. 

5. Reviewing the Himmelweit Project 

How shall we now evaluate the Himmelweit study for its influence on the study of 
the child audience (or of social psychological approaches to the audience more 
generally)? The study embodied a particular conception of social psychology 
which reflected the definitions of the discipline at the time. Today we might want 
to reconstruct the nature of a social psychological perspective on the media 
audience. For Himmelweit, a social psychological analysis involved the 
combination of intra-individual and demographic measures9• However, much 
recent research has emphasised the social psychological or microsociological 
processes which mediate between individual processes and societal! 
economic/cultural structures. The focus has shifted, then, from an emphasis on the 
combination of individual and societal variables to an emphasis on the interaction 
between a social conception of the individual and societal structures conceived so 
as to leave space for agency; hence the concern in recent audience research with 
meanings, practices, parasocial interaction, socialization, domestic spaces and 
relations, and so forth. 

In relation to children and new media, one would wish to contextualise 
children's choices, interests, fears, interpretations at an interactional social 
psychological level of analysis (domestic rules and routines, processes of 
socialisation, social networks or subcultures). For example, the importance of the 
familial or domestic context in shaping children's patterns of engagement with 
media has been recognised as an important focus for research in recent years 
(Goodman, 1983; Palmer, 1986). Rather than simply construing the child as 
having an individual relation to the media, making personal decisions as to 
acquisition, use, organisation of time, and so forth, one must also emphasise the 
child's location in a family context with cultural, social and material parameters. 
Thus questions arise concerning domestic facilities (or spatial arrangements), 
patterns of family dynamics (or temporal arrangements), material conditions, and 
so forth in mediating between the child and the screen. For example, with 
mUltiplying ownership of domestic technologies, what are the implications for the 
balance between public and private spaces for leisure, for domestic regulation and 
family negotiations?lO 

Yet Television and the Child offers more than is commonly reported in 
secondary sources. In the first place, its appropriately cautious findings regarding 

'Given the changes in British society since the mid-50s, her demographic measures of gender and social 
class now seem too restrictive for the present day, with issues of location, ethnicity, religion and family 
structure all pressing their claim. 

lOIn Television and tire Clrild, parents and teachers were conceived as agents in rather than objecls of the 
research process: the shift to seeing parents as part of the subject matter rather than as outside it is a further 
indicator of theoretical and methodological changes from the mid-50s to the mid-90s. 
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the elusiveness, diversity and context-dependence of media effects have since been 
echoed by numerous studies. More importantly, the study contains far more than a 
study of effects, for many of the findings, and the children's voices themselves are 
revealing also of interpretations, meanings, everyday practices, and social 
relations, telling us much about the cultural context within which television 
arrived in Britainll. 

There is, consequently, an exciting comparison to be made between the 
transition to television during the 1950s in Britain, which involved the creation of 
a mass child aUdience12, and the transition to new forms of media (both more 
diversified and more interactive) for the child audience(s) in the 199Os13• The 
focus of the new project is on children and young people's involvement with the 
mass media in a time of rapid changes in domestic electronic media. By 
involvement, we mean that combination of meanings and practices which serve to 
incorporate the electronic media, 'old' and 'new', into the everyday lives of 
children as they develop into young people. Clearly, new media forms raise new 
issuesl4, and they constitute a new context within which children continue to 
engage with old media. How do children perceive the various opportunities 
available to them? What influences their choices? What do they gain from their 
involvement with (or restricted access to) old and new media? 

6. A Comparative Perspective 

Television and the Child investigated four main types of effect: displacement 
effects (children's leisure choices); programme content effects (children's 
perceptions of meanings); effects on family life; and effects on children's 
emotions. The guiding assumption, which the research supported, was that 
television has a diverse range of effects on children and that these differ for 
different groups of children. It is noteworthy that the findings from this British 
project were highly similar to those from the major contemporaneous 

llIndeed, one might more generally argue that there is more of interest to be found in the social 
psychological studies and theories reported to date than would appear by a labelling of these as 'effects 
research'. 

11'his is not to deny the importance of earlier media (e.g., cinema, radio, comics and magazines) for the 
child audience. However, as social science research and public concern about media effects has focused on 
television, and as new forms of media and multimedia increasingly centre on the domestic small screen, our 
major focus is on television, including the ways in which television has displaced other mass media. 

13oy'he audience is arguably also more diversified. Por example, in 1958 Himmelweit et. al. were able to 
suggest that the 13-14 year olds in the sample could be taken as indicative also of the adult population; the 
emergence of adolescence and youth culture during the late 1950s and 60s have fundamentally changed our 
conception of the transition from child to adult 

14Puture media may offer a significant degree of genuine interactivity between medium and user (e.g., 
interactive teletext. multimedia, home shopping, internet), in terms of mutuality and exchange of roles 
involved in a two-way interaction, the degree of user control and management of content and timing of the 
interaction, and the individual and asynchronous rather than shared mass experience which results. In 
content terms. interactivity also signals the increasing combination of information, entertainment and 
education (hence infotainment, edutainment). 
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investigation in America (Schramm, et al., 1961). However, can we assume that 
the situation in different countries is similar today, regarding the uses of either old 
or new media? Perhaps surprisingly, little or no research of similar scale has since 
attempted an indepth and comprehensive investigation of children's media use. 
Most research has been conducted in America which probably has the best picture 
of children's media use, although in Northern Europe and Scandinavia, 
particularly, a considerable body of research exists. 

Adopting a more international or comparative focus, it is apparent that there 
are considerable similarities and differences in the patterns of domestic techno
logical adoption and change, resulting in a new, global approach to mass 
communications. Thus, within Europe, considerable differences in media 
ownership exist. For example, Britain has among the highest proportion of two
set households and of video game hardware in Europe and among the lowest 
adoption of cable and satellite television. Indeed current data suggests a range of 
differences in available media across Europe, rates for cable and satellite 
television, video recorders, videogames, camcorders, PCs with CD-rom, and so 
forth. To some extent, it may be claimed that all European countries are on the 
same trajectory of availability of media, but at different points: some still only 
have one channel, others have many; multimedia facilities are rarer in some 
countries than in others. Research is needed to establish the facilitating, 
reinforcing and dampening factors affecting this trajectory (Schultz, 1992). Not 
only the pace but also timing of the introduction of media differs; for example, 
Germany has long had cable television but has only recently introduced satellite 
television, the reverse of the position in Britain. While part of the explanation 
concerns policy, economics, geography and language, a full explanation will 
include the cultural and social psychological factors which both determine and are 
themselves affected by patterns of consumption and use. 

Cross-cultural comparisons reveal differences in, and the importance of, what 
we might call the cultural construction of childhood. For example, Netherlands 
and Israel have taken opposite approaches to the introduction and regulation of 
media partly because of different responses to the supposed threat of American 
imperialism. While Dutch culture reflects relatively little anxiety about global 
imperialism, in Israel the very introduction of television was significantly delayed 
until recently for just this reason. Similarly, while both Britain and France have 
heavily regulated media systems, the prospect of the increasing impossibility of 
regulation raises significant moral anxieties (concerning standards and conduct) 
for the British and nationalist anxieties (concerning identity and language) for the 
French. Cultural constructions of childhood, which are themselves historically 
conditioned, also have concrete consequences for the domestic environment, for 
parental regulation may be presumed to follow the cultural anxieties, even moral 
panics, in society more broadly. They represent a key context for the interpretation 
of findings. 

For the 'new Himmelweit project', a comparative dimension to the research is 
already underway_ Research teams in several European countries are planning 
parallel or related research projects to that being conducted in Britain. A series of 
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networking meetings will keep the comparative issues at the forefront of thinking 
about research design and data interpretation. The advantage of a comparative 
perspective is not only to challenge research preconceptions but more importantly 
to distinguish features of the relation between children and media which are 
common to the child audience across, at least, Western democracies, from those 
which are nationally exceptional as a consequence of specific societal factors or 
media systems (Blumler et a1., 1992).15 

7. Conclusions 

Compared to research conducted following the 1950s, when television was first 
introduced on a mass scale into Europe, the present situation of vastly increased 
range of channels and media/information facilities delivered through the 
television screen raises more complex theoretical and methodological issues for 
the charting of changing relations between children and media in the 1990s. For 
the past 40 years, the heyday of the mass broadcast audience, audience research 
has adopted a set of assumptions which framed the theory of audiences and which 
now no longer hold true. 

When the audience was largely singular, with everyone receiving the same 
broadcasts at the same time on their one TV set, research could make a series of 
assumptions which, whether true or not, simplified the research questions. Thus, 
the viewer has traditionally been conceived as a white, heterosexual, suburban 
member of a nuclear family, exercising a moderate degree of liberal choice and 
failing, sometimes, to defend him or herself adequately against 'TV reality'. Media 
were singular too: musicologists were separate from television audience 
researchers, film theorists rarely talked to educationalists or information 
technology specialists. Yet the young person growing up today lives in a mixed 
media environment, attending to multiple media simultaneously, directly 
integrating media, seeking out thematically related contents across different media 
forms, and so forth. Methodologically speaking, when the one set, with its few 
channels, was in the living room, viewing practices (and power relations) within 
the family system were easier to map. As the economic and technical determinants 
of media systems are changing, increasing asynchronicity of viewing, multi set 
households, plurality of channels, interactivity of media and blurring of the 
producer/consumer boundary are the result. 

Nationally, this new environment is less easy to regulate than before; 
domestically it is less easy to supervise than before. As the experience of the 
media, once common across the nation, becomes increasingly a diversity of 
experiences shared only within specific subgroups, there is increasing scope for 
social, psychological and cultural factors to determine who watches what and 
why, and so issues of practice, meaning, identity, desire, conflict, subculture and 

lsrhe theoretical and methodological problems with comparative research should not, however, be 
underestimated (Swanson, 1992). 
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so forth become increasingly complex (Bausinger, 1984; Breakwell & Fife-Shaw, 
1987; Turkle, 1984). However, rather than reject 'old' research as out of date, we 
should treat it as both indicative of its period and as a point of comparison with 
the present so as to draw out the processes which account for the trends, 
continuities and discontinuities which have been observed over time. The 
continual emphasis, when discussing media, on newness, change, trends or 
consequences, suggests that the analytic focus, and especially the focus for 
comparative analysis, should be on processes rather than on states. Thus, while 
many of Himmelweit et. al.'s findings are still supported by research today, it may 
be that these 40 year old findings best describe a period dominated by broadcast 
television for a mass audience, and that new, more interactive and more 
fragmented forms of media will require a new audience research agenda in 
addition to the establishing of a set of new baseline data for future comparisons. 
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Appendix I: The Research Project 

Project Directors: Sonia Livingstone and George Gaskell, LSE 

Objectives 

The proposed research aims to provide a comprehensive and systematic account of 
the impact of the old and the new media on young people. The broad objectives 
are: 

• To discover the various ways in which new uses of media are already widespread 
among young people, or whether these remain, particularly for more interactive 
multimedia uses, potential rather than actual; 

• To identify existing patterns of use of the old and the new media and how these 
relate to socia-demographic characteristics; 

• To locale this detailed picture of children's current media-related activities in the 
context of schooling, leisure and family; 

• To explore the significance and meanings which children attach to the electronic 
media. 

We hope that a systematic and comprehensive study will provide a benchmark for 
the academic assessment of the impact of technology in society in relation to the 
complex inter-relationships between competing influences on the development of 
the character and behaviour of young people. 

Research Methodology 

The British programme of research involves phased, multidisciplinary design, 
combining qualitative and quantitative methods, and will be conducted by a 
multidisciplinary research team comprising academics from social psychology, 
media and communications, social anthropology, and social science methodology. 

The study is comparative in several respects. First, sufficient similarities 
between the original Himmelweit study and the present one will allow a 
comparison in the lives of children between 1950s and 1990s, in order to chart 
broad social changes. Second, the design will compare children of different ages, 
gender, and social/educational background in order to trace the different 
meanings and uses of new media within the population. Finally, the study will be 
conducted in parallel with research groups in other countries (depending on 
funding), using a common, or at least comparable, research design for the purpose 
of cross-national comparison. 

The age groups to be included in the research design span middle and late 
childhood to adolescence and early adulthood: it is expected that the differing 
expectations upon them, their different relations to peers, family and school, and 
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their intellectual and emotional development will all have impact on their relation 
to media, in addition to the influences of differing genders and social 
class/material contexts. 

The programme comprises three overlapping phases as follows. 

- Phase 1 

The design of the proposed qualitative research project will involve a series of 
group discussions with children of different ages (from 6-17 years old), 
backgrounds and technical literacy skills. The objective will be to provide an in
depth picture of the place that media use occupies in everyday life, to describe the 
type and extent of different media experiences, and to relate these to lifestyles 
associated with different patterns of consumption. Clearly, for children, a creative, 
game-oriented, approach to qualitative data collection, will be needed. The 
decision to use qualitative research methods was made because qualitative 
methods in general, and the group interview in particular, have many advantages 
when little is known of the area and when the problem focus is novel and rapidly 
changing. There is, as a consequence, little on which to base an a priori survey 
design, and little knowledge of which of the many available theoretical 
perspectives will be the most productive. While we are concerned to discover 
rather than impose preconceptions on the perspectives of the children, a rigorous 
yet broad-ranging coding strategy is required to interpret the findings in a 
systematic rather than merely illustrative fashion. 

- Phase2 

In this phase the emphasis will be on extending and quantifying the insights from 
the qualitative research. A battery of instruments and questions will be 
administered to a large national sample of 1500 young people. The survey will 
incorporate questions addressing findings from the qualitative research as well as 
those reported in the relevant literatures, in addition to basic questions covering 
patterns of media ownership and use. As we are addressing a new problem, 
namely children and young people's response to new media technologies, our 
approach will be broadly inductive. Data from surveys seldom speak for 
themselves; for interpretation they require a more detailed and contextualized 
understanding of qualitative research. Hence our choice of a multi-method 
approach. It is most likely that this phase of the research will be conducted in 
parallel in several other European countries. 

- Phase3 

To capture the impact of change as new facilities enter the home, as well as to 
chart media influences on child development over time, it is proposed that 
members of the sample would be contacted on a second occasion, as discussed 
above. This may take the form of (1) a follow-up social survey on the full phase 2 
sample, or (2) a follow up survey on some selected groups or, (3) the re
interviewing in depth of some respondents so that their experiences over the 
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period can be assessed in a more qualitative way. It is important to note that 
media use following acquisition is likely to follow a certain trajectory, rather than 
simply mark a shift in behaviour, possibly beginning with heavy use and then 
tailing off as pre-existing patterns reassert themselves. 



The Contribution of Media Psychology to User-Friendly 
Computers: A Proposal for Cooperative Work 

Roland Mangold 

1. Introduction 

Since personal computers with powerful software systems have become affordable, 
they are available to almost everyone in the workplace and at home. With them, it 
has become much easier and more efficient to perform tasks like writing a 
manuscript, computing statistical comparisons, storing and organizing addresses 
in a database, or designing presentations for an audience. However, the usability 
of computer software very much depends on the design of the interface that is 
presented to the user. That is, user-software interfaces can vary with respect to 
their user-friendliness. A few years ago, for example, output of computer 
programs was character-based, which means that alphanumeric messages were 
displayed on a text screen to the user. In order to execute functions provided by 
the software system, command names had to be typed in from a keyboard. For 
that, the user had to remember quite a number of different names that were 
assigned to functions of the program, which could put considerable load on his or 
her memory capacity and retrieval processes. With these character-based 
machines and programs, user-software interaction could be tedious work, 
especially for novice users. 

Figure 1: Example of a Graphical Software Interface (Word 6.0 for Windows) 
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By contrast, modern software-systems are provided with graphical software 
interfaces (see an example in figure 1). With such interfaces, the user can execute 
a function by simply manipulating an associated interface element (like an entry 
in a menu or an icon on a toolbar) with the mouse pointer. In addition, for many 
functions one- or two-key shortcuts are defined. Feedback about effects of user 
actions (e.g., manipulating an interface element or an object) and system states 
continuously is given to the user. For example, a button pressed with the mouse 
pointer moves down at the same time, and text lines formatted as bold will also be 
displayed bold on the screen immediately. 

As a further characteristic feature of modern software interfaces, for many 
functions more than one way to execute them is offered to the user. For example, 
one can format a text line bold either by selecting a menu entry, by clicking on an 
icon in a tool bar, or by typing in a particular combination of keys on the 
keyboard. Multiple selectability allows the user to adopt his or her preferred style 
of interaction with the software interface. In addition, the composition of many 
graphical interfaces can be modified, and be adapted to the needs of the user or 
the constraints of the tasks the software is used for (individualization). Selection 
of a presented command (instead of typing command input), continuous feedback, 
and individualization are three reasons why graphical software interfaces are 
conceived of as being considerably more user-friendly than the older character
based interfaces described before. 

Software systems with graphical interfaces should be expected to facilitate 
effective and efficient task solutions, and at the same time they should allow the 
user to work satisfactorily. It is surprising, however, that despite of the advan
tages of modern graphical software interfaces, still many complaints of users 
about problems when working with them are reported. For example, many users 
are confused by the great number of interface elements and the complexity of their 
arrangement (Der Spiegel, 1994). Software companies tend to integrate as many 
different functions as possible into newly developed software systems to offer 
high-performance products to their buyers. However, as all functions provided by 
the system must be accessible with at least one interaction element of the 
interface, these software systems also tend to come with interfaces of 
overwhelming complexity. As a consequence, functions that could be used to solve 
a particular problem effectively and efficiently may not be available to the user. As 
a result, only a small fraction of the functions provided by software systems is 
actually used (Potosnak, 1990). In addition to decreased efficiency, users also may 
experience feelings of dissatisfaction, frustration, anger, and/or stress when they 
are confronted with software interfaces that are highly complex. Further research 
on the problems users have when interacting with graphical user interfaces 
therefore is called for. 
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2. The Software-Ergonomic Approach to User-Friendly Computers: Some 
Limitations 

Principles for the design of user-friendly software interfaces that serve the purpose 
of providing both effective and efficient task solutions and satisfactory work 
conditions are formulated in the field of software ergonomics. Well-designed 
software interfaces should allow the user to solve all of his or her tasks in 
minimum time and with minimum effort, and at the same time should not cause 
any feelings of dissatisfaction or frustration. 

In software-ergonomic research, principles for good interface design may be 
based on general knowledge about the architecture and functioning of the users' 
perceptual and cognitive systems. Empirical studies are carried out in which 
selected aspects of a software interface under investigation are manipulated, and 
in which the effects of these manipulations on selected aspects of the users' 
performance are observed. For example, buttons either with names or with icons 
might be assigned to certain functions. It then might be timed which of the two 
interfaces enables the user to find the fastest solution of a given number of tasks. 
Alternatively, it might be observed how many tasks can be solved within a fixed 
amount of time, or which of both interfaces can be mastered fastest by a novice 
user. 

In software-ergonomics, researchers from computer science and psychology 
cooperate in order to create user-friendly interfaces (cf. Maas, 1993). The work of 
computer scientists is focused on technical aspects of the machine, that is, they are 
constructing computers which are maximally powerful and efficient. Computers 
with a huge storage capacity and short processing cycles allow even complex 
functions to be executed in times short enough not to challenge the users' 
impatience. Thus, fast and powerful computers are a necessary precondition for 
the combination of software-systems with graphical interfaces. Computer 
scientists also are involved in the development of new techniques by which, for 
example, spoken language commands or the manipulation of task objects in 
virtual reality are made possible. 

There are two branches of psychology that significantly contribute to the 
development of the principles for user-friendly software design. Theories and 
empirical studies from cognitive psychology deal with processes of the human 
cognitive system. Topics of research include the perception of visual information 
in complex contexts as well as the subsequent processing of this information 
leading to evaluations, decisions or actions. During interaction with a software 
system, the elements of graphical software interfaces must be perceived prior to 
the user's manipulation. In addition, feedback from the system must be evaluated 
by the user, decisions about appropriate actions must be made, and manipulative 
actions the user has chosen must be executed. Findings concerning the human 
cognitive system - like the Gestalt principles of perception or restrictions in 
processing capacity of working memory - should be taken into consideration 
when complex graphical software interfaces with many interaction elements are 
programmed. 
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As discussed above, personal computers and software systems are used with 
increasing frequency at workplaces, and thus must be conceived of as important 
aspects of working conditions. According to fundamental principles of modern 
management, working conditions are to be designed so that they satisfy both the 
needs of the organization that is, lead to effective and efficient working, and the 
needs of the members of these organizations, who want to do the daily work as 
pleasantly and stress-free as possible. That is where theories and empirical 
findings from the psychology of work are getting relevant for software ergonomic 
research. 

Without doubt, the joint effort of computer scientists and psychologists in 
software ergonomic research has brought about many insights into the principles 
of interface designs that are adapted to human needs. However, as pointed out 
earlier, many problems (e.g., reducing the high complexity of modern graphical 
interfaces) remain to be solved. One reason for limited success of research in 
software ergonomics lies in the separation of software development and research. 
Software systems and software interfaces are constructed by companies which are 
forced to offer software systems with ever increasing functionality and many new 
features within short update periods. On the other hand, studies on the impact of 
different versions of software interfaces on the user mainly are conducted by 
research groups in university institutions. That is, scientific evaluation of software 
is subordinate to software development, and hence, only a limited influence of 
findings from evaluative research on the design of commercially available 
software systems is noticeable. As an example, a software company might design 
the interface of a new software system in analogy to an office, in which the user 
can manipulate objects. Research groups in software ergonomics may analyze the 
psychologically relevant impact of this new interface feature as soon as the new 
software system is available to them. It is obvious that results from these studies 
are gained too late in order to be taken into consideration for the decisions of how 
to shape the new program feature. For subsequent versions, which again may 
come with many new features, research findings might have become obsolete 
already. 

It must be pointed out that research on software design also is done in usability 
labs of some software companies. However, as far as I can see, these laboratories -
as do university research groups - suffer from the fact that they mostly test and 
evaluate software that is already in the final state of development. Again, due to 
the short cycles of the production of new software versions, only a limited 
influence of laboratory results on new programming projects is to be expected. 

But it is not only the time lag between new developments in software interface 
design and evaluative effect studies that is responsible for limited user-friendliness 
of graphical software interfaces. In addition, restrictions are inherent to the way 
software ergonomic research is carried out (Mangold-Allwinn, 1994). In 
theoretical assumptions and in empirical studies, certain aspects of human
software interaction are overemphasized, whereas other aspects are neglected. 
Accordingly, cognitive aspects of user-software interaction are dealt with more 
intensively in software ergonomics than are emotional aspects. This preference of 
cognitive as compared to affective states of the user probably is a consequence of 
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the fact that - for traditional reasons - cognitive psychology, instead of the 
psychology of emotions, joined the field of software ergonomics. When effects of 
different design aspects are evaluated, data collection methods in evaluative 
studies most frequently are tailored to capture the results of these manipulations, 
but not the interaction process itself (that is, temporary and transient states of the 
user usually are considered to be irrelevant). The central focus on cognitions 
(instead of emotions) and on results (instead of processes) probably is a side-effect 
of the prevailing perspective in software ergonomics, according to which the 
user's interaction with a software interface is conceived of as using a tool. As an 
alternative, however, user-software interaction also might be observed and 
explained within the framework of communication (with a software system). The 
advantages of such an approach will be outlined in the next section. 

3. User-Software Interaction as Communication with a System 

As mentioned previously, in software ergonomics, computers and software
systems preferably are seen as tools that are given to the user in order to solve the 
tasks he or she is faced with at the workplace or at home. Tools are passive in 
nature, and the use of tools predominantly is conceptualized as a flow of 
information from the user to the tool, but not from the tool to the user. It is 
important for tools to function in a way the user intends with his or her 
commands, but it is less important that tools give feedback to the user or re-act. 
Furthermore, when using a tool, the final result of manipulating objects with it is 
more important than the different temporary states the user experiences during 
work. Accordingly, the feelings or emotions a user has when using a tool 
generally are not conceived as being a relevant aspect. 

However, users and software systems also can be conceptualized as partners 
involved in communicative interaction. The user sends commands to the software 
system (by manipulating the interaction elements of the graphical software 
interface), and the software system changes its internal states according to the 
functions that are associated with the commands given by the user. In turn, the 
software system sends information to the user about its internal states, about the 
progress of function execution, and about possible problems that arise when trying 
to do what it is told by the user. (Sending feedback to the user is carried out with 
the help of display elements that are provided by the graphical software interface.) 

A communication perspective is more strongly process-oriented than is the 
tool perspective. In communication research, temporary or intermediate states of 
the communication partners are studied with the same intensity as the (final) 
results of the communicative interaction. Furthermore, not only cognitive 
(intermediate or final) states of the communication partners are studied but also 
affective-emotional (intermediate or final) states. It may be concluded that within 
a communication-oriented approach to user-software interaction, research also 
will be concentrated on temporary (as opposed to final) and on affective-emotional 
(as opposed to cognitive) states of the user when interacting with the software 
system. 
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When a user and a software system are communicating with each other, the 
user is sending commands to the system in order to perform certain tasks, and the 
software system is sending feedback about changed states to the user. Within this 
exchange of information, the graphical software interface is the medium that 
carries all information from the user to the software system and vice versa. 
Psychological aspects of mediated communication are studied in media 
psychology, and research on mediated communication focuses on cognitive and 
affective-emotional states as well as on temporary and final states of 
communication partners. 

4. The Study of Mediated Communication in Media Psychology 

One form of mediated communication studied in media psychology is mass media 
communication, which may be conceptualized within the Shannon and Weaver 
(1949) model of one-way communication from a sender to a recipient. According 
to this model's distinction of sender, message and recipient, research topics in 
(mass) media psychology may be classified as sender-oriented, as message
oriented or as reception-oriented (Winterhoff-Spurk & Groebel, 1989). In 
reception-oriented studies, short-term as well as long-term effects of media (with 
different formats and/or different contents) on recipients are observed. For 
example, there is a line of research on the motives and gratifications that 
determine the recipients' selection of channels and programs. In production
oriented studies psychologically relevant aspects of media production are of 
interest. For example, there are studies on characteristic personality traits of 
television producers or on the decision processes involved in the selection of 
information for news broadcasts. Media of different formats and contents are 
introduced as independent variables in reception-oriented studies, and as 
dependent variables in production-oriented research studies. Consequently, 
detailed descriptions of content and form of media are needed which are gained 
from content analyses carried out in message-oriented studies. 

A second subject of research in media psychology with an increasing 
importance is mediated interpersonal communication. As soon as two 
communication partners are locally or temporarily too distant from each other to 
engage in face-to-face communication, communication between individuals must 
be based on a medium. Technical devices like telephones, answering machines, 
video cameras, or computers, can help to overcome distances, and with them 
messages also can be stored over time (Winterhoff-Spurk, 1989). Studies of 
mediated interpersonal communication are oriented towards the effects of media 
design on the communication partners (e.g., written communication with chat 
software or electronic mail, vocal communication with telephones or answering 
machines, audiovisual communication with video-devices and video tapes) as well 
as towards the communication process itself. 

For the study of media effects on communication partners (which include both 
recipients of mass media communication as well as partners in mediated 
interpersonal communication), methods are required which are appropriate for the 
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measurement of all variables considered relevant in theoretical assumptions. 
These methods should provide techniques for detailed categorizations of media 
contents and formats, and they also should provide methods for continuous 
observation of cognitive as well as emotional states and processes of the persons 
involved in communication. 

Studies of media influences are concerned with long-term and short-term 
effects. For the study of long-term effects, observations, interviews, 
questionnaires, and psychological tests are appropriate. In order to adequately 
comprehend short-term effects, however, more complex settings are necessary. 
For example, at Saarbriicken university a laboratory for media research has been 
put together, which is specifically designed for the study of short-term effects in 
mass media reception. 
The laboratory includes the following techniques for data collection and data 
processing: 

• A detailed description of media (e.g., films, news, commercials) implies the 
separation of media content into segments, and the classification of the segments 
according to a system of categories for media fomlats and contents (e.g. transitions 
between scenes, camera perspective, camera movement, scene contents, sound, 
music). In the laboratory, analyses of media are carried out with a computer-based 
system: A videorecorder can be controlled using a computer screen, which displays 
buttons for play, fast forward and backward search, and single step movements of 
the video-tape. The system also includes a multi-media interface for the display of 
the video picture, and a system of categories and subcategories for a fast 
classification of pre-defined segments. 

• During reception of audiovisual media, visual information is sequentially selected 
and read in by the recipient. Selectivity means that different elements of the scenes 
displayed in the media are attended to with different intensity. (It is assumed that 
information elements with higher attention values are more important for 
subsequent information processing than scene elements with low attention value.) 
Information selection is controlled in the laboratory by recording the recipient's eye
movements. Attention values for scene-elements can be computed by relating the 
duration of periods, in which particular elements of the scenes displayed on the 
screen are fixated, to the total duration of the scene. 

• During media reception, recipients experience affects and emotional feelings, 
which are accompanied by varying states of arousal. In the laboratory, 
physiological parameters like heart beat frequency, breathing frequency, and skin 
conductance are measured. On the basis of the values of these variables, indicators 
for dynamic variations in arousal are computed. 

As was mentioned before, the Saarbriicken laboratory predominantly is used for 
the study of mass media effects on recipients. But the same laboratory facilities 
also may be applied to the investigations of psychological processes during 
mediated interpersonal communication. If we assume that two communication 
partners interact with each other in computer-mediated communication, then 
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attention and arousal of one partner, who is located in the laboratory, can 
continuously be measured using the devices described above. For example, in an 
experiment different media can be provided for communication purposes (textual 
communication with a terminal, voice communication with telephone, audiovisual 
communication), and the impact of these manipulations on the communicator's 
visual information selection and on temporary affective states can be determined. 

5. A Media Psychology Approach to the Study of User-Software Inter
action 

As was argued before, re-direction of the perspective of software ergonomic 
research from a tool-use oriented towards a communication oriented approach, 
implies that research should focus on affective-emotional states and on process 
aspects of users. As can be seen from the description above, in media psychology 
both in theoretical assumptions and in empirical studies temporary as well as final 
states, and cognitive as well as affective-emotional states of the participants in 
mediated communication are taken into consideration. When a user's interaction 
with a software system is interpreted in communication terms, this interaction is a 
variant of mediated communication, by which the flow of information between the 
user and the software system is mediated by the graphical software interface. 

user: 
- task 
- (sub-) goals 
- plans 
- knowledge 
- expectations 
- eva luation 
- affective states 

val ue 
indicators 
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- system sta tes 

bU llons dialog boxes 

Figure 2: The Bottleneck of Mediated User-Software Communication 
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It is this medium that allows the user to send commands and other information to 
the software system by manipulating interaction elements of the interface with the 
mouse. And the software system provides information to the user about its internal 
states, it gives feedback, and it sends error messages using display elements (like 
value indicators or message boxes) of this medium. In this view, the graphical 
software interface is conceived of as a bottleneck, and all information that is 
exchanged between the user and the software has to go through it (see figure 2). 

In studies on cognitive and emotional states of users in the process of 
interacting with a graphical software interface (as medium), aspects relevant for 
observation include the user's plans, considerations, expectations and decisions, 
when he or she intends to execute a function. The action the user has decided for 
is executed, that is, the appropriate interface element for the function is 
manipulated. Action execution normally is accompanied or followed by a system 
feedback. The new state of the system brought about by function execution is 
evaluated by the user. Dependent on the results of this evaluative process, the user 
may consider and plan further actions (for example, if the manipulation of an 
interaction element failed to transfer the system into the intended state). 
Evaluation of system responses can cause affective states of the user to occur 
(especially in the case of failure). 

In order to catch all aspects that are relevant to user-software communication 
mediated by a graphical software interface, the total interaction process is 
segmented into a sequence of interaction cycles (see figure 3). 

Figure 3: Interaction Cycles in User-Soft ... ·are Communication 
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An interaction cycle is triggered as soon as the user pursues a goal (e.g., when he 
or she wants to format a text line of a manuscript in bold-face style). Goals 
normally are subgoals of a superordinate goal (e.g., formatting a manuscript for 
proper printout). For finding the appropriate interaction element and the 
appropriate way of manipulating it, the user has to generate a plan, which is based 
on information retrieved from long-term memory and on information perceived in 
the graphical software interface displayed on the computer screen. Expectations 
concerning the effects, resulting from the different actions taken into 
consideration, also are parts of the user's plan. Planning eventually ends up in a 
decision for an action, and the selected action is executed. Effects of action 
execution are displayed - as system feedback - on the computer screen. Feedback 
information then is evaluated by the user, mainly with respect to the subgoal 
pursued during the current cycle. Evaluation also might bring about certain 
affective states in the user. Then the next cycle is initiated. 

Unlike other models of user-software interaction in software ergonomics, the 
model described above incorporates the search for visual information as an 
important component. Perceptual processes are controlled by the user's 
expectations. (In studies in software ergonomics, information seeking behavior 
has only rarely been measured and analyzed.) A second important extension of the 
model involves the affective or emotional states of the user, which occur parallel 
to or as a consequence of evaluative reactions. (In software ergonomic research, 
affective-emotional states tend to be totally neglected. For example, although the 
book by Wandmacher (1993) gives an excellent and comprehensive overview of 
findings from software ergonomic research, it fails to refer to satisfaction/ 
dissatisfaction or similar feelings of users during the interaction process.) The 
relevance of affective states, however, becomes obvious when a user repeatedly 
has failed to bring about an intended state in the software system because he or 
she was unable to find the adequate action for it. In these situations, feelings of 
frustration or anger or even stress reactions are to be expected. 

6. A Laboratory Setting for the Investigation of User-Software Communi
cation in Media Psychology 

For a comprehensive understanding of the psychological processes experienced by 
users of graphical software interfaces, detailed descriptions of the various states 
users go through during interaction cycles must be obtained. To this end, an 
appropriate experimental setting is required in which appropriate data collection 
methods are combined. As was argued before, such a setting includes data 
collection methods similar to those characteristically found in laboratories for 
media psychological studies. That is, the components of the Saarbrucken 
laboratory also can be used for detailed investigations of user-software 
interactions. 
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In the laboratory, interaction cycles are observed and described in the following 
way: 

• As was explained in the model, dependent on the current subgoal the user will 
generate a plan of what and how interface elements must be manipulated in order 
to achieve the intended results. The user has knowledge about the behavior of 
interface elements, when they are manipulated with the mouse pointer or the 
keyboard. Expectations about the effects of manipulations are deduced from this 
knowledge. Goals and plans can be inferred by performing a media analysis on 
recordings of thinking-aloud protocols of the user. Expectations and the user's 
knowledge are determined using the same procedure. 

• Knowledge from long-term memory is complemented by visual information, which 
is displayed on the screen and is perceived by the user. Attention to interface 
elements varies dependent on the user's expectations. Information seeking behavior 
can be described by computing the distribution of attention to alternative interaction 
elements by recording eye movements and fixations that are within corresponding 
areas of the interface display on the screen. 

• The user has to decide which of the actions considered in the plan will bring about 
the desired system state. Subsequently, the action selected by the user will be 
executed, i.e., a selected interface element will be manipulated. After action 
execution, the user can observe the interface's display elements for feedback which 
will help to evaluate the effects of his or her manipulation. Decisions that are made 
based on information from perception and memory retrieval can be derived from 
verbal data recorded on the video tape. A media analysis of the user's behavior also 
recorded on the tape will provide information about his or her actions. Information 
about evaluations of effects of an action again should be contained in verbal 
protocols. 

• Evaluations of manipulation outcomes can - especially in the case of failure - cause 
affective reactions, which are correlated with intense arousal states. Indicators for 
affective reactions can be found in nonverbal behavior shown by the user on the 
video tape (like mimic face reactions, for example), and in verbal comments. The 
intensity of arousal can be determined by means of physiological data measured in 
the laboratory. 

A special feature of the Saarbriicken laboratory facilities is that all data are 
measured and displayed in relation to the same time axis (see figure 4). With this 
feature it is possible to uncover correspondencies between values of different 
variables at the same time, and it also is possible to uncover systematic sequences 
of values either within one variable or across different variables. 
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Figure 4: A Multi-Channel Description of User-Software Interaction 

7. Interacting with Multi-Media Interfaces: A Challenge for Worldwide 
Cooperative Research 

In the introductory section of this paper I have pointed out that - despite of the 
progress user-software interfaces have made in the last few years - there are still 
many problems with respect to operability that remain to be tackled. In order to 
come to graphical interfaces that are really user-friendly, comprehensive and 
detailed descriptions of both the cognitive as well as affective-emotional states of 
users within all phases of interaction should be registered and analyzed. Due to a 
prevailing tool-use perspective in software ergonomic research, our understanding 
of process aspects of users' interacting with a software interface, and of their 
affective states during interaction is only limited. We propose to conceive of user
software interaction as a form of communication between user and software, 
mediated by the graphical software interface. Within this new focus, theoretical 
assumptions and data collection methods from media psychology can be 
incorporated in the study of interface design principles, because theories and 
methods in media psychology are directed towards both cognitive as well as 
affective states of communication participants and are process-oriented in nature. 

A laboratory setting has been described, in which detailed and thorough 
studies of the interaction process can be conducted. A number of variables of 
different kinds can be measured with the apparatus, and because all data are 
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related to the same time axis, systematic constellations of values (of different 
variables at the same time or sequences of values) can be analyzed. 

In my view, software-ergonomics and media psychology will grow together in 
the years to come. With respect to current developments in media technology: 
multimedia computers (as means for information and communication) have 
become strong competitors to more traditional mass-communication media (like 
newspapers or television), and this trend seems to be reasonable and neccessary. 
For example, currently approximately fourty million users of the word-wide-web 
(WWW) are retrieving information of various kinds from numerous web-servers, 
and the Internet is used for business transactions, for entertainment purposes, for 
commercials, for verbal and audiovisual communications, and many other 
services. However, all interactions in the net are executed with the help of 
graphical user interfaces (which are enhanced by sound, animated graphics, 
video, and the like). Although technical standards of information providers in the 
WWW (computing devices and authoring software for the development of multi
media web-pages) are very high already, many providers experience a lack of 
knowledge about the effects of web pages have on recipients. As a media 
psychologist, I am frequently asked by web providers about an information design 
that would be maximally instrumental with respect to the providers' goals. 

In addition, web pages are interactive, that is, they contain interaction 
elements (hyperlinks for jumps to different documents spread all over the world, 
forms to be filled out with information by the user, buttons to perform intended 
actions). Consequently, software ergonomics as well as media psychology will 
become more and more important both for research and for advice. As the WWW 
is a complex of world-wide dimensions, in order to master the problems of a 
future multi-media world, cooperations are urgently needed between both 
disciplines not only at the European but even at a world-wide level. 
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III. Aggressive and Emotional Reactions 

Effects of Extremely Violent Audiovisual Products on Young 
People's Aggressive Behavior and Emotional Reactions 

Tom H. A. van der Voort & Johannes J. W. Beentjes 

A baby wrapped up in a white sheet is being carried into the 
forensic laboratory. Less than an hour ago, so we learn from the 
commentary that accompanies the pictures, the baby was still 
resting in the lap of her mother who had just arrived at a U.S. 
airport. The little white bundle is laid down on the dissection table. 
The sheet is removed, uncovering the rigid body of a dead baby. At 
a single glance, it is clear that the baby has been on a dissection 
table before. Her body appears to have been cut open from sternum 
to pelvis, and closed again with coarse stitches. The stitches are cut 
loose one by one. In the gradually increasing opening of the skin 
transparent plastic comes into sight, covering a white substance. 
The hand of the pathologist disappears in the child's body, and 
takes out a plastic bag filled with heroin. The voice-over explains 
that the baby has been killed for the very purpose of this drugs 
transport. 

1. Introduction 

The lead of this article does not give a description of an excerpt from a feature 
film but describes an episode from a videotape showing real-life occurrences. It is 
the first episode of part 5 of Faces of Death, a video series that recently caused 
quite a stir in both Dutch newspapers and political life. Within the space of 7 
hours, the videotapes provide a compilation of more than two-hundred 
registrations of murders, fatal accidents and other occurrences related to death. 
We are able to witness these events because a camera was present which recorded 
the occurrences on the spot. The makers of the series claim that all of the shots are 
authentic. By the video distributor's own admission, however, only about 90% of 
the sequences shown in the series are authentic (Snoeijen, 1994). 

As early as ten years ago, part 1 of Faces of Death was a bestseller in the 
United States. Recently, the videotapes have become very popular in the 
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Netherlands too, especially among secondary school students. A survey conducted 
among a representative sample of 13- to 19-year-olds showed that 35% of Dutch 
secondary school students had watched at least one part of the series. Recently, the 
Dutch State Secretary of Welfare and Sports, Mrs. Erica Terpstra, as well as a 
number of members of the Dutch Lower House have joined the group of viewers 
of Faces of Death. They watched part 4 of the series, which young people perceive 
to be the most' sensational' part (Nikken, 1995). In Mrs. Terpstra's view, this tape 
was 'despicable, distasteful, and entirely unsuitable for children.' She requested 
her colleague, the Minister of Justice, to examine whether it was possible to 
prohibit the dissemination of these tapes to juveniles by amending the law. One of 
the members of Lower House made a plea for taking more drastic action. She 
argued strongly in favor of declaring a complete ban on dissemination of the 
series, not only to young people but also to adults. The latter proposal was waved 
away by opponents who called a complete ban 'paternalistic,' 'outrageous,' and 
'senseless. ' 

In our view, the appearance of the series Faces of Death is not an isolated 
phenomenon but is part of a broader trend that is characterized by a hardening 
and an increase in realism of violent portrayals to which young people are 
exposed. This shift in the moral standards imposed on violent portrayals is 
discern able in movies, video films, video games, and, to a lesser degree, also on 
television. 

In this paper we discuss the influences that extremely violent movies, video 
films, and video games may exercise on young people's emotional reactions and 
aggressive behavior. First, we will give a rough sketch of the tendency to 
represent violent portrayals in audiovisual products in increasingly graphic and 
realistic forms. Then, we will shortly go into the research findings on the results 
of exposure to (television) films which contain less extreme forms of violence. On 
the basis of insights gained from research on the impact of mild portrayals of 
violence, we will make an estimate of the possible effects of exposure to extremely 
violent audiovisual products, a field of research that is still in its infancy. 
Subsequently, we will discuss a number of popular arguments which are advanced 
to take the edge off the thesis that watching violent portrayals can have adverse 
effects on children. Finally, we will comment on the role that the government 
should play in the regulation of the dissemination of violent audiovisual products 
to juveniles. 

2. Extremely Violent Audiovisual Products 

2.1 Ultraviolent Cinemafilms 

During the past decades, the standards applied to the violence included in 
cinemafilms have been liberalized to a great extent. This relaxation of the rules 
concerning what is acceptable film violence was partly due to the advent of 
television, which led to a strong decrease in cinema attendance (Knulst, 1989). In 



Effects of Extremely Violent Audiovisual Products 89 

an attempt to bring the television viewer back to the cinema, increasingly violent 
films have been produced. The amount of violence shown appears to increase per 
sequel. Whereas Robocop 1 counts 'only' 32 victims, the number of victims in 
Robocop 2 has run up to 81. From part I to part II, the number of bodies counted 
in Die Hard rises from 18 to 264 (Plagens, Miller, Foote, & Yaffe, 1991). 

Not only the number of brutal acts increases, but also the bloodiness of the 
images. The portrayals of both the violent acts and the harm inflicted have 
become increasingly graphic. Moreover, the typical ultraviolent cinemafilm does 
not seek to evoke sympathy for the victim. On the contrary, in many movies the 
message is that inJuring a person is funny. In the film Another 48 hours, Eddie 
Murphy stops a fight in a cowboy bar by shooting one of the troublemakers in the 
leg. As the man collapses on the floor, shrieking in pain, Murphy smiles and says: 
'Sorry about the kneecap, I got a little ... excited.' In Hudson Hawk, the hero 
decapitates one of the bad guys with his own rapier blades, then tells the headless 
corpse: 'I guess you won't be attending that hat convention in July.' 

How much the norms concerning acceptable movie violence have been 
stretched through the years becomes apparent from examples of older violent 
movies which were condemned as shocking and dangerous in their time, but 
which look mild from today's perspective. The Jimmy Cagney film, Public Enemy, 
which in present-day's eyes is innocent and even tasteful, was denounced in the 
1930s for its 'sensational' murders ending in what a reviewer at that time named 
a 'general slaughter.' In fact, this' general slaughter' amounted to a grand total of 
eight deaths in the course of the entire picture - and each of these killings took 
place out of screen (Medved, 1993). 

The dissemination of ultraviolent movies is not limited to movie houses and 
videotheques. More and more ultraviolent movies are broadcast by television 
stations, with the result that such movies, without any need to visit a vidotheque 
or movie house, are brought directly into the living room. 

2.2 Horror Video Films 

The above-mentioned critic, who was shocked by the violence shown in Public 
Enemy, would probably turn in his grave if he were exposed to today's horror
filled video films. In video nasties, slaughters do not take place out of screen but 
are shown down to the smallest gory detail. Unlike such earlier horror films as 
Count Dracula and Frankenstein, the modern horror film does not suggest acts of 
violence using dramatic techniques, but the camera registrates one gory scene 
after another, with obvious pleasure. From the classic horror film a new genre of 
murders, rapes, slaughters, and bloodsheds has evolved (Der Spiegel, 1984). A 
survey conducted in the United Kingdom found that 33 percent of 7- to 8-year
olds had watched at least one video nasty, a percentage that had risen to 50 among 
15- to 16-year-olds (Barlow & Hill, 1985). This survey was conducted ten years 
ago, at a time when only a minority of the households possessed a videorecorder. 
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Of course, in video shops one can get not only horror films but also, though 
somewhat delayed, the ultraviolent cinemafilms discussed above. 

2.3 The Video Series 'Faces of Death' 

Unlike horror films and ultraviolent cinemafilms, the video series Faces of Death 
does not tell a fictitious story. In all, the five parts of the series contain 236 
separate film episodes that feature real-life occurrences in which humans or 
animals come to meet a nasty end. In the series, death has five faces. The category 
'accidents and natural disasters' is most frequently represented (see Table 1). The 
viewer is confronted with aircrashes, railroad disasters, car accidents, burnouts, 

Table 1: Frequencies of Five Types of 'Faces of Death' Shown in the Video 
Series and Percentage of Segments Showing the Incidents that 
Provoked the Lethal Event 

'Faces of Death' Part 1 Part 2 Part 3 Part 4 PartS Total 

Accidents, Nat. Disasters 12 15 4 16 24 71 

25% 60% 50% 81% 58% 58% 

Murders, Suicides 8 2 4 11 23 48 

50S 0% 50% 55% 17% 33% 

Terrorism, State Violence 7 9 5 11 9 41 

57% 33% 100% 100% 11% 59% 

Violence with Animals 16 11 5 4 1 37 

75% 91% 80% 100% 0% 81% 

Diseases 4 5 2 4 3 18 

0% 0% 50% 25% 0% 22% 

Miscellaneous 5 8 2 4 2 21 

40% 0% 50% 25% 0% 19% 

Total 52 50 22 50 62 236 

48% 44% 68% 76% 31% 50% 

and flood disasters. The camera cannot get enough of the mutilations of the 
victims. More striking are perhaps the images of 'little' accidents and stunts that 
end in disaster. The impact of the images is intensified by the panic reactions of 
the bystanders. 

The second face of death consists of images of murders and suicides. In many 
cases, only the mutilated victims are shown. The most deeply affecting sequences, 
however, also show the act itself. For example, one sees a video recording, made 
by the culprit himself, of a throat being cut in an agonizingly slow manner. The 
third face of death is provided by images of terroristic attacks, executions, acts of 
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war, capital punishment, and other types of force sanctioned by the authorities. 
The sequences shown contain many shots which the editor of a television news 
program would probably leave out. 

The fourth face of death involves images of the killing of animals. One sees 
shots taken from a slaughterhouse, but also a rabbit which, after its throat has 
been slit, is brought to the mouth for drinking the fresh blood. A surveillance 
camera records how an intruder is literally torn by two watch dogs. The last face 
of death consists of images of exotic diseases and curious remedies, for instance, 
an exorcism applied to a juvenile female psychiatric patient. 

Part of the segments look familiar because similar or identical film footage has 
been broadcast earlier in news and sports programs and in documentaries. 
However, the videotapes also contain quite a few segments which, measured by 
prevailing standards, are too vulgar to be broadcast. As mentioned before, part 4 
of the series is regarded by young people as the most sensational one. The reason 
may be that this part contains the highest percentage (76%) of segments which 
show not only the fatal consequences but also the actions which produced the 
events; so one sees, for example, not only a headless corpse but also the 
decapitation itself (see Table 1). 

Whereas the authentic violent portrayals on television are usually meant to 
inform us, Faces of Death intends to amuse and shock the viewers. In the video 
series, the entertaining qualities which are attributed to television violence are 
extended to include authentic violence. The producers of Faces of Death seem to 
have a different opinion, at least, they make it appear that way. According to the 
text on the video box, the images are meant to encourage us to reflect on the 
preciousness of life. Admitted is that the images are 'sensational' and often 'too 
hard' and 'too gruesome.' But reality can and has to be shown to come to a better 
world. This peaceful message is apparently wasted on some people, because young 
and sensitive viewers are definitely advised against watching the videotapes. 

2.4 Video Games 

The violence shown in video games becomes more realistic too. Until recently, the 
actors involved in video games were rather abstract characters. But recently, 
increasingly realistic games have come onto the market. In Mortal Combat, which 
was released in 1993, the actors fight until their opponent dies, which can be 
achieved by chopping off the enemy's head or by pulling out his heart. In the 
present edition, the fighters still move a little woodenly. The game Night Trap, 
however, uses realistic video pictures. Monsters are threatening a girl who will 
slowly be strangled if the player fails. The industry is working hard to adapt the 
so-called virtual reality system for game computer use (Funk, 1993). This system 
offers a three-dimensional experience. In the next few years, more and more 
sophisticated games, which will increasingly approach reality, will come onto the 
market. This offers excellent educational opportunities, but it can also reinforce 
the realistic blood spiral. 
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3. Effects of Audiovisual Violence 

3.1 Moderately Violent (Television) Films 

The question now is how the above-mentioned innovations in the supply of violent 
portrayals affect children and young people. We will confine ourselves to the 
possible effects on viewers' aggressive behavior and emotional reactions. little 
research attention has been paid to the effects of extremely violent portrayals. 
However, on the basis of insights gained from research on the effects of more 
moderate types of media violence, it is at least possible to make an educated guess. 

A recently published meta-analysis, which summarized the findings from 217 
independent studies, concluded that watching media violence is likely to have an 
aggression-stimulating effect (Paik & Comstock, 1994). The size of this 
stimulation effect appeared to depend on the type of aggressive behavior involved. 
Watching media violence had a medium effect on such noncriminal acts as 
fighting, hitting, pestering, and twisting someone's arm. The effects on seriously 
harmful, criminal violent acts (e.g., homicide), however, were statistically 
significant but small. 

In our view, the most lucid explanation for the aggression-stimulating effect of 
watching film violence has been given in Bandura's (1973) observational learning 
theory. According to this theory, a child learns by observing what people do on 
television, how they do it, and how they fare. By observing the behavior of violent 
film models the child acquires, intentionally or unintentionally, new aggressive 
behavioral patterns. In exceptional cases, the violent film actions are so inspiring 
that the child is encouraged to put what he or she has seen into practice. Far more 
important than incidental imitation effects are, however, the general lessons a 
child may draw from violent portrayals. Inhibitions with respect to aggressive 
behavior may be removed when the child is left with the impression that 
aggression is a suitable way of resolving conflicts. In this context, it is particularly 
important how the 'good guys' in films behave themselves. There is no reason to 
fear that children pattern themselves on the violent actions of the 'bad guys,' 
because children are usually inclined to reject their violent behavior altogether 
(van der Voort, 1986). 

Not all violent scenes have the effect of removing inhibitions with respect to 
aggression (van der Voort, 1986). A first requirement is that the violent film 
actions make a credible impression, because violent actions which, in children's 
eyes, are out of touch with reality have little instructional value. Second, the 
violent actions of the hero must be either rewarded or left unpunished. Third, the 
child must regard the violent actions as justifiable. Finally, the child must derive 
some pleasure from watching the violent scenes. When the violence portrayed is 
experienced as frightening and distasteful or when the viewer feels pity for the 
victims of violence, watching film violence may serve to inhibit aggression. 

Fright responses to film violence may therefore be seen as a beneficial effect, 
that is, if the fear reactions are limited to the viewing experience. Things are 
different, however, when fear reactions endure beyond the viewing experience, 
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resulting in long-term stress responses characterized by sleep disturbances, 
recurring thoughts of a disturbing nature, and nightmares (see Cantor, 1991, for a 
review). Not surprisingly, extreme fear reactions rob the viewers of their appetite 
for watching the film in question, whereas mild fear reactions need not interfere 
with the viewers' appreciation of a film (Cantor & Reilly, 1992). The in itself 
beneficial fear reactions may decrease, however, when the viewer is repeatedly or 
frequently exposed to the same or similar violent portrayals (Comstock & Paik, 
1991). Primarily, children's emotional reactions to violence shown on television 
are reduced, but seeing violent movies may also result in habituation to violence 
in real life (Drabman & Thomas, 1974). 

3.2 Ultraviolent Cinema films 

When we apply the insights just mentioned to the ultraviolent cinemafilm, the 
conclusion must be that this type of film is likely to stimulate aggression in all 
respects. First, these films are generally experienced as credible and realistic. 
Second, the violent actions of the heroes are highly successful and go unpunished. 
Without a hitch, the hero eliminates one bad guy after another. Third, the violence 
used by the heroes make a justified, if not humorous impression. Finally, feelings 
of sympathy for the victims do not obstruct the viewer's appreciation of the violent 
actions of the heroes, for the suffering of the victims is played down in the film or 
even completely ignored. The ultraviolent cinemafilm, therefore, is not very likely 
to evoke empathic reactions. Rather, the exposure to dozens or sometimes 
hundreds of killings per film will lead to habituation. 

3.3 Horror Films 

For young people who are only occasionally exposed to horror films, this film type 
is more likely to inhibit than to stimulate aggressive tendencies. First, although 
the violent actions themselves look ghastly real, the stories are far remote from the 
realities of daily life, as zombies playa leading part. Second, the violent actions 
performed by the human characters are far from successful, and in many horror 
films evil triumphs over the human actors in the end (Rosenbaum, 1975). Finally, 
the suffering of the human characters is put on the screen in great detail, and one 
after another they are horrifyingly murdered and also frequently raped. 
Presumably, the 'normal' reaction therefore is fright and disgust. 

The latter thesis is confirmed by a German study in which 60 university 
students were exposed to the cannibalistic horror film Eaten Alive (der Spiegel, 
1984). After a couple of minutes, a dozen of subjects left the room because the 
film turned their stomachs. The others stayed, as they did not want to be taken for 
'softies'. The film made a profound impression. Even weeks later, everyday 
occurrences carried the subjects back to the film. One subject's appetite was 
spoiled during breakfast because the marmalade sandwich he was just about to eat 
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evoked remInISCenCes of the girl's breast that cannibals cut off in the film. 
Another subject was reminded of the film while consuming his favorite icecream 
with cherry juice, which brought the bloodbaths back to mind. In a third subject, 
the watching of her houseplants called up an association with the thick jungle in 
the film, and at once, the cannibalistic film images came up again. Serious 
emotional consequences have been observed among young children who, in some 
cases during a children's party, were exposed to a horror film. Case studies have 
shown that horror films may create, especially in mentally unstable children, 
acute anxiety states which require psychiatric treatment (Short & Zaw, 1994). 

The emotional reactions to horror films described above apply to the 
occasional viewer, who tends to be sensitive to the feelings of pain experienced by 
victims in the film. The real devotee of the genre, however, is seldom inclined to 
adopt the perspective of the victims in the film. A recent study has shown that 
young people who take particular pleasure in watching horror films generally are 
unempathic viewers who do not or scarcely sympathize with the grief inflicted on 
the victims. This is the very reason why the fan of this genre is able to emotionally 
endure these films (Tamborini, Stiff, & Heidel, 1990). Undisturbed by the 
suffering of the victims, the devotee can enjoy the goose flesh he gets from the 
film - the true fans are almost always males - for he does feel aroused. The 
devotee, therefore, scores high on scales measuring sensation seeking, and so far 
his personality profile looks innocent. However, many devotees also appear to take 
particular pleasure in watching the type of cruel and exploitive behavior that 
horror films often contain (Tamborini, 1991). In view of the macabre attitude with 
which the devotee consumes this genre, it may very well be that watching graphic 
horror may increase the aggressive behavior of these young people. This 
assumption is supported by an experimental study in which the facial expressions 
of children who watched a mildly violent film were recorded photographically. 
The aggression-stimulating effect of the film appeared to be most pronounced for 
children who watched violent scenes with visible pleasure (Ekman, Friesen, 
Harrison, Zlatchin, Malmstrom, & Baron, 1972). Further research is needed to 
verify the assumption that watching horror films increases aggression in the 
devotee of the genre. Research has shown, however, that watching a series of 
horror films in which women are subjected to extreme violence can have a 
desensitization effect. As a result of watching ten slasher films, university students 
showed a lessened sympathy with victims of rape, and they were inclined to take 
the grief caused by rape more lightly (Linz, Donnerstein, & Penrod, 1984; 1988). 

3.4 Video Games 

The extremely violent video game seems to be cursed with all the stimulus 
characteristics that increase the likelihood of the occurrence of aggression
stimulating effects. First, these games look very realistic, and instead of being an 
observer the player himself is the aggressor. Second, each successful aggressive 
action of the player is rewarded with points and/or sound and visual effects. Third, 
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justification of aggression is an intrinsic characteristic of the game, because the 
player is given the assignment to strike the enemy's head off his trunk or to tear 
out his heart. Finally, the play must be appealing, for otherwise one would choose 
to play another game. 

Among young children, aggression-stimulating effects have been established 
with considerably less realistic violent video games (Cooper & Mackie, 1986; 
Schutte, Malouf, Post-Gorden & Rodasta, 1988; Silvern & Williamson, 1987). It 
seems likely that more realistic versions of the aggressive video game will have 
stronger effects. 

3.5 Faces of Death 

Finally, what can be said about the possible effects of the video series Faces of 
Death? Because the videotapes show real-life occurrences, the viewer may very 
well learn a lesson from the series. That lesson is by no means cheerful. One is 
reminded that planes can crash and trains may be derailed, and sees the many 
corpses. One sees that people who are engaged in stunts and certain branches of 
sports may come to a nasty end, and that one has to look out for certain animals. 
One sees that terrorists, murderers, burglars, and authorities can do terrible 
things, and sees the horrible consequences. If the videotape does not show that a 
murderer paid for his crime with his own life, one hears whether he is sentenced 
to life imprisonment, or to death. And, for the sake of completeness, the series 
shows how the death penalty is carried out by means of an electric chair. 
Aggression is never rewarded, nor presented as attractive, nor justified in any 
way. 

With a different type of commentary, and after removing or censoring the most 
horrible and shocking episodes, part of the footage could very well be used in an 
educational curriculum. For example in a curriculum designed to counteract risk 
behavior, or to help students look through the romanticized image of violent 
actions that is presented in fictional television films. To be sure, the series is 
disgusting and distasteful, but the episodes shown are more likely to reduce than 
to stimulate aggressive tendencies. However, this would seem true only for 
undisturbed youngsters who watch the series only occasionally - out of curiosity or 
to be able to join in a conversation about the series. On mentally unstable 
youngsters, who watch the videotapes not with disgust or fright but with pleasure, 
the series can have the effect of increasing their aggression. 

That disgust is a common reaction to Faces of Death is exemplified by a 
journalistic experiment in which youngsters aged 13 to 18 were requested to 
watch the episode described in the lead of this article (van Gageldonk, 1995). 
Prior to this episode, the youngsters watched nine episodes from various 
ultraviolent cinemafilms and horror video films. Three groups of youngsters 
commented upon what they had seen: a group of grammar school students, 
members of a sports school specialized in martial arts, and a number of youngsters 
from a backstreet district. Each of these three subgroups could appreciate at least 
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some episodes from the violent films and the horror videos. But the episode from 
Faces of Death was labeled as 'disgusting' or 'sick' by each of the three 
subgroups, although a couple of disadvantaged youngsters claimed not to be 
affected by either this or the other episodes. 

In addition to feelings of disgust, authentic violent images may also evoke 
feelings of fear. For example, a German study found that a television program that 
approaches the viewers with the request to provide clues to unsolved crimes 
increased the fear of violence particularly among girls (Groebel, 1981). Among 
fans of Faces of Death who do not want to miss one single part, however, the 
series may result in a desensitization effect. 

In sum, aggression and desensitization effects seem most likely to occur with 
ultraviolent movies. With horror videos, the effects are limited to a small 
subgroup of devotees of this genre. As the authentic violence shown in Faces of 
Death does not justify or romanticize the use of violence in any way, the subgroup 
that takes particular pleasure in watching these tapes is probably quite small. 

4. Disclaimers 

In the preceding discussion, we have assumed that watching violent images on 
television or video can increase children's aggression. This assumption has been 
challenged by producers and distributors of violent films through various 
arguments. Five of the most frequently presented disclaimers will be shortly 
discussed. 

Disclaimer 1: Printed stories are often no less violent than films 

One prevalent disclaimer is that death and violence are also frequently included in 
printed stories, whereas nobody seems to complain against that. Many fairy tales 
are full of violence, and even the Bible may be seen as a highly violent book. 
Someone once remarked that one of the most violent stories he had ever 
encountered as a child was not televised but told in church on Good Friday. 

This argument contains three misconceptions. First, the assumption is by no 
means that exposure of children to violence is wrong in all cases. There are 
violent stories that can elicit aversion to aggression and compassion for the 
victim. The Story of the Crucifixion that is recounted on Good Friday is an 
excellent example of just that. 

A second misconception is that acts that in adults' eyes are violent are also 
seen as such by children. In the eyes of the young child, however, the 'violent 
acts' in fairy tales are not violent at all. When the hunter cuts open the wolf and 
Little Red Riding Hood and her grandmother step out of the wound, the young 
child does not realize that these two have just escaped a certain death. Nor are 
young children surprised when the wolf remains quietly asleep while being cut 
open. The eating of grandmother and Little Red Riding Hood occurs in a different 
reality separated from everyday reality. In the child's perception, this event is 
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similar in status to the game in which the parent pseudo-menacingly says: 'I will 
eat you!' 

The third misconception is that stories which are read or listened to are 
thought to have a similar impact as audiovisual stories. However, the impact of an 
audiovisual story is considerably stronger. The difference between reading a story 
and watching a story can be illustrated by the reactions of the audience that, now 
100 years ago, was exposed to moving film images for the first time. Upon seeing 
the silent images of a train engine that seemed to move right into the theater, 
many spectators fled in panic. The impact was even greater when, at the end of 
the 1920s, sounds were added to the silent images. The greatest impression was 
not made by speaking, singing, and music, because viewers were already used to 
explanatory comments made by a cinema speaker and music played by a cinema 
orchestra. The greatest miracle was the everyday noise that was added to the film 
images, such as footsteps, barking and the clanking of chains (Dibbets, 1993). 

The impact of film images goes beyond the impact of books, not only because 
there is a high correspondence between event and its reproduction on film, but 
also because film images may be consumed at a very young age, when children 
are 2 to 3 years old (Liebert, 1974). Except for stories read aloud by the parent, 
the world of the book, however, does not open until children are getting to the age 
(6 to 7 years) where they are ready to read. Moreover, books meant for adults are 
not easily accessible until the child is at secondary school. In addition, children 
spend much more time on audiovisual media than they have ever spent on 
reading. 

Disclaimer 2: Watching violence leads to a release of aggression 

A second argument is that seeing violent images has a reductive effect on 
aggression because while watching, the child is relieved of aggressive feelings. By 
watching violent images, children would clear themselves of their aggressive 
impulses in an innocent way, without causing annoyance to others. However, 
research has never demonstrated that violent films can reduce feelings of 
aggression through emotional release (van der Voort, 1986). Research has shown, 
however, that watching violent films can reduce aggression by suppressing 
feelings of aggression, a reductive effect that may occur if the viewers experience 
what they see as unpleasant or frightening. 

Disclaimer 3: Films teach that crime does not pay 

Another common misconception is that crime films offer children highly sensible 
moral lessons, because the 'bad guy' is punished for his misdeeds in the end. On 
television, the risk of being caught is extremely high and even considerably higher 
than in reality. Indeed, it does no harm if children get the impression from films 
that crime does not pay. This argument disregards, however, that children are 
guided not by the violent actions of the bad guys but by those of the good guys. 
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When the hero makes excessive use of violence with visible pleasure and success, 
the moral lesson the film teaches still is that aggression is a suitable way to solve 
problems. However, not all police films convey such a message. In some police 
series, e.g. Hill Street Blues, the police generally are very reluctant to get involved 
in acts of violence. Some episodes even show that police officers end up in the 
dock themselves because they violated instructions on the use of force. Such 
episodes would fit well in an educational curriculum designed to counteract 
aggression. 

Disclaimer 4: Only children already predisposed to aggression are susceptible 

Another prevalent disclaimer is that watching media violence increases 
aggression only in aggressive or mentally disturbed children. There are indeed 
indications that disturbed and aggressive children are more susceptible to the 
aggression-stimulating effect of television violence, and there are various other 
characteristics of children and their environment that codetermine children's 
susceptibility (van der Voort, 1990). This does not imply, however, that seeing 
violent images affects only a very small subgroup of children. Of course, 
stimulatory effects on the use of criminal forms of aggression are limited to a 
small subgroup of children. If milder forms of aggression are at issue, however, 
the influence of violent images may extend to a much larger group of children. It 
appears to be a myth, for example, that only boys are susceptible to the 
aggression-stimulating effect of violent images. A meta-analysis showed that 
among young children - the most vulnerable age group because their norms have 
yet to develop to a large extent - , there is hardly any difference in susceptibility 
between boys and girls (Hearold, 1986). At an older age, boys have indeed been 
found to be more susceptible than girls, but the difference between the two sexes 
proved to be much smaller than was generally assumed (Paik & Comstock, 1994). 

Disclaimer 5: The impact of audiovisual violence has not been proven 

Finally, it is sometimes claimed that there is no proof whatsoever that seeing 
violent images can increase children's aggression. In our view, it is indeed 
questionable whether watching violent images contributes to the use of criminal 
aggression, because the available research evidence is not completely convincing. 
However, behavioral scientists almost unanimously agree that seeing violent 
images may encourage the use of noncriminal forms of aggression. The latter 
effect has been convincingly shown by both well-controlled laboratory studies and 
field experiments. A recent meta-analysis has refuted the assertion that laboratory 
experiments have only shown that seeing violent films can have a stimulatory 
effect on aggressive behaviors which are sanctioned by the experimenter (Wood, 
Wong & Chachere, 1991). The meta-analysis was applied only to laboratory and 
field experiments investigating film effects on subjects' spontaneous aggression, 
that is, aggression as assessed through direct observation of free social 
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interactions with others in such natural settings as playgrounds, classrooms, or 
canteens. The meta-analysis showed that violent films may increase the use of 
aggression in unconstrained interactions with friends, classmates, and strangers. 

5. Regulation 

What then should be done about the series Faces of Death? In our view, a total 
ban on the distribution of the series would go too far for three reasons. First, if one 
would decide to ban Faces of Death, there are quite a few other questionable types 
of film which should be forbidden as well. A ban on Faces of Death therefore 
would lead to a restoration of censorship of films watched by adults, a type of 
government intervention which was abolished in the Netherlands 20 years ago. 
This remedy seems worse than the disease. Second, a ban creates a circuit of 
forbidden fruits, increasing their attraction. Finally, there is little reason to fear 
that Faces of Death will have disastrous effects on children. For the great majority 
of children, the series will primarily gratify their curiosity, and incite fear and 
aversion for aggression. Of course, this is not to say that the series is suitable for 
young viewers, because the fright reactions may be extreme and frequent exposure 
to this type of images may have desensitization effects. 

Instead of issuing a complete prohibition on distribution, the government 
should take measures that restrict children's access to Faces of Death and other 
audiovisual products that are not fit for young viewers. 

Age Sweden Netherlands France UK Germany 

3 

4 

5 

6 6up 

7 7up PG 

8 

9 

10 

11 11 up 

12 12 up 12 up 12 up 12 up 

13 

14 

15 15 up 15 up 

16 16 up 16 up 16 up 

17 

18 18 up 18 up 

Figure 1: Age Groups Distinguished in the Film Classification Systems of 
Five European Countries 
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One measure involves the classification of cinemafilms and video films according 
to the age group for which they are fit. As increasingly violent video games are 
being produced, it is advisable to extend film classification to include video 
games. As shown in Figure 1, European countries are far from united about the 
age boundaries that should be distinguished in the classification of audiovisual 
products. The two most important differences between the five age classification 
systems shown concern the maximum age limit used (15 years in Sweden, 16 
years in The Netherlands and France, 18 years in Great Britain and Germany), 
and the presence or absence of an age boundary at the level of 6 or 7 years. In the 
Netherlands, France, and Great Britain, children under 12 are considered to be 
one group, although in Great Britain a PG (Parental Guidance) rating may be 
assigned to films which are considered unsuitable for young children unless they 
watch them in the company of a parent. In Sweden and Germany, however, an 
age limit for young children (6 or 7 years) is used. 

Considering the ultraviolent audiovisual products which have come onto the 
market, it may be questioned whether the maximum age limit employed in the 
various classification schemes is high enough. Should 15- to 16-year-olds be 
allowed to see all films, or is it advisable to set the maximum age limit at 18 
years, as the U.K. and Germany do? Research into the cognitive development and 
reactions to violent films of children under 12 provides a number of clues for 
setting age boundaries for younger children. This research supports, for example, 
the Swedish and German decision to distinguish between young children under 7 
and older children between 7 and 12 years (see Wilson, Linz & Randall, 1990). 
Unfortunately, such research-based knowledge does not exist with regard to 
children older than 12. For setting age limits for youngsters above 12, one 
therefore has to rely on common sense. The present maximum age limits may be 
too low because they have been fixed at a time when the violent content of 
audiovisual products was less extreme. It may be advisable to raise the maximum 
age limit of 16 years, as applied in The Netherlands, to for example 18 years, like 
in Great Britain and Germany. 

Another measure to regulate the supply of extreme audiovisual violence 
concerns the time at which television films considered unsuitable for young 
viewers are broadcast. The Dutch rules about the starting times for films classified 
as unsuitable for children under 12 to 16 years of age - namely 8 p.m for films 
classified for 12 years and older, and 9 p.m. for films classified for 16 years and 
older - do not seem to correspond with the time at which children younger than 12 
or 16 years are sent to bed. In Germany (10 p.m.) and France (10.30 p.m.), 
starting times seem to be more in accord with the times at which young people 
usually go to bed. 

Of course, age classification does not guarantee that children are shielded from 
products that are not meant for their eyes to see. An unintended side effect even 
may be that a high age rating increases attraction. Nevertheless, age ratings can 
help well-meaning parents, and for them such guidelines are intended. 
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6. Perspectives for Cooperative Research 

Regulation of the dissemination of audiovisual products to young people is an 
interesting area for international research. To begin with, the film classification 
systems and the criteria that underlie film ratings in various countries should be 
compared more extensively than was done in this article. Another point of interest 
is the extent to which film ratings are actually used by parents as a guide in 
selecting films for their children. 

The effectiveness of regulation policies employed in various countries may be 
subjected to comparative research as well. First, research could address the 
question whether a strict regulation is effective. Do more strict regulations result 
in a decreased supply of extremely violent audiovisual products, or is such a policy 
annulled by an increase in illegal supply? Second, it may be investigated if various 
classification systems are successful in restricting the number of children who 
watch films considered unsuitable for their age. Finally, different regulation 
systems could differentially affect the perception of extremely violent audiovisual 
products. Does a permissive policy on extremely violent films and video games 
affect the viewers' attitudes toward violence? 

A third topic for cross-national research concerns the effects of seeing extreme 
audiovisual portrayals on children's aggressiveness. It seems advisable to conduct 
a new cross-national panel study, similar to Huesmann and Eron's (1986) 
comparative panel study. Unlike the latter study, this new panel study should 
address not only the longitudinal effects of watching violent television programs 
but also the effects of violent video films and video games. 

Finally, in order to arrive at a further justification of the film rating systems 
and the age limits involved, more psychological research is needed on the 
subjective experience of violent audiovisual products and their emotional and 
behavioral effects. 
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Violence in TV News: The Cultivation of Emotions 

Peter Winterhoff-Spurk 

1. Looking at TV or Looking Away from TV? The Difficult Dealing with 
Pictures of Horror on TV 

The burning monk, children fleeing from napalm bombs, the execution of a 
Vietcong officer in front of the camera: The Vietnam war changed TV news 
reports decisively. The cruelty of the "first television war" (Harris, 1989, p. 152) 
was transmitted to the living rooms every evening and quite a few journalists and 
media researchers believe that this shortened the war considerably. However, 
Vietnam has certainly led to a permanent change in the way of reporting on TV. 
Pictures of horror have become perfectly common, initially in the USA and since 
then in Europe as well. 

These changes are shown in recent content analyses in Germany carried out on 
behalf of the Landesanstalt fur Rundfunk NRW, by the TV station RTL and by the 
Konrad-Adenaur-Stiftung (Groebel & Gleich, 1993; Merten, 1993, Pratsch
Hucko, 1992). Violence was found in the news less often than in other types of 
programmes. If violence was shown, however, it concerned particularly severe 
cases, resulting frequently in the death of those concerned. "The gap between TV 
reality and the real world gets the bigger, the more the intentions of transmitting 
information move into the direction of sensation", Kruger (1995) sums up this 
development in a study of the KaIner Institut fUr Empirische Medienforschung 
(IFEM). 

It can be asked, whether these extremely violent news reports are suitable for 
serving as a basis of an unbiased political discussion and political action of 
citizens as prescribed by normative news theories (compare, for example, Roegele, 
1977). They possibly have the opposite effect: the retreat into a private idyll. In an 
article published in the German newspaper "Die Zeit" of January 1995, the 
problem is described like this: "In the 185 nations on our globe, human beings 
tear each other apart in more than thirty armed conflicts every day. The pictures 
of some of these conflicts we get delivered freely into our homes. And we can 
hardly bear even these. Shall we look at them or shall we look away from them?" 

2. "Cultivation of Beliefs": The Scary World of Heavy Viewers 

The main idea of the "cultivation of beliefs"-approach, which goes back to George 
Gerbner (Gerbner, Gross, Morgan & Signorelli, 1986; Signorelli & Morgan, 
1990), is the assumption that TV is the central socialization agent in the 
American society. The effects of TV consist less in the conveyance of specific 
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attitudes and opinions than in the cultivation of basic political attitudes towards 
social reality. 

The basic paradigm of his empirical procedure is first of all always a content 
analysis of TV portrayals of certain groups of people, events or patterns of 
behaviour. This is compared with available characteristic features of the so-called 
real world and thus allows finding differences between the so-called TV world 
and the real world. 

In this connection, first- and second-order beliefs are distinguished. The 
former are frequency estimates of certain events or groups of people (for example, 
the percentage of violent crimes in a society), the latter are generalized attitudes 
(for example: politicians are not interested in the problems of the average citizen). 
Finally, viewers are asked for an assessment of these "beliefs" and heavy viewers 
are assumed to give answers corresponding to the TV world. 

On the basis of comprehensive content analyses of violence on TV, Gerbner 
assumes that especially heavy viewers consider the real world to be more scary. In 
other investigations he claims to have found that the heavy viewers are more 
afraid to walk through the city at night alone, are more inclined to protect 
themselves from crimes by weapons, dogs or locks. They also tend to consider the 
general situation in the world to be worse, have little confidence in politicians and 
consider the birth of children into such a world to be irresponsible. The sum of 
these opinions Gerbner calls the "scary world of heavy viewers". 

Gerbner's ideas caused a sensation; they did not stand uncontradicted for a 
long time either (Hirsch, 1980; 1981). Critics argued - among other things - that 
Gerbner classified his subjects among the heavy viewers in one investigation, 
whereas in another investigation they were classified as average viewers, although 
the time they spent in front of the TV set remained the same. Furthermore, only 
small influences of the amount of TV viewing on the scary world view were found 
in multivariate analyses (between 1 and 6%), whereas formal education had a 
much higher influenc. 

Fortunately, these findings evoked a highly productive controversy (Hawkins 
& Pingree, 1982) and numerous further studies by several independent groups of 
researchers.These studies showed, for example, that heavy viewers have more 
confidence in medicine, the police, the army, the educational system, organized 
religion, the press, TV and the trade unions than light TV users. On the other 
hand, they mistrust big companies and the sciences. Moreover, heavy users often 
overestimate the frequency of doctors, lawyers, businessmen, certain diseases 
(infarct, cancer), divorces and prison sentences in the real world (McGuire, 1986). 

In one of our own studies we let 13- to 1S-years old pupils assess situations 
which could occur on TV and in real life. For one group we introduced the situati
ons with the preliminary remark "You watch on TV ... ". For the second group in 
the experiment we introduced the situations with "You see ... in the 
neighbourhood". For each situation the subjects could give a so-called TV answer 
and a reality answer. According to Gerbner we expected in general that the heavy 
viewers would give more TV answers and the light viewers would give more 
reality answers. We found, however, that the TV version of the questionnaire 
above all evoked TV answers, and the reality version reality answers. The variable 
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"amount of TV viewing" only showed a slight tendency to confirm Gerbner's 
hypotheses. Cultivation effects generally were found only, if the situations were 
not known sufficiently from the viewers' personal experiences. 

Because of these and other results we modified Gerbner's basic hypothesis. We 
assumed that viewers do not store all (real life and TV) information in one 
homogeneous long-term memory. The reactions of our subjects rather suggest that 
there are at least two different memory stores, one for (a) real life information (= 
"real life memory"), and the other (b) for information transmitted by the media (= 
"media memory"). The real life memory comprises information about the subject's 
immediate environment; the sociologist Alfred Schutz (1971) calls the corre
sponding area of reality "the world in actual reach". For the media memory, we 
suggest a further segmentation. According to Schutz' (1971) "world of potential 
reach" we propose one store with real but TV mediated information ("mediated
real") and another memory store for all information which is supposed not to exist 
("mediated-fictional"). 

In evaluation studies of a German news programme for children we found 
further evidence for such a differentiation (Winterhoff-Spurk, 1988). We asked 
our subjects identical first- and second-order-questions about the world in actual 
reach ("your home town") and about the world in potential reach ("in Germany"). 
The subjects had to give frequency estimates of violent crimes, politicians, people 
out of work, AIDS sufferers and so on. For the second-order-beliefs we used the 
same questions as Gerbner did (e.g., whether one can trust people or politicians). 

Here, it turned out as well that the subjects were very well able to distinguish 
between the two areas. The "world in actual reach" was usually judged to be less 
scary than the "world in potential reach". This is the well-known "the grass is 
greener in my own yard" phenomenon (Culbertson & Stempel, 1985). However, 
the extremely high overestimations of violent crimes, young people out of work, 
the number of politicians (25% of the German population!), the number of AIDS 
sufferers (an overestimation by the factor 120!) about the "world in potential 
reach" were alarming (Winterhoff-Spurk, 1989). 

Cultivation effects (or better: learning effects) we found against the 
background of this division as well: Especially the worse educated and 
underprivileged children, who watch news and information programmes often and 
with little viewing intensity, judge Germany much more negative than other 
groups do (explained variance of "amount of TV viewing": 35%). Little evidence 
we found, however, for a transfer of knowledge from the media memory to the 
real life memory - that means for the cultivation effect in its true sense. 

3. Between Content and Effect: Contributions of Media Psychology to 
Cultivation Research 

The relatively small connections between the amount of TV viewing and beliefs 
should not tempt into considering Gerbner's basic idea closed. On the contrary, 
there are - especially from the point of view of psychology - the following 
possibilities of elaboration (see for example Potter, 1991, 1993; Tapper, 1995). 
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(i) Perspective of use. To start with, Gerbner does not explain why viewers 
watch violent programmes at all. According to his basic idea they would actually 
have to avoid the reception of violence, because fear generally is a stimulus 
leading to aversion. American studies (Stauffer, Frost & Rybolt, 1983; Rubin 
1986; Wenner, 1985), however, show that especially the interest in bad news is 
much higher than in good news. Particularly, news about wars receive the highest 
interest (Haskins, 1981). In general it turned out (Stauffer, Frost & Rybolt, 1983; 
Rubin, 1986; Wenner, 1985) that between 40% and 50% of the population judged 
news as entertaining, comfortable, relaxing, and cheaper than other activities 
(Bogart, 1980). 

Wenner calls the variety of motives in news a "gratification web", which is 
illustrated by the following picture: 
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Figure 1: Gratification Web from Wenner (1985) 

The system consists of the two dimensions "orientational" and "social", out of 
which four segments are built. The "orientational gratifications" contain the 
motive of being informed as a basis of political action. The "social gratifications" 
comprise the wish for information in order to be able to join in the conversation in 
one's personal circle of friends. Watching news to see special anchormen or -
women, is a motive that belongs to the "para-social gratifications". Finally, news 
also can be watched because viewers want to be entertained, hope for excitement 
or at least diversion (= "para-orientational gratifications"). 

Our scheme may serve to eludicate that viewing the news is a multifunctional 
media activity. The pleasure in bad news can probably be explained best by the 
para-orientational gratifications. Investigations into "sensation seeking" show for 
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example (e.g., Zillmann, 1991) that viewers with a high score in sensation 
seeking like to watch dramatic news. For instance, in the news about the 
Challenger catastrophe especially "sensation seekers" wished to watch repeatedly 
the pictures with the faces of the family members during the explosion of the 
rocket (Sparks and Spirek, 1988). 

(ii) Violence on IV. Gerbner's team specified violence as visible physical 
aggression (Gerbner & Gross, 1980), which protagonists exercise with or without 
weapons against themselves or against others. According to content and form 
analysis of reality-TV programmes, which we carried out some time ago 
(Winterhoff-Spurk, Heidinger & Schwab, 1994), this definition seems to be too 
general. Presentations of violence also vary considerably with regard to formal 
features such as length of the angle, guiding and perspective of the camera, the 
way music is added to the film. Crimes, for example, were mostly shown by close
up shots (73%), which are given dynamics by pan shots (26%), zoom shots (14%), 
and living camera (16%). A detailed analysis of the presentation of violence in 
news programmes is advisable, which considers aspects of content and of form 
and which should also include violence against objects. 

(iii) The process of reception. If we had only acted according to Gerbner's 
approach in connecting content analyses with attitudes, we would have managed 
little more than the behaviouristic (S-R) paradigm. After the cognitive revolution 
in psychology, the process of information processing - from visual perception to 
storage in the long-term memory - has to be analysed in detail (Harris, 1989). 

(iv) Perspective of effects. In addition to first- and second-order-beliefs 
researchers in cultivation effects hardly investigated other (for example, 
emotional) reactions of viewers. Nevertheless, researchers within the field of 
cognitive psychology have pointed out that cognitive processes of information 
processing are closely connected with emotional processes (LeDoux, 1995). 

According to appraisal theories (Bierbaumer, 1983; Lazarus, 1991; LeDoux, 
1995; Mathews & MacLeod, 1994; Roseman, 1991; Scherer, 1984 etc.), all 
external stimuli are submitted to a continuously cortical and cognitive evaluation, 
which leads to corresponding emotional states. The question has to be asked how 
these processes can lead to the aquisition of patterns of emotion being effective for 
the longer term; one could speak of "cultivation of emotions" as well. The 
theoretical explanation might be found in the process of habituation: Regular 
watching of violence in the news probably leads to getting used to it, with the 
result that emotional reactions and gratifications connected with this behaviour 
level off (Zillmann, 1991). 

Above, we outlined some theoretical aspects for extension and specification of 
cultivation research, which will be dealt with in a research project that is to start 
soon. 
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4. SAARSYSl, DEBIC and NEUROIAB: Preparatory Work for an 
European Research Project 

The title of the project will be "Violence in the news: The cultivation of 
emotions". The study will be carried out in cooperation with the Ludwig
Boltzmann-Institut fiir Empirische Medienforschung (LIFEM) in Vienna. It shall 
consist of the following steps: 

(i) Perspective of use: questionnaires 
In uses-and-gratifications studies a great number of motives are mentioned that 
are supposed to play a role in the choice of TV programmes in general. On the 
basis of these results and following Wenner's gratification web (1985), we hope to 
create a typology of news viewers by means of factor and cluster analyses. 

(ii) Content analysis: SAARSYSI 
The next step consists of a detailed analysis of news programmes. To this end, we 
developed an analysis system, which allows a precise analysis of news according 
to categories of content and of form. 

By means of the computer program "Video-As", a video recorder is controlled. 
The video pictures appear together with the categories of evaluation on the PC 
screen. The data can be dealt with immediately after the analysis either by means 
of an included statistics program or by means of other programs. 

(iii) The process of reception: DEBIC94 
The way in which the visual perception of news programmes takes place can be 
registered - among other things - by means of measuring eye movements. To this 
end we bought a corresponding system for the measurement of eye-movements 
(DEBIC94), which enables us to record fixations and saccades as well as changes 
in pupil size. 

(iv) Gratifications: NEUROLAB 
Finally, for the measurement of the immediate affective reactions, we experiment 
with the respiratory rate, pulse rate and resistance of the skin. Such effects can be 
proven better by an analysis of the resistance of the skin, whereas the two other 
parameters altogether react slower. 

(v) Cognitive reactions: Verbal protocols 
It is often hardly possible to infer the affective states only from physiological 
patterns of reactions. For this reason, self-report data have to be collected parallel 
with the non-self-report data. One possibility would be the use of the method of 
thinking aloud. 

(vi) Long-term effects 
The last step will consist of the investigation of long-term reactions, which also 
will include - apart from Gerbner's questions - political attitudes. 

We expect to find (a) two general factors in the analysis of the motives for use: 
The viewer who wants to be informed and the viewer who wants to be entertained. 
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These general motives of reception will (b) probably show in different patterns of 
perception of visual material containing violence. 

Viewers who want to be informed are more likely to try to avoid pictures 
containing violence, whereas viewers who want to be entertained are more likely 
to explore them. The arousal level will (c) be set at a level that corresponds with 
the viewers' motives: Viewers who want to be informed are more likely to strive 
for a medium level which they try to keep, whereas viewers who want to be 
entertained are more likely to look for a standard as high as possible. Both groups 
should (d) show effects of adaptation in case of repeated presentation, which will, 
however, probably be more distinct in the case of entertainment viewers than in 
case of information viewers. With respect to cognitive reactions of the higher 
order we finally expect (e) that viewers who want to be informed are more likely 
to show active, political values and classifications, whereas viewers who want to 
be entertained are more likely to break with (Holtz-Bacha, 1994). 

5. A Good Man Looks at TV? Ethical Aspects of News Viewing 

Looking at TV or looking away from TV? This was the starting point; for an 
answer the following considerations may be helpful. 

One can look at TV because of different gratification motives, which are 
summed up in the "gratification web". Independent of the expectations, however, 
realistic presentations of violence and especially of violence in the news have 
more effects on older, better educated and more sensitive viewers (Cantor, 1991; 
Tamborini, 1991; Zillmann, 1991). Realistic images of violence also disturb the 
cognitive processing of the rest of the news (Newhagen & Reeves, 1992). Advance 
warnings of the anchorperson are of little use, and with regard to children they 
even increase fear reactions (Hoffner & Cantor, 1990). 

Looking at TV news is thus - whether intended or not - very often combined 
with fear and can lead to a pessimistic view of the social and political world in the 
long run (Dillared, 1994). People who do not want to happen this to themselves or 
to others (for example their children), should better look away from TV. In doing 
so they will be in good company: American opinion polls show (Poindexter, 1980) 
that about 25% to 32% of the TV viewers are so-called "non-news viewers". 
Among them viewers with higher incomes and higher education are 
overrepresented; the Swedish media-sociologist Rosengren (1995) regards this 
phenomenon as the continuation of Bourdieu's (1987) "subtle differences" between 
social classes by means of the mass media. 

Finally, a personal remark. Looking at TV or looking away from TV are 
options which place the burden of coping with violence in TV news exclusively on 
the individual. At the moment, one can have the impression that this way of 
solving problems comes into fashion. Considering the difficulties of solving the 
problem of the presentation of violence on TV by means of political dicesions, it 
seems to be a way out to demand at least appropriate ethical standards for using 
the media. According to Liivve (1994): "Effective moral standards for using the 
media are culturally more important than good moral standards for the media". 
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Here, even the psychologist inclined to a microanalytical perspective has re
servations: Political options - be it for example the voluntary self-censorship of the 
media organisations - should still be discussed. Or, following the resume of the ar
ticle from "Die Zeit" mentioned at the beginning: "A good man looks at TV? It 
has not been so simple any more for a long time". 
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Psychophysiological Methods in Media Research 

Peter Vitouch 

Already in the seventies, the National Institute for Mental Health (NIMH) report 
on media research in the United States documented dominance of psychological 
work. Regarding the design of investigations in this psychological field, 
laboratory experiments (mainly focusing on short-time effects) have been standing 
beside field studies (investigating associations between variables over longer 
periods of time). Interpretation of results is interfered by the influence of 
intervening variables in the social context (this is one reason why correlative 
contingencies generally do not permit causal interpretation). In most cases, these 
studies lack a principal theoretical concept. TV reception behavior is studied in an 
isolated fashion and taken out of the social context; the respective social 
environment of the individual is ignored. So one gets stuck in interpretation of 
isolated, artificial, and short-term effects; a reproach that hits empirically oriented 
social science in many fields. This critique should lead to expanding and 
enhancing of the empirical methodology, aiming at a plurality of methods. 
Overlaps, conformities and similarities with other scientific disciplines should 
contribute to developing new approaches and techniques and to sustaining the 
relevance of existing methods. 

The Ludwig Boltzmann Society is an Austrian research society with the 
objective to support interdisciplinary research approaches. Following this premise, 
the Ludwig Boltzmann Institute for Empirical Media Research (LIFEM) was 
founded in 1991 under the author's direction. 

The institute's activities mainly focus on design and application of new 
research and assessment methods for mass communication research, particularly 
paying attention to interdisciplinary cooperation of social sciences like 
psychology, communication, dramatics, sociology, and so on. The following 
chapter will briefly describe a methodological problem in order to demonstrate the 
efforts towards new strategies of data collection in media research. 

1. Self-Report vs. Non Self-Report Data 

In mass communication research, there is still a particularly strong dominance of 
opinion poll investigations. Most often, more or less structured interviews and 
questionnaires are used. These methods have the advantage that a comparatively 
high quantity of data can be collected with comparatively little effort and therefore 
little cost in comparatively short time by comparatively low-qualified personnel. 
These data are exclusively self-reported data, though. Beside the advantages 
mentioned, self-report data have some grave disadvantages. The nature of the 
method implies its dependence on the subjects' goodwill to actively cooperate and 
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to tell the truth. In TV program research, it is a common phenomenon that 
recipients (especially those with a higher social status) name information and 
culture broadcasting as their preference and hardly seem to consume sports and 
entertainment. But when you look at audience ratings, private broadcasting 
companies are increasingly successful with offering those "banned" and disdained 
programs. A similar contradiction between verbal self-report and manifest 
behavior can be found regarding the reception of violence on TV. 

We are dealing with so-called "socially desirable" answers here: Possibly not 
even on intent, the interviewed person does not reveal information about his or 
her actual behavior, but gives answers distorted by social norms and trends. If you 
try to collect information on how recipients react to certain programs, which 
aspects they particularly ignore, prefer, or attend to, you hit another problem. In 
order to avoid disturbing reception by interruption, data collection usually cannot 
begin before the presentation and, thus, its reception is over. This means that we 
possibly study processes of memory storage and retrieval rather than the true 
phenomena of interest. 

What do we call non-self-report data and how can they "defuse" this 
unpleasant situation? Non-self-report data are collected through procedures that 
do not focus on the recipients' explicit and active cooperation of recipients. One 
method of this kind is the registration of psychophysiological responses like 
changes in heart rate and breath rate, changes in electrodermal activity (EDA) or 
skin temperature, changes in muscular tension etc. These parameters are of 
special interest since their changes can be put in direct relation to emotional 
reactions of the subjects. They are, in a way, objective correlates of the recipients' 
emotional responses to emotionally "loaded" stimuli such as media messages. 
Recording of these psychophysiological parameters implies some important 
advantages: 

• Application of such methods prevents "socially desirable" results. 

• The respective responses can be related to the events on the screen with exact 
temporal contingency (an essential aspect when investigating the importance of 
formal modes of presentation). 

• Errors due to memory recall are eluded. 

A disadvantage in virtually all methodologies for the acquisition of non-self-report 
data lies in their complexity. Usage of the parameters mentioned requires 
sophisticated hardware and well-trained staff and must be developed on a serious 
scientific background for not to slip into charlatanism. This means that a working 
technical and personal infrastructure has to be created, permitting exact recording 
and processing of these complex parameters. 

This basis has been established in the last few years at the Ludwig Boltzmann 
Institute for Empirical Media Research in close cooperation with the Department 
of Psychology at the University of Vienna, Austria. A psychophysiological 
recording station was developed that permits registration of biosignals from five 
subjects at a time while they are watching TV presentations. Due to elaborated 
computer software, it is possihle to synchronize psychophysiological data and 
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video pictures with split second accuracy. This way, objectifiable and quantifiable 
emotional reactions to the respective video sequences can be exactly attributed, 
identifyingboth content-related and formal aspects of stimuli. 

The method presented was recently applied in an international project 
conducted by the Department of Psychology, University of Vienna, and UFEM in 
cooperation with the Department of Experimental Psychology of the Slovak 
Academy of Sciences, Bratislava. The project deals with "Effects of anxiety
inducing media reports concerning topical ecological problems in urban areas 
near the horder: The nuclear power plant discussion in Austria and the former 
CSFR (Vienna-Bratislava)" (Vitouch, Tinchon. Dier, Kernbeil3 & Swoboda, 
1994). 
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In this project, the influence of the individual style of anxiety coping on the 
processing of anxiety-loaded media contents is to be investigated. Additionally, 
we are interested in the kind of association between psychophysiological arousal 
and cognitive reproduction performance (e.g., are specific styles of cognitive 
coping strategies accompanied by specific physiological patterns?). Above all, we 
search for differences between Slovak and Austrian participants in the 
experiment. 

2. The Structure of the Pr~ject 

Due to the rapid development in the field of electronic communication industries, 
the world has actually become, as predicted, a "global village". But we learn that a 
lot of people cannot handle this "information overflow". Above all, they have 
problems to emotionally cope with threatening information which often makes the 
single person feel helpless. An evolving phenomenon is that many recipients 
refuse the uptake of information in spite of - or even because of - the universal 
availability of information. So the decision was made to study TV information 
that has threatening aspects, but is dealing with a long-term relevant, socio
politically important subject at the same time. 

Further motivation for the thematic choice was to conduct a study beyond the 
borders of Austria. In a unifying Europe with a lot of supernational TV channels, 
it is important to find out whether news reports are perceived differently and how 
these differences manifest themselves. All elements mentioned are represented in 
the topic of "nuclear power plants near the border". The study presented here is 
one of the first bilateral research projects, studying the reactions of people from 
Vienna and Bratislava to nuclear power plant reports from a media-psychological 
view. 

We want to stress once more that the topic was merely meant to be a triggering 
stimulus provoking media-psychologically relevant reactions from the recipients. 
In this way, answers should be found to methodological questions as well as to the 
question how recipients deal with threatening information. 

3. Some Results 

The specific properties of psychophysiological data, particularly the great amount 
of data collected, require the development of appropriate strategies of data 
processing to aggregate the big content of information without risking any 
systematic loss of relevant information. There is the additional problem that 
psychophysiological reactions can never be interpreted absolutely, but only as 
relative values (intrapersonal changes): The individual reactibility (e.g., variations 
in heart rate baseline) has to be taken into account for the analyses. 
Methodological problems in this field are a main reason for the rare application of 
these technologies. At the Ludwig Boltzmann Institute for Empirical Media 
Research, routines for appropriate aggregation and analysis of data are 
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continuously developed with the objective to gain results that can be properly 
interpreted and displayed with minimal loss of information (cf. Tinchon & 
Vitouch, 1993; Vitouch et ai., 1994). 

One of the impressive advantages of this way of data collection lies in its on
line nature. This means that the data recorded can be related to the stimuli of 
interest at any time practically without disturbing the subjects' perceptual 
situation. 

Comparing physiological reactions of the two groups to the power plant 
reports, no substantial differences show up. This would mean that, through the 
whole report time, Viennese and Bratislavian citizens show completely uniform 
reactions to the nuclear power plant news; a disappointing result on a level of 
analysis beyond which most former studies have not been able to get. By means of 
a computer control program, though, our method allows to exactly synchronize 
the time course of physiological activation with the (sub-)sequences presented 
visually. Using this more sophisticated method of analysis, we have been able to 
show that the activation parameters for the two groups actually did differ 
significantly for certain sequences. These differences disappear when averaging 
across sequences due to their frequently changing polarity. 

With the telecast "After Chernobyl" - wholly documented for continuous 
variations in heart rate for both groups in relation to textual and visual contents 
(see Figure 2) -, the eminent informative value gets obvious. From sequence to 
sequence, the different reactions of Viennese and Bratislavian citizens can be 
compared in association to the information presented. 

Applying this method to all the nuclear power station reports, the following 
significant differences in emotional involvement emerged between the two groups: 

- The Slovakians showed a sharp increase in arousal when confronted with a 
sequence of the "CSFR energy survey", touching the fallacies of energy politics in 
planned economy and the high energy consumption compared with western 
countries. 

- The Viennese group reacted heavily to cues concerning the "export" of pollutants 
(unfiltered dust and smoke in the air), an association that was supported by the 
visual content of these sequences (coal-fired power stations). 

- With sequences about the nuclear plants of Bohunice and Dukovany, the 
Bratislava group was significantly more aroused by the buildings' date of 
construction, the hopelessness of the environment and the insufficient technical 
conditions. 

- In the report "Dukovany/Bohunice", the discussion on Hungary's withdrawal from 
the hydroelectric power plant Gabcikovo and the re-touching of the energy policy 
dilemma evoked significantly higher reactions in heart and breath rate for the 
Bratislava group. 

- The Viennese showed higher arousal when confronted with the planned 
construction of further nuclear power plants. 
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- Differences in emotional concern get particularly clear in the report "After 
Chernobyl". From the 20th second on, depressing pictures of an official building 
(showing Lenin's head) and of its partly demolished interior are shown. The text 
refers to glasnost, to hiding the truth and to the post-communist era. These 
sequences led to a heavy reaction in heart rate for the Bratislava group (see 
Figure 2). 

Conclusively it can be said that the reactions of the two groups to distinct 
sequences and their involvement with specific informations differ clearly. 

It turned out that the topics "security of nuclear power stations" and 
"environmental risks" were the main emotionally arousing and involving topics 
for the Austrian group, while the Slovakians showed more distinct reactions to the 
reporting of economic matters and of their own contemporary political history. In 
addition to this link of television content with the psychophysiological data, 
another part of data analysis deals with the formal modes of presentation (focus, 
angle, cutting, etc.) for being able to control this influence as well. 
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Obviously, the sophisticated methodology of data collection developed in this 
project allows to investigate the relations of every independent variable of interest 
(like age, socioeconomic status, prejudices, latent aggression, and so on) to 
emotional reactions to specific audiovisual material (e.g., reports on extreme right 
wing riots) in every theoretical context. 

We will continue processing the extensive data material, especially focusing 
on the relations between cognitive data (anxiety coping style, memory retrieval 
performance) and psychophysiological reactions recorded during the 'IV 
presentation. 

4. Further Research Priorities of UFEM 

With the book "TV reception and anxiety coping: A contribution to the typology 
of recipient behavior" (1993), the author tried to show, based on several empirical 
studies, that program selection is contingent to several learnt cognitive variables, 
like locus of control, attributive style, and strategies for anxiety coping (see also 
Vitouch,1981). 

Since an increasing number of media programs, information as well as 
entertainment programs, transport anxiety-provoking and threatening content, 
anxiety coping strategies will gain more and more explanative value for the media 
consumption behavior of recipients. Cues for this are showing up, e.g., regarding 
reception of so-called "social-advertising campaigns" (AIDS, smoking, 
alcoholized driving). The inefficiency of such campaigns can be explained by 
information-defensive behavior of recipients using certain anxiety coping 
strategies (Vitouch, 1989a, 1989b). These considerations necessarily lead to the 
"knowledge gap hypothesis", developed in the framework of communicational 
research on diffusion of information. 

The initial form of the knowledge gap hypothesis, by now modified and partly 
falsified in a number of studies, was: "When, in a social system, the information 
flow of mass media is growing, people with a higher socio-economic status tend to 
acquire this information faster than those with a lower status, leading to a 
progressively increasing instead of decreasing gap of knowledge" (cf. Tichenor, 
Donohue & alien, 1970, pp. 159f.). In this initial version, educational differences 
were held particularly responsible for this phenomenon. In the more than 50 
subsequent studies, the hypothesis has been rejected in about half of them 
(Bollinger & Bramer, 1987). This leads to the conclusion that "level of education" 
is an intervening variable only, more or less systematically covarying with the 
emotional phenomena mentioned. 

A further problem is posed by the relativity of the underlying concept of 
knowledge. Some authors stress the normativeness of this concept (cf. Saxer, 
1989) while others just simply doubt that "an increase of informational supply in 
mass media leads to an increase in knowledge" (cf. Schulz, 1985). They look for a 
reason, though, in the recipients' psychological processing and label it 
"information overload" or "protecting selectivity". But most approaches in mass 
media research just direct their attention to formal and content-related aspects of 
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information presentation through TV and merely include the recipients' level of 
education and intelligence as further selection criteria. 

The crucial factor of emotional disposition has been totally neglected so far. 
Incorporation of the reflections described has led to an approach that the author 
introduced as the "emotional gap hypothesis" (cf. Vi touch , 1993; 1995). In this 
theory, the development of an "emotional gap" when interacting with a 
differentiated environment is considered to be the crucial variable for explaining 
the recipients' program selection. While some individuals (due to favored 
conditions of socialization and, possibly, to disposition) can handle information in 
a sophisticated and differentiated way by developing adequate strategies for 
anxiety coping, those with inadequate strategies develop serious deficits in 
information processing. This differentiation is augmented through acquired 
"perception filters" that lead to a selective choice of environmental stimuli (like 
media programs) and, therefore, open up the emotional gap. 

Triggered by these developmental processes, individuals increasingly drift 
apart, particularly concerning the ability to adequately handle information that is, 
in a broad sense, threatening or anxiety-linked. 

These deficits can manifest themselves in repressive anxiety defense, that is, a 
sharp turn to stereo typic and predictable media programs with clearly limited 
"anxiety content" (serials, soap operas). Or they manifest themselves in 
sensitizing behavior, permanently turning to anxiety-provoking stimuli, but 
processing this information on a just very low conceptual level (boulevardising, 
sensation seeking). The affinity to program structures that correspond to these 
demands leads towards a program selection guided by the need for compensation 
of the deficits mentioned. Additionally, by their content and dramaturgic 
specificity (e.g., clicMs), the programs consumed work as a recursive 
reinforcement for these selection processes (cf. the "interactive model of 
compensation and reinforcement", Vitouch, 1993). 

This approach is of considerable value for the explanation of a paradoxon of 
the modern media world occurring more and more often: Although 
communication technologies enable us to get any information from virtually every 
spot on this world into our living rooms as "live" pictures (differentiated analyses 
enclosed), growing sections of recipients turn to stereotypic and clicM-Ioaded 
alternatives of entertainment and information placed at our disposal by the same 
media trusts. One of the LIFEM's immediate objectives is the incorporation of 
psychophysiological recording methods into mass media research, trying to 
objectify this emotional gap. 
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The Socio-Emotional Dimension of Using Screen Media. 
Current Perspectives in German Media Psychology.! 

Gary Bente & Peter Vorderer 

1. Introduction 

As we know from many studies of face-to-face interaction and person perception 
the predominant portion of emotionally relevant information in interpersonal 
encounters is conveyed by the visual channels of communication, i.e., through 
physical appearance, body postures and movements or gestural and facial activity 
(Ekman & Friesen, 1969; Ellsworth & Ludwig, 1972; Davis,1972; Argyle, 1975; 
Schneider, Hastorf, & Ellsworth, 1979; Scherer & Wallbott, 1979; Clark, 1992). 
With respect to mediated communication one would therefore expect the socio
emotional dimension to play an important role in the investigation of those media 
which draw heavily upon visual resources, i.e., the screen media and especially 
TV. Indeed this perspective has a long tradition in Anglo-Saxon media research. 
However, it is still in its infancy in German media psychology, as is for example 
indicated by the fact, that chapters in Groebel and Winterhoff-Spurk's reader on 
"Empirical Media Psychology" (1989) dealing with socio-emotional aspects of TV 
watching have been written by two American authors, Norma D. Feshbach, on 
"TV and empathetic behavior in children", and Seymour Feshbach, on "TV and 
antisocial behavior", and by one Austrian author, Peter Vitouch, on "Specific 
recipient variables as a basis for stereotypical media use"2. 

Also, a closer look at current research in German media psychology, on the 
occasion of the 39th Congress of the Deutsche Gesellschaft fUr Psychologie 
(DGfP, 1994) seemed to confirm this impression revealing a relatively 
heterogeneous picture of the work in progress. The papers presented dealt with 
various media, including film, TV, video games, computers, focused on different 
psychological variables, like information processing, suspense, mood 
management, viewer motivation or parasocial interaction, and used different 
methods, for example, questionnaires, content analysis, observation and 
psychophysiological measurement (Backes & Bente, 1994; Bischoff-Krautbauer & 
Bente, 1994; Bohrer, 1994; Broda-Kaschube,1994; Hasebrink, 1994; Ingrisch & 
Eiwan, 1994; Pawlik & Kannapin, 1994; Schorr-Neustadt, 1994; Steinhardt, 
1994; Vorderer, 1994; Weiderer, 1994; Wischnack, 1994). 

1We gratefully acknowledge the financial support given by the Deutsche Forschungsgemeinschaft (DFG) 
for the symposium on "The Socio-Emotional Dimension of Using Screen Media", April 1995 in Cologne, 
upon which we will report here. We want to thank Stephen Elder for his valuable work on the English 
manuscript. 

2German titles throughout the paper have been translated by the authors. 
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2. Theoretical and Emprical Approaches to Emotion in Media Research 

While there was a broad consensus that emotional variables are crucial to the 
understanding of uses and effects of screen media, the Hamburg conference 
revealed a remarkable variation in the definition of the relevant socio-emotional 
parameters. At least three theoretical conceptualizations can be identified, each 
defining emotional aspects from a different point of view: (1) emotion as related 
to cognition, (2) emotion as a motivational factor, and (3) emotion as a quality of 
social interaction. Furthermore the discussion is far from complete on (4) the 
appropriate empirical representation of emotions and related measurement 
problems. We will review some basic arguments on those four topics to 
characterize the theoretical and methodological diversity of the research field. 

Emotion and cognition. After decades of psychological research on the 
influence of cognition on emotion and the conceptualization of emotional 
processes as epiphenomena of cognition, there has been a more recent focus on 
the impact of emotion on cognitive processes, both in social psychology (e.g., 
Isen, 1984) as well as in media psychology (Zillmann, 1988; Vitouch, 1993, 1995; 
Vorderer, 1992). This perspective takes into account the influence emotion and 
mood have on the perception and interpretation of drama. For example: How 
viewers see and understand the actions of a protagonist influences the way they 
evaluate these actions and consequently, how they experience the drama. As 
Zillmann (in press; Zillmann & Cantor, 1977) has shown, the sympathy the 
audience feels toward the protagonist is crucial for the understanding of drama 
and for the intensity of suspense the audience experiences when the protagonist is 
in danger. Without positive emotions towards the "good guys" and negative 
emotions towards the "bad guys", there would be no hopes and fears that lead the 
viewer through the drama and help him/her make sense out of the series of 
isolated scenes and singular actions. Without this comprehension there would also 
be no entertainment (Zillmann & Bryant, 1994). 

Further questions about the relationship of emotion and cognition concern the 
processes of information intake and processing. We know since long that learning 
and recall are not independent from the emotional situation and especially from 
the arousal of the information addressee (Hebb, 1958; Groeben & Vorderer, 
1988). On the other hand, media specific presentation techniques like cuts, zooms, 
and camera movements are said to have an effect on the arousal of the viewer 
(Sturm, 1987; Sturm, Vitouch, Grewe-Partsch, 1986). In the face of the 
accelerating presentation speeds of modern TV, there are several relevant 
questions. Do modern production styles foster or impede information processing? 
Is there an optimal arousal level for the individual viewer and how is this level 
affected by the temporal characteristics of the visual presentation? Available 
cultural comparison data on TV news suggest that there are certain cultural 
presentation rules and viewing habits setting the boundaries for possible formal 
variations in the visual as well as in the auditory channel (Bente, Frey & Treeck, 
1989; Bente & Frey, 1991). Comparisons between different TV news formats as 
used by private and public channels in Germany, also, point to growing variablity 
of the formal chacteristics of TV offerings within one culture, which correlate 
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with psychophysiological arousal as well as with the evaluation of newscasts and 
the recall of news content (Bischoff-Krauthauser & Bente, 1994). The question 
remains which part of the audience is addressed by the different forms of 
presentation and whether an audience will habituate to new formats in the long 
run. 

Emotion and motivation. Another conceptualization of emotional processes in 
the realm of media research demonstrates how much impact affect has on the 
motivation of media use and on the selection of specific media offerings. Whether 
a specific viewer watches television more or less often, whether s/he drops in or 
out at a certain point in the narration, and whether s/he selects a soap opera rather 
than a news show, depends on how the viewer feels before, during and after 
watching the selected media. Zillmann's (1988a, 1988b) mood-management 
theory, Vitouch's (1993) explanation of media use according to a person's defense 
style, and Vorderer's (1992) application of the Rubikon model of motivation and 
volition (Heckhausen, Gollwitzer & Weinert, 1987) to television use are examples 
that demonstrate the usefulness of this perspective. 

Zillmann's mood-management experiments (1988b) demonstrate that the 
selection of a television program depends heavily on the moods individuals feel, 
and on the fact that they manage their moods through an appropriate selection of 
specific content. Among all other possible predictors of program selection, the 
mood of the audience may be one of the strongest (for an overview see, Vorderer, 
1995, in press, a). There is no doubt that Uses-and-Gratification research has 
brought attention to the question: What do people do with media? And to the 
motivational question: Why do people use specific media in a certain way? 
Without psychological theories about the influence of emotional processes on 
motivation, however, this approach would have remained a paradigmatic 
framework only, without the capacity to explain media use. 

Emotion and social interaction. Although the examples given above consider 
emotions as important antecedents of media use, they still conceptualize TV 
viewing as a self-referential process, in which the viewer evaluates the effects of 
the visual input with respect to immediate changes in his inner situation. The 
viewer and the TV apparatus thus constitute a closed system with no connection to 
the physical or social setting in which consumption takes place. In the last few 
years, however, more attention has been paid to environmental factors, especially 
to the social interaction taking place both in front of the screen and with the 
screen figures. As far as the social situation in front of the screen is concerned, it 
has been shown that interaction with family members and peers, before, during 
and after consumption, plays an important role in the regulation of the group as a 
social system, as well as in the way these groups select, process, and understand 
media contents (Affemann, 1982; Bonfadelli, 1983). 

With respect to the viewers' relationship to the media, the concept of 
"parasocial interaction" (Horton & Wahl, 1956) has been used to describe what 
happens between the audience and a figure on the screen, the so-called persona. 
This position holds that an emotional relationship develops between the audience 
and an anchorman, in which viewers may gain the impression of being personally 
addressed by the screen figure and, at least in fantasy, may react as if they are 
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involved in a direct face-to-face interaction. This kind of "parasocial" experience 
may also occur during the viewing of a soap opera, leading to the impression of 
being "within" the set, as if the viewer were a part of the show, on location where 
the action of the protagonists takes place. Viewing, from this perspective, can be 
conceptualized as a social situation (Vorderer, in press, b). 

Similar audience responses may also occur with respect to the perception of 
real persons, who normally are not met face to face, e.g., politicians. As has been 
shown, the visual presentation of political leaders in TV news may create the 
illusion of a direct contact and invoke attribution processes that are comparable to 
those in face-to-face communication (Bente & Frey, 1989; Master, Frey & Bente, 
1991). The nonverbal activities of the actors themselves and the media specific 
visual presentation techniques, like close-ups, cuts, and zooms, work together. As 
a consequence of this, "the conditions of response are similar to those in a primary 
group. The most remote and illustrious men are met as if they were in the circle of 
one's peers" (Horton & Wohl, 1956, 225). 

The visual communication process conveyed via the TV screen, however, is 
multidimensional and even more complex than face-to-face interaction. Persona 
activities, media specific presentation techniques and dramatic content are 
interwoven. They combine, substitute for each other or interact with each other in 
many ways. To tap the complexity of these transitory visual communication 
processes and to isolate the relevant variables for the emotional responses of the 
audience, specific methods of data acquisition are required that allow for an 
integrated analysis of stimulus and response patterns in the television viewing 
process. A possible methodological approach based on the principle of multiple 
time series notation has been described in earlier work (Bente & Frey, 1991; Frey 
& Bente, 1989). 

Empirical presentation of emotional responses. A common impediment of all 
empirical approaches to "media and emotion" is the problem of measurement. As 
Sturm (1982) pointed out, there are three types of data available: subjective verbal 
reports, observation of motor behavior (especially mimical activity) and 
psychophysiological measurement. All three levels of analysis are necessary to 
understand emotional processes as induced or modified by screen media. 
However, each of these empirical approaches to emotion is fraught with specific 
methodological problems: 

• Although subjective verbal reports, e.g., via mood rating scales (Zerssen, 1976), 
are easy to use, they confront the researcher with severe validity problems. 
Particularly, with respect to social norms, which moderate the verbal expression of 
emotions and with respect to the interference of the measurement and the viewing 
process itself or with respect to the problem of recall when measurements are taken 
ex post facto. New developments in electronic methods for repeated process 
measurement or continuous online measurement of viewers' emotional involvement 
or specific feelings could help to solve this dilemma (Vorderer, 1992, 1993; Hering, 
Feist & Bente, 1996; Landefeld, Feist & Bente, 1996). 

• The use of motor activity parameters as indicators of emotional response is 
problematic in applied research. The interdisciplinary research group around Roger 
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Masters at Dartmouth College (Hanover, USA) has proposed studying the socio
emotional effects of politicians' facial displays on viewers emotional responses 
following the theoretical line of an emotional transfer from sender to receiver by 
means of vicarious instigation (McHugo, 1985; Lanzetta et aI., 1986; Masters, 
1989). Although there seems to be a strong effect of the leaders' mimical displays 
on the subjective feelings of the subjects and their evaluation of the actors, the 
instigation itself can hardly be seen in the faces of the viewers. This points to a 
more fundamental question about the expressive function of nonverbal behavior 
and its communicative functions in particular (Frey, 1984), which can not be solved 
exclusively within the framework of media research. 

• The collection of psychophysiological data certainly is the most objective way to 
empirically represent emotional media effects. Indeed, arousal as a constituent part 
of emotional responses can be measured via different physiological parameters and 
provides valuable process information about audience responses to screen offerings. 
The differentiation of general alarm reactions from specific emotional responses, 
however, is still an unsolved problem. Thus the measurement of psychophysio
logiocal data might in many respects serve the differentiation of the stimulus 
offerings more than the understanding of the emotional responses per se. As 
Vitouch points out, a deeper understanding of emotional reactions to TV would 
require a research strategy that includes personal characteristics and situational 
context in the analysis and focuses on "differentiated interactions between the 
individual and the mass medium" (1982,33). This would imply the combination of 
objective psychophysiological measurements and experimental stimulus control 
within natural reception settings. The equipment necessary for such an approach 
has been developed recently and has been shown to be a valuable tool for different 
kinds of media research (Bente et aI., 1992). 

3. Current Perspectives in German Media Research 

There is a large conceptual overlap between the various research approaches to 
screen media and emotion. Therefore it seems worthwhile to intensify the 
theoretical and methodological discussion among the researchers in this field. To 
serve this aim we organized a media psychology conference in Cologne, in April 
1995 entitled "The Socio-Emotional Dimension in the Use of Screen Media". A 
first mailing action found broad resonance for the topic; 23 research groups 
attended the meeting, each presenting current research plans against the back
ground of their previous work. Following is a short overview of the various project 
sketches, their focus of interest and their methodological approach as far as it has 
been developed. The overview is given in alphabetical order of the first authors. 

Behne (University of Music and Theater, Hannover), in "On the Emotional 
and Social Use of Music Video Viewing", following up on a previous study in 
which he developed an instrument to evaluate music video viewing, seeks to 
improve the questionnaire and to specify the identification and measurement of 
the social use of video clips. The study also focuses on the effect on the experience 
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of an audio presentation when the video version is well known and examines the 
personality characteristics which influence video clip viewing. 

The development of interactivity and the creation of computer generated 
objects, persons and "artificial worlds" in media offerings, especially in the area of 
virtual reality (VR), has lead Bente (University of Cologne) to seek appropriate 
tools to evaluate the nonverbal behavior patterns in human-machine dialogue. The 
research project "Virtual Reality and Parasocial Interaction: The Development of 
a Method to Investigate the Social and Emotional Effects of Computer Simulated 
Behavior" aims at creating a computer simulation platform, which would allow 
for the experimental study of the social-emotional effects induced by the 
nonverbal behavior of virtual figures in action on the computer screen. 

Bock (University of Bochum) in "Infotainment from the Viewpoint of Emotion 
and Thought Psychology" wi11look at the supposition that viewers of infotainment 
programming are less willing to expend energy to seriously consider and evaluate 
the informational content of such programming. Is the retention of information 
content or emotionally stimulating content in infotainment programming better or 
worse? Bock suspects that when the most important content has high emotional 
impact, then retention is high; however, when the information content is trivial, 
then retention is low. 

Bohme-Diirr's (University of Bamberg) in "From Narrow Casting to 
Merchandising: How Preschool Children Experience Advertising" focuses on the 
increasing content and formal similarity between the advertising and the program 
segments in children's television. These developments include narrow casting, 
moderator advertising, sponsoring and product placement. This study focuses on 
the less well understood interaction of preschool children with advertising, in 
particular the psychosocial preconditions, which either support or disturb the 
understanding of advertising and the social-emotional role of advertising in the 
life of small children. Study questions include: Why do boys play to be He-Man, 
while girls play with Barbie? 

Brosius (University of Mainz) in "Trust as the Central Variable in Media 
Reception" focuses on the role of trust in the processing of political media content. 
The study relies on a model of "everyday rationality", which claims that viewers 
move between forms of scientific and "everyday" rationality, based on their 
interests and motivation. News and other broadcasts will be investigated focussing 
on the effects of their message on a scientific rational or every day rational 
perception and on the development of trust in specific messages or broadcasters. 

Individual vulnerability to the effects of television violence on individuals' 
readiness to act violently is the subject of Charlton and Borcsa's (University of 
Freiburg) proposal "Cognitive, Emotional and Social Conditions in the Reception 
of Audiovisual Displays of Violence". As a first step they will examine the 
subjective classification and evaluation of television programs in the context of 
anticipation and evaluation of violent content. A second study will look at 
viewers' processing patterns of violent programming with the Hawkins "stop 
technique". The responses will be evaluated for film-related vs. self-related 
thoughts, identification with the protagonist, and content (categorized according 
to violence, sex roles, achievement, power, etc.). A third study will use "elicited 



The Socio-Emotional Dimension of Using Screen Media 131 

retelling" as a tool to examine the violence emphasizing or avoiding character of 
the retelling. 

With the growth of interactive media, the fragmentation of society and the 
different acceptance levels of media offerings, the motivational factors in the use 
of multimedia, especially isolation from or through media use, has become an 
increasingly interesting subject. Goertz (University of Music and Theater, 
Hannover) focuses on "user types" to examine who uses which media forms, 
according to which motives. In "Working with Interactive Media: Needs and Use 
Patterns", these user types will be studied according to their motives, individual 
socialization, viewing habits and patterns. The methodological question is how to 
control and evaluate data about the use of interactive media. Standardized and 
narrative interviews will be used following the computer sessions. 

Grimm (University of Mannheim) is examining how emotional conditions 
influence choices for individual programs and the development of long term genre 
preferences in "Management of Feelings during Television Viewing: Psychosocial 
and Psychological Correlates of Horror Films, Violent Films and Romantic 
Broadcasts". He seeks to explain television viewing as active information and 
mood management by using specific media scenarios. The goal is to discover 
psychosocial and physiological correlates of television viewing. 

In their approach to "The Acceptance of Different Forms of Interaction in 
Information Broadcasts and Multimedia Presentation: A Comparison of Written 
and Personalized Viewer Feedback", Issing, Deimling and Stzrebkowski (Free 
University of Berlin) are studying the user acceptance of several feedback modes 
in interactive television. Acceptance here is a variable complex, with multiple 
subdimensions, including text, speech, pictures, film, and the moderator. Data 
will be gathered both in the laboratory and through a currently running interactive 
broadcast. 

Krotz (Hans Bredow Institute, Hamburg) examines feeling as a constructive 
involvement in a situational environment. Accordingly, activity and experience 
develop in the tension between feelings for one's self and feelings for the 
environment. Individual work with feelings is then necessary to mediate between 
the self and the environment. In "Reception as a Constructive Mediator between 
Inner and Media Reality: The Emotional Basis for the Understanding of 
Television Broadcasts and Video Games" the differences between normal activity 
in the environment and the activity of television viewing and playing computer 
games are examined. Recordings of interactions, role playing based on 
psychodrama and interviews will be used for reconstructive interpretation. 

Mattenklott and Brosius (University of Mainz) hypothesize in "Involvement 
and Media Viewing: How do Experimentally Created and Preexisting 
Involvement Processes Influence the Processing of Media Content?" that highly 
involved subjects are influenced by content, while low involved subjects are 
influenced more by the commentary and the way the media is communicated. 
Mattenklott and Brosius recognize that media related involvement cannot be 
experimentally created, rather it is more or less latent, due to repeated contact 
with the issues continuously discussed in the media. Experimental subjects are 



132 Gary Bente & Peter Vorderer 

also likely to experience another kind of involvement in the experiment, because 
of the experimental interest in their opinions and attitudes. 

Ohler and Nieding (University of Passau and Technical University of Berlin) 
are studying the behavior of internet users within the framework of mental 
models. The research proposal "Cognitive and Emotional Processes during 
Information Retrieval in Worldwide Computer Networks" includes the study of 
video recordings of user interaction on the internet, eye movement and the 
"thinking aloud" of subjects. In a second phase, the WWW sub server of the 
Psychology Department at the University of Passau will be used to offer subjects 
experimentally controlled conditions. 

Rudinger, Espey and Neuf (University of Bonn) propose the exploration of 
"Content and Form Influences of Screen Media on Emotion". The study will deal 
with the users of video telecommunications, video-conferencing or dyadic 
videophone interactions. The focus will be placed on the development of 
confidence, empathy and the power to convince as effected by paraverbal and 
nonverbal variables. This study follows the reports of users of video conferencing, 
saying that a deeply, personal contact through this media is not possible, and tries 
to figure out which conditions on the technology side and on the user side have to 
be satisfied to create a face-to-face like situation. 

Sang and Tasche (Max Planck lnstitut for Educational Research, Berlin and 
Technical University of Dresden) are studying "The Reception of Selected Parts of 
Broadcasts and their Social Context". They will focus on the individual cognitive 
and emotional determinants of television viewing and their correlation to the 
social (familial) context. Secondary analysis of telemetric data and psychophysio
logical data about viewing of selected programs (political information programs 
and advertisement) will be used. The influence of family members on other 
members' viewing habits will be the focus of one study. The further analysis will 
use EEG data to operationalize arousal, activation, effort, and so on. 

In "Rational Feelings: Cathartic Effects through Joint Experience by 
Television Viewing", Scheele and Groeben (University of Cologne) start from 
historical approaches to the phenomenon of catharsis. Catharsis can be understood 
as purgation, a relatively automatic, mechanical release of emotion or as 
purification, a process experienced with or through another. This study proposes 
to operationalize these terms for use in a qualitative study examining the 
experience of film viewers. 

The relationship between television viewing and the viewer's emotional status 
is the central issue in Schmitz, Bretz and Tasche's (Max Planck lnstitut for 
Educational Research, Berlin, and Technical University of Dresden) study 
"Dynamic Relationships between Emotions and Television in the Context of Daily 
life". Television is seen as a meaningful stimulus environment, which can be 
used by viewers as an instrument to control or influence their emotional state. 
This study will use panel networks, telemetries and diary techniques to examine 
the relationship between emotions before and during viewing of specific content 
and the determinants for· the development of a habitually "escapist" viewing style. 

Based on appraisal theory, Schorr (Catholic University of Eichstiitt) in 
"Emotional Release and Increasing Emotional Intensity through Television 
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Viewing" is analyzing psychological processing during media viewing. The 
central aspect of this study is the appraisal components of reality experience. 

Six (University of Koblenz-Landau) in "Social Motives and Functions as 
Determinants of Viewer Activity when Watching Television" focuses on the 
decision making behavior of television viewers as a socially motivated process, 
based on personal and situational conditions and their meaning. The central 
dimension of this examination process will be the meaning and probability of 
cost/benefit considerations and of the available media offerings. Also, the effects 
of consistent personal characteristics (including coping style), the individual 
living situation and its subjective evaluation, as well as individual media 
experience and habits on social motives and television choice behavior, will be 
studied by using scientifically developed scenarios. 

Vorderer (University of Music and Theater, Hannover) has taken the 
illusionary experience of viewers, that they are present on the location of a 
television event, as the starting point for "Reception as a Paranormal Situation: 
The Influence of Relationships between Viewers and Protagonists on the 
Experience and Evaluation of Screen Offerings". The nature of this "involved 
reception" is examined with respect to the viewer's experience of suspense and 
parasocial relationship qualities, as they depend on the presence or lack of 
interactivity (story control). Two experiments will be carried out: One focusing on 
this relationship with the protagonist and its relevance for viewing choices, and 
the other on interactivity. The dependent variables (experience of the viewer and 
evaluation of the broadcast) will be operation ali zed and evaluated in several 
different ways, due to the well known reactivity of the~e variables. Methods 
include direct questioning, production of continuations of story lines presented in 
the study, recognition tests and measurements of distractability. 

The basis for Vitouch's (University of Vienna) study "The 'Emotional Gap' 
Approach as the Basis for Studying Anxiety Creating News Reports with the Help 
of Psychophysiological Methods" is the relationship between learned anxiety 
management styles, observable information selection and information processing 
strategies. Vitouch seeks to predict information intake based on definable 
typologies (especially coping strategy). In addition, psychophysiological data will 
be used to produce an "on line" comparison of emotional reactions to media 
content. The key questions are: What are the relations between viewing types and 
specific psychophysiological reaction patterns, how is information filtered or 
resisted, and are news programs perceived differently from nation to nation? 

Weidenmann (University of the ''Bundeswehr'', Munich) in "Activity and 
Experience in Using Printed Books and Electronic Books" has chosen to avoid 
performance questions and to focus on the personal experience of reading and its 
relationship to personal, situational and media variables. Theoretically interesting 
is the focus on sensitivity during activity, activity related stimuli, mental effort in 
the use of screen media and variation in subjective user orientation between 
"entertainment reading" and "work reading". Subjects will be studied during and 
after using a printed book or its CD-ROM version (containing additional audio 
and video documentation). Methods of subjective time estimation and interviews 
will be used to generate experience relevant data. 
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Winterhoff-Spurk and Mangold-Allwin (University of Saarbriicken) in 
"Violence in Television News: Toward the Cultivation of Emotions" are 
examining the effect of violence in television news. The goal is to explore the 
dramatology of violent news broadcasts, including reception and effect analysis 
with the help of gaze and physiological data, and the relationship between short 
term viewer reactions with long term political attitudes. News broadcasts should 
allow citizens to participate politically as well-informed members of a society. It is 
possible that the intensive and extensive violence in television news leads to an 
avoidance of news viewing and a retreat into a less violent, private world. 

4. Parasocial Interaction: A Key Concept for Future Research 

A series of research perspectives formulated in Cologne were related to the 
concept of "parasocial interaction", in the sense of an emotional relationship 
between viewers and TV actors or the emotional quality of conversing with people 
in the Internet, or in the sense of inducing naturally communicating mediators 
into multimedia applications, or constructing an illusion of socio-emotional 
control by means of "interactive TV'. It showed, that "parasocial interaction" has 
become an almost universal term for all kinds of causes and effects in mass media 
consumption, whenever the reception process includes a confrontation with 
persons on the screen and a certain degree of emotional response to them. 

On the conceptual level, at least three perspectives on "parasocial interaction" 
or "parasocial relations" could be distinguished: 

- The persona concept: Virtual interaction with a person on the screen 

- The mood-machine concept: Interacting with the screen as a virtual person 

- The virtual reality concept: Interacting with a virtual person on the screen 

The persona concept. Virtual Interaction with a person on the screen. Since 
Horton and Wohl (1956) described what might happen between the persona and 
the audience, a large number of theoretical and empirical papers referring to the 
concept of parasocial interaction and parasocial relations have been published. 
From a methodological point of view, these papers can be grouped as follows. 
Analyses, which look at the concept from a more theoretical perspective in order 
to elaborate and differentiate it (e.g., Horton & Strauss, 1957; Wulff, 1982), and 
empirical investigations that try to measure and characterize parasocial 
interaction and relations, primarily by means of questionnaires (e.g., Rubin, Perse 
& Powell, 1985; Rubin & Perse, 1988). Due to the differentiation of the field and 
the discipline, each group of researchers has paid little attention to the other. 
Consequently, most of the questions, raised originally by Horton and Wohl 
(1956), have been left unanswered, including the relationship between parasocial 
interaction and parasocial relations. Horton and Wohl are quite ambigious in their 
definition of these constructs, and so are their successors. 
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We propose to apply the term parasocial interaction exclusively to characterize 
behavioral phenomena during the process of viewing, i.e., what happens between 
an anchorman, who addresses the audience directly, and a viewer, who, 
contingently, responds to him by giving answers, emitting nonverbal signals or by 
any other overet or coveret reaction. With dramatic programming, interactions 
like these are rather rare. Nevertheless, socio-emotional responses toward the cast 
of a soap opera have also been extensively investigated under the heading of 
"parasocial interaction" (cf., Rubin & Perse, 1988). It is obvious, however, that in 
this case, we are dealing with parasocial relations between the audience and the 
cast. These relations may emerge from frequent observations of the protagonists, 
but they extend beyond the television viewing situation. 

The concept of parasocial relations leads to some very interesting research 
questions. For example: What is the role and importance of media figures in the 
everyday life of adolescents? Does this part of the audience use specific 
protagonists as role models for their own behavior, as persons to compare 
themselves with, or perhaps as someone they would like to have around them as a 
good friend? How do these figures have to look or to behave to serve as role 
models or friends? Does physical attractivity or psychological similarity between 
the viewer and the figure play a major role in the quality and strength of these 
relationships? 

The mood machine concept: Interacting with the screen as a virtual person. 
While it is easy to imagine a "heavy viewer" waiting for his or her beloved anchor 
(wo)man to appear on the screen, it is hard to accept the idea that a kind of 
parasocial interaction might occur between a viewer and the screen medium itself. 
Computer users, however, report strange conversations with the machine, in 
which they assign human attributes to their puzzling communciation partner. 
Nevertheless it is an unconventional view to assume such an emotional 
relationship between a viewer and the TV apparatus. What is behind this idea can 
be examplified by a scene from the film "Good Morning Mr. Chance". In this film 
Peter Sellers plays the gardener of an old woman. He has not left the house for a 
long time. His only contact to the outside world has been the TV and his only 
interaction instrument the remote control. After the death of the old woman, 
however, he has to leave. In the crucial scene, walking down the street, he is 
attacked by three young men. His reaction is to point the remote control at them 
and to try to turn them off. 

This example of what may be a pathological pattern leads to some rather 
fundamental considerations about the socio-emotional dimension of TV
consumption. TV may substitute for face-to-face interaction to a certain degree, 
not only with respect to parasocial relations with the actors on the screen, but also 
with respect to general psychological principles of situation control and emotional 
stimulation. This view, so far, comes close to the concept of "mood management" 
as formulated by Zillman and others (1988a, 1988b). However, in this context it 
leads away from the analysis of the motivational basis of TV viewing, and toward 
the analysis of active behavior strategies, which are necessary to control emotional 
input. 
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In "real life", this is usually done through interpersonal communication or 
motor activities, e.g., movement toward contexts with positive emotional qualities. 
In contrast to TV watching, where emotions are available "on demand" and 
delivered instantly by pushing a button, positive emotional stimulation is much 
harder to get in interpersonal situations. As we know from general 
communication theory and interaction research, emotionally satisfying 
interactions are mainly a function of nonverbal competences, and a set of very 
subtle interpersonal behaviors is required to exert effective social influence and to 
establish a mutually acceptable interpersonal climate (Rosenfeld, 1987; Miller & 
Leary, 1992; Riggio, 1992; Patterson, 1994). 

This leads to the question of whether the communication skills of heavy 
viewers, who receive their emotional stimulation predominantly from TV, could 
fade, not only because they receive less interpersonal training but also because 
they learn different behaviors with respect to evoking positive emotional response, 
i.e., a restricted activity pattern (push button) and a short frustration time span 
(zapping). This could be especially true for children, whose TV contact not only 
reinforces these demand and access patterns, but also interferes with the social 
learning process, which normally takes place in direct peer interaction. This 
touches on the traditional argument that TV influences the development of social 
behavior in children. However, none of the previous research has focused on the 
behavioral micro level of the TV viewing process or of interpersonal 
communication situations (Murray, Rubinstein & Comstock, 1971; Groebel, 
1986). 

We present it here as a possible perspective for future research, knowing that 
at the conceptual and empirical level there is a lot of additional work to be done to 
develop this idea into a consistent theoretical framework. Outlines for an 
empirical approach are exemplified by a study of one of the authors and his 
colleagues at the University of Cologne (Backes & Bente, 1994; Bente & Backes, 
in prep.). In this study, pupils between 12 and 13 representing a group of heavy 
viewers and a group of light viewers were brought into a face-to-face 
communication situation with a peer of the same group. Interactions were video 
recorded and the on-off pattern of speech activity as well as movement behavior 
and gaze were transcribed by means of time-series notation techniques (Frey et aI., 
1983; Frey, 1984; Hirsbrunner, Frey & Crawford, 1987). 

While data analysis revealed no significant differences in speech behavior 
between light and heavy viewers, the data suggested structural differences between 
the viewer types in the nonverbal behavior parameters. Heavy viewers' visual 
attention, for example, is strictly bound to the verbal output of the partner, gaze is 
structured in phases of staring or looking away, and there appears to be no 
interactive fine tuning. Also there is a tendency for gaze to stay in the "off
position", i.e., looking away from the partner, much longer than this is the case 
for light viewers. Overall the data point to some interesting structural similarities 
between the TV viewing situation and the nonverbal behavior patterns of 
moderate and heavy viewers, which are consistent with our model and that require 
further investigation. 
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The Virtual Reality concept_· Interacting with a virtual person on the screen. 
The different conceptualizations and examples already given are based on the 
assumption that the audience remains physically distant from the screen, and that 
the only way of overcoming this distance is through the imagination of the viewer. 
Recent developments in "interactive media" bring our attention to a quite different 
form of participation and thereby also to different forms of parasocial interaction. 
What does it mean psychologically when television viewers have options similar 
to those currently available in computer games? These games already provide the 
possibility of extending the player into the action, not only through imagination, 
but through a representation of the player's hands within the game. We expect a 
similar development for television soon, wich will allow the audience to influence 
the outcome of the narration and to represent themselves as a virtual figure in the 
story. Today, we do not know whether the audience will accept or refuse these 
possibilities (Vorderer, 1995), but it is obvious that the way we all will perceive 
and understand a program will depend heavily on these different viewing modes. 

Indeed, in the context of "interactive TV" the term "interactive" means 
nothing more than a certain amount of process control, including influence over 
the appearance of the actors or the development of the story. Currently, viewers 
have no influence on the microlevel of interaction, e.g., an influence on the 
specific behavior patterns of the actors. What is more important is the complete 
lack of reciprocity on the one hand and the impossibility of really entering the 
situation and acting within the story or interacting with the screen characters on 
the other hand. Such a possibility seems utopian at the first glance. However, the 
development of virtual reality systems promises this for the near future. As Willim 
states: "The major difference to TV is, that VR-worlds are not observed, but 
experienced. The simulated para-world may differ from reality in many respects, 
nevertheless, the emotional and perceptual experiences are real" (Willim, 1992, 
258). Currently it is possible to explore computer generated physical 
environments, to walk around in virtual realties and to "touch" virtual objects. 
However it is foreseeable that within the next decade these virtual realities will be 
extended to include the aspects of a "social environment". Willim (1992, 281) 
points to the possibilities which this development provides for the human user: 
"When, by means of artifical intelligence, artificial actors can live in cyberspace, 
the inhabitants of VR will be part of our peer group just as real people are. Those, 
who do not have social contacts any more, e.g., sick or old people, and who have 
grown up with VR technology, can receive social and intellectual recognition on a 
mental basis. American psychotherapists are fascinated by the idea of future 
therapeutic methods, using the possibilities of creating virtual copies of people, 
with whom the patient has had trouble". 

Before psychology may use this technology, it seems that our discipline will 
have to make a major contribution to its development. What is required is basic 
knowledge about the secret code of nonverbal communication that governs the 
emotional aspects of interpersonal exchange. In this effort, however, VR can serve 
as a useful tool for experimental research. As the psychologist Nathaniel Durlach 
comments: "Experimental psychology intends to control the environment of 
humans and to observe how they react to certain experimental conditions. Virtual 



138 Gary Bente & Peter Vorderer 

reality could be an ideal environment, and one could certainly record more than 
the motor input from data gloves and joysticks. Heart rate, pupil size, and changes 
in skin resistance are data that can be used additionally. I believe, a good VR 
system can be a universally applicable research instrument" (cited from 
Rheingold, 1992, 600). As has been shown, VR can serve as a powerful paradigm, 
especially in the study of nonverbal behavior. VR systems provide the unique 
opportunity to experimentally model and manipulate aspects of physical 
appearance as well as behavioral aspects at the micro level of interaction and thus 
to study the socio-emotional effects of particular spatio-temporal patterns in 
nonverbal communication behavior (Bente, 1989; Bente, Feist & Elder, 1996). 

5. Concluding Remarks 

As can be seen from the above overview, the research sketches presented in 
Cologne and the work on "parasocial interaction" reveal a quite heterogeneous 
research field and remarkable variation in the conceptualization of the socio
emotional dimension of screen media usage. Beyond these aspects of 
diversification the discussion at the conference in Cologne led to a broad 
agreement about four essentials for future research, which are: 

• Emphasis on future media developments. With respect to the development of 
interactive media and the implementation of natural language, human/computer 
interfaces, basic knowledge is required about the functional principles of 
interpersonal exchange in verbal as well as in nonverbal channels, which might 
serve as a model for future technology development. Media research should not stay 
in the position of an ex post facto evaluator of already implemented technology, but 
rather take part in the development of new technology, focusing on the human 
element in the human/media interaction. 

• Emphasis on the user of screen media. Media should be examined with special 
concern for the psychology of the human user and the specific motivational basis 
and effect of media usage. This differential psychological perspective, in contrast to 
general psychological or ergonomic approaches, has to take into account the 
individual patterns of media consumption as embedded in general descriptions of 
personality, motivation, competence, life style, social background, and so on. 

• Emphasis on process rather than outcome research. The question of what a specific 
media user does with specific media offerings cannot be answered by means of 
general TV rating instuments. Rather there must be direct access to the process of 
human/media interaction. Taking a process perspective, however, does not mean 
relying solely on online measurements during media use. Moreover, the behavioral, 
emotional, and cognitive process characteristics have to be related to long term 
effects that can be detected in repeated measurement designs over a longer time 
span, e.g., in longitudinal studies with developmental psychological aspects. 
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• Emphasis on the socio-emotional dimension. Due to the growing possibility of real 
time transmission of images and the implementation of interactive media 
interfaces, mediated communication and human/machine dialogs will come closer 
to face-to-face interaction with respect to structural dialog parameters, as well as the 
mediated emotions and social cognitions. One of the central questions is whether 
the feelings, thoughts and actions occurring in a human/medium interaction are 
comparable to those in face-to-face dialogs and how these experiences affect the 
way we interact in real life. One of the key concepts in dealing with these questions 
is that of "parasocial interaction" or "parasocial relations". As shown, these 
concepts can play an important role not only in the understanding of uses and 
effects of traditional screen media but also of the so-called "new media", like 
computer networks and virtual realities. 
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IV. Language Acquisition and School Performance 

Could Enjoying a Movie Lead to Language Acquisition? 
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1. Introduction 

Few of us live as hermits cut off from all human contact. We live together with 
other people, and the thing which enables us to share our life with them, speaking 
or writing our thoughts to them and reading or listening to their thoughts, is the 
ability to use and understand the same language. It follows that the particular 
group of people with whom we share our life depends on the particular language 
we have been brought up to use most readily. Furthermore, we are unable to 
associate at all adequately with any people with whom we have not a common 
language. This means that at present there are at least the same number of 
different groups of people as there are different languages; moreover, those groups 
cannot have real contact except in so far as that the different languages are 
bridged. 

Acquiring a foreign language is a common experience for many people, and 
the mental processes that underlie such activities are important topics for 
research. Owing to the basic nature of the human mind, it seems possible for 
everyone, more or less independently from intellectual capacities, to learn 
speaking one language. However, the acquisition of two or more languages seems 
to call for a special type of mental flexibility. Despite the practical importance of 
mastering several languages, research on foreign language acquisition has not 
received much attention in the past; however, it is being highlighted nowadays. 

Under normal conditions, people acquire the language of the community in 
which they are raised. If that community is multilingual, people often acquire 
more than one language. The age of the learners is an important factor in foreign
language acquisition. Many scholars assume essential differences between the 
adult and the child because of biologically determined changes in the maturing 
organism, and argue that the adult learner is unable to achieve a level of 
completeness in a second language equal to first language competency (Andersen, 
1981; Hatch, 1983; liceras, 1986; Pfaff, 1986; Ritchie, 1978; Scarcella & 
Krashen, 1980). Similarly, Lenneberg (1967) hypothesized that language could be 
acquired only within a critical period, extending from infancy until early puberty. 
More recently, Johnson and Newport (1989, 1991) obtained evidence in support of 
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the conclusion that the critical period for language acquisition extends its effects 
to second language acquisition. 

In contrast, many of those who assume that the differences between adult and 
child learning abilities are due to other variables (such as method of instruction, 
attitude, motivation, and other affective variables) often suggest that the language 
acquisition of adults is in principle equal to that of a child. Seliger (1978) states 
that in natural learning environments, regardless of the age of the learner, that 
which is acquirable, and for which cerebral capabilities still exist, will be 
acquired. 

If adults do acquire a second language in the same way as children do, 
incidental exposure to another language will lead adults to gradually acquire the 
language just as children do pick up the mother language. The incidental 
exposure to another language through watching foreign movies is the focus of the 
present research. More particularly, we are looking at language acquisition by 
simply watching foreign movies from which the sound track is translated into the 
mother language in the subtitles. It has been suggested that the advantage of 
knowing several languages in smaller language communities, as for example 
Dutch-speaking Belgium, Denmark and the Netherlands, could be partially 
attributed to watching frequently subtitled television programs. Indeed, in those 
smaller countries, most popular programs are provided with subtitles. In Belgium, 
for example, many children know how to speak and understand a considerable 
amount of English even before they receive formal English language education, 
and this could, at least partially, be due to their watching of television. 

Our research group measured the eye movements of subjects watching 
subtitled television programs. For a review of an extensive series of experiments, 
see d'Ydewalle and Gielen (1992). The following conclusions could be reached. 
First, subjects mandatorily read the subtitles. Switching on or off the sound track 
doesn't affect the time spent in reading the subtitles. Also, there is no difference in 
subtitle reading between subjects knowing or not knowing the spoken foreign 
language. Being familiar with subtitled television programs or not, does not 
change the reading habit, suggesting that the automaticity in reading subtitles is 
not a consequence of habit formation due to long-term experience with subtitles. 

While the data strongly indicated the automatic and mandatory nature of 
reading the subtitles, such a reading does not necessarily imply a failure to process 
the sound at the same time. In fact, there is now good evidence that the sound 
track is also being processed. This is already incidentally suggested by 
spontaneous reports from the subjects when the translation in the subtitle doesn't 
fully agree with the sound track (d'Ydewalle, Van Rensbergen, & Pollet, 1987; 
d'Ydewalle, Warlop, & Van Rensbergen, 1989). In order to establish the fact that 
the sound track is being processed, Sohl (1989) used a double task technique. 
Apart from watching a television program, the subjects had to react to flashing 
lights as fast as possible. The reaction time to the flashing lights was taken as a 
measurement for the amount of processing done with the first task, which was the 
viewing of a television program: The slower the reaction time, the more 
processing is involved in the first task. The flashing lights were given at specific 
moments: subtitle and speaker(s) present, no subtitle, and neither subtitle nor 
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speaker(s) present. The slowest reaction times were obtained whenever both a 
speaker and a subtitle were present, which demonstrates that the subjects did 
make an effort to follow the speech. More detailed analyses also confirmed that 
the subjects were processing the sound track. 

As the subjects do read the subtitles in their mother language and at the same 
time they are processing the sound track with the foreign language, the question is 
then whether the availability of the two languages indeed does facilitate the 
acquisition of the foreign language. In a series of studies (d'Ydewalle & 
Pavakanun, 1995; Pavakanun & d'Ydewalle, 1992), we manipulated the language 
in the sound track and in the subtitles. The sound track was either in the mother 
language, in the foreign language, or there was no sound track; similarly, the 
subtitles were either in the mother language, in the foreign language, or there 
were no subtitles. Immediately following the 12-min movie, the acquisition of 
foreign vocabulary and syntax was assessed. While there was no strong evidence 
for the acquisition of the foreign syntax, there was considerable acquisition of 
foreign words due to the availability of the foreign language either in the subtitle 
or in the sound track. 

The incidental acquisition of foreign language could perhaps be facilitated 
when the foreign language shows more similarities with the mother language. To 
put it simply, watching a Chinese movie with subtitles in the mother language 
will not lead to much acquisition as compared with a German movie for Dutch
speaking students, German being rather similar to Dutch. In the present 
experiment, the effect of the similarity between the foreign and mother languages 
upon language acquisition will be investigated. 

The number of languages in the world is nearly uncountable, particularly if 
one wants to include all the dialectic languages. The greatest and the most 
widespread language families, as accepted world-wide, are Indo-European 
languages, Ural-Altaic languages, and Southeast Asian languages. 

The Indo-European languages possess certain common phonomatic, 
morphomatic, syntactic and verbal (Le., vocabulary) features which, no matter 
how changed in the course of time, can be explained only on the assumption that 
they are descending from the same origin. Five languages from this language 
family were chosen for the study to be reported here. As Dutch is the native 
language of our subjects, South-African (closest to Dutch) and German (rather 
close to Dutch) from the same subfamily were chosen. Spanish and Italian were 
selected because not only they come from a close subfamily but also because they 
are all non-tone non-stress languages. Although Russian comes from the farthest 
subfamily with Dutch, it was chosen because it is a lexical stress language as 
Dutch is. 

The second of the most famous language families is the Ural-Altaic language 
family. It consists of two main groups: the Uralic group including for example 
Hungarian, and the Altaic group (e.g., Korean, Japanese). In the present study, we 
included Hungarian and Japanese languages. Almost without exception, the Ural
Altaic languages recognize a law of vocalic harmony; sound harmony is an 
important factor in the phonetic structure. 
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Southeast Asian language family is one of the great linguistic treasure houses 
of the world, both in number of languages and in the complexity of their 
interrelationships. There is considerable debate about a larger structuring in 
subfamilies within the Southeast Asian language group. One theory places 
Chinese and Thai together in a single subfamily on a par with Tibeto-Burman in 
Sino-Tibetan (e.g., Miller, 1981). According to another theory, Thai is not related 
to Chinese at all; for example, the written system in both languages are totally 
different. For the present study, we simply used those two languages. 

According to Gardner (1985), there are two basic aspects involved in second 
language acquisition. On the one hand, the process of acquiring a language 
involves taking on vocabulary, grammatical functions, and pronunciations. On the 
other hand, the acquisition of a language also involves a social adjustment on the 
part of the individual. Languages are acquired in order to facilitate 
communication, either active or passive, with a cultural community. When a 
second language is involved, this necessitates some interest in another cultural 
community. It follows that the language acquisition will not only depend on the 
linguistic similarity between the mother and foreign languages but the social 
context may affect the acquisition. Dutch-speaking subjects are surely more 
acquainted with, and more interested in the German culture as compared with the 
South-African culture(s). Although South-African language is much closer to 
Dutch than German, we still do predict more acquisition of German. 

2. Procedure 

2.1 Subjects 

Eight hundred and thirty-nine high school students from different schools in 
Leuven (Belgium) participated in the experiment. All subjects were from the same 
general educational system. They were Dutch-Belgian native speakers. The 
average age was about 16 to 17 years. They were randomly divided into the 81 
conditions. Subjects were tested in groups, and each group had at least 10 
subjects. None of them was aware of the purpose of the study. 

2.2 lkfaterials 

The experiment involved 81 conditions: 3 levels of the soundtrack (Dutch, foreign 
language, or no sound track), 3 levels of the subtitles (Dutch, foreign language, or 
no sound track), and 9 foreign languages (South African, German, Spanish, 
Italian, Russian, Hungarian, Japanese, Chinese, and Thai). The translation of the 
film in the subtitles as well as the dubbing in the sound track were all done by 
native speakers from the nine foreign languages. 

The films were generated from a still motion-picture "Young Deer" of 15 min 
duration. The starting time to present a spoken dialogue or subtitle was the same 
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for all conditions, and coincided with the start of the dialogues in the film. Some 
languages needed more length for their subtitles or more time for their spoken 
dialogues than others. Therefore, the language which was the slowest or longest, 
was used to define the duration of the presentation for the other languages. 
Accordingly, every foreign language text had the same starting time and the same 
duration time for presenting the sound track and the subtitles. Only one or two 
lines (depending on the length of the message) were displayed at anyone time, 
regardless of the language used. 

After watching the movie, there were four different types of tests. Each test 
had two subtests: auditory and printed subtests. In the Identification Test, subjects 
had to pick out the correct sound or printed word of the foreign language. In the 
Simple Structural Test, 15 simple sentences (involving only noun and verb) from 
the sound track or the subtitles which were presented at least five times in the 
movie were used. Some sentences were literally the same as in the movie (a 
correct sentence), while the word order was changed in other sentences. Subjects 
had to choose the correct one. The Vocabulary Test involved words from the 
native language which were presented at least five times in the subtitles or in the 
sound track. Each of the selected words were followed by five words in the foreign 
language, and subjects had to choose the correct translation. In the Sentence 
Construction Test (involving compound sentences, namely a noun phrase with a 
clause phrase), sentences from the sound track or the subtitles were intermixed 
with three distractor sentences which differ from each other only in the order of 
the words in the sentence. 

2.3 Procedure 

Subjects were asked to watch the film as they usually do at home. They should not 
be disturbing, or discussing the film with the other participants while watching 
the movie. Immediately after watching the movie, subjects were asked to complete 
the four tests. 

3. Results and Discussion 

The several tests (including the auditory and printed subtests) provide us with a 
wealth of data. It is beyond the scope of the present paper to report all the detailed 
analyses. We restrict our presentation to the main findings. With a few small 
exceptions, the basic pattern of findings was similar in the auditory and printed 
tests; we therefore discard a discussion of those smaller differences. 

The first question is whether there is indeed foreign language acquisition. In 
order to assess the acquisition, it is critically important to choose an appropriate 
baseline. Indeed, the performance on the several tests is affected by a number of 
variables which are not related to the language acquisition by looking at the 
movie. Beyond purely correct guessing, subjects often guess the correct answer by 
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comparing the several response alternatives and choosing the more likely correct 
response. Also, for some foreign languages, some pre-experimental knowledge 
may exist. As baseline performance, we took the average performance in 
conditions where the foreign language was not available in the movie (i.e., the 
conditions with Dutch subtitles and Dutch sound track, Dutch subtitles and no 
sound track, Dutch sound track and no subtitles, and neither subtitles nor sound 
track). The baseline performance was subtracted from the performance in 
conditions where the foreign language was available either in the subtitle or in the 
sound track, or in both. This subtraction score was divided again by the baseline 
performance, and multiplied by 100, in order to obtain the percentage language 
acquisition. Table 1 provides the average percentage language acquisition as a 
function of the foreign languages and the several tests. 

Table1: 

Identification Simple Structural Vocabulary Sentence 

Test Test Test Construction Tes 

Indo-European 

South African 219 43 102 24 
German 152 36 66 86 
Spanish 61 16 38 21 
Italian 91 8 25 21 
Russian 117 25 7 12 

Ural-Altaic 

Hungarian 33 33 22 32 
Japanese 70 36 21 24 

Southeast Asia~ 

Chinese 136 21 8 10 

Thai 149 32 41 37 

From Table 1, it is immediately clear that considerable language acquisition 
occurred, up to 219 percent in the Identification Test of South African. Only in a 
very few cases, the acquisition performance was below 10 percent. Beyond this 
general conclusion, it is much harder to detect any further systematic relationship 
between languages (or language families) and the language acquisition. For 
example, in the Identification and Vocabulary Tests, there is high percentage of 
acquisition of South African (219% and 102%); however, the percentage of 
acquisition of South African, as measured in the Sentence Construction Test, is 
not quite impressive (24%). The correlation of the performance on the several 
tests as a function of languages varies between .20 and .68. 

The hypothesis that more language acquisition may appear when the foreign 
language is more similar to the mother language is not supported by the data in 
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Table 1. For example, there is considerable variation among the Indo-European 
languages but there is also considerable language acquisition in the Southeast 
Asian language family. However, it can be noticed that the acquisition from the 
Ural-Altaic group is on the several tests rather low as compared with the other 
language groups. 

There is also no evidence for the other hypothesis that the social context may 
affect knowledge acquisition. We expected more acquisition of German as 
compared with South African. Except for the performances in the Sentence 
Construction Test, the findings as reported in Table 1 are going rather in the other 
direction. 

For each foreign language, the data from the several tests were subjected to 
further analyses as a function of the language in the subtitles (foreign language, 
mother language, or no subtitles) and the language in the sound track (foreign 
language, mother language, or no sound track. The analyses basically implies a 3 
x 3 design, for each foreign language and for each test. Despite some variations as 
a function of a particular language, the overall pictures of the data are rather 
similar. In the present presentation, we restrict the figures to the percentage 
correct answers in the four tests (Figures 1 to 4), averaged over the nine foreign 
languages. 
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A few comparisons are worthwhile mentioning. First, there is the comparison 
between the standard subtitling condition (Le., foreign language in sound track 
and mother language in the subtitles) and the reversed subtitling condition (Le., 
foreign language in subtitles and mother language in the sound track). In the four 
tests, there is a belter performance in the reversed subtitling condition than in the 
standard subtitling condition, although the difference is rather small in the Simple 



Could Enjoying a Movie Lead to Language Acquisition 153 

foreign language in subtitles and mother language in the sound track). In the four 
tests, there is a better performance in the reversed subtitling condition than in the 
standard subtitling condition, although the difference is rather small in the Simple 
Structural Test. A similar difference was also obtained in two experiments of 
Pavakanun and d'Ydewalle (1992), in one of two experiments of d'Ydewalle and 
Pavakanun (1995), and in several experiments by Lambert and coworkers 
(Lambert et aI., 1981; Lambert & Rolobow, 1984; Rolobow et aI., 1984). As 
reported in Pavakanun and d'Ydewalle (1992), we slightly differ in the 
interpretation of such a finding. While Lambert and coworkers implicitly assume 
that the main focus of attention of the subjects is directed to the native language 
(independently of its mode of presentation, sound track or subtitles), we rather 
believe that the focus of attention is always more on the subtitles (independently of 
the language of the subtitles). In the standard subtitling condition, Lambert and 
coworkers hypothesize that subjects process mainly the subtitles because they are 
in the mother language; in the reversed subtitling condition, the subjects follow 
the spoken mother language but at the same time they try to match the audio
message with the translated text in the subtitle. Consistent with our former 
research showing that reading is automatic and mandatory, we state that the 
processing of the subtitles is the major activity, explaining the better processing of 
the foreign language in the reversed subtitling condition. 

A second surprising effect is the good performance on all tests when the 
foreign language is in the sound track, even when the mother language is not 
available (Le., the condition with the foreign language in subtitles and sound 
track, and the condition with the foreign language in the sound track but no 
subtitles). Watching simply the pictures of the movie allows the subjects to 
understand what is going on in the story; at many occasions, they seem to be able 
to connect the pictorial discourse and the meaning of the spoken foreign language, 
helping them to pick up elements from the foreign language. Why this is less the 
case when the foreign language is in the subtitle and there is no sound track, is for 
us somewhat surprising. We favor the following explanation. It is possible for a 
subject to follow the movie pictorially while at the same time processing the sound 
track; however, it is totally impossible to look at the same time to the pictures and 
the text of the subtitle. By switching the visual attention between the picture and 
the foreign text, considerably resource time is lost, leading to some interference. 

4. Conclusion 

The study establishes without any doubts that there is considerable language 
acquisition simply by watching a short subtitled movie. Surprisingly, there is not 
necessarily less foreign language acquisition when the foreign and mother 
languages are vastly different. In fact, there is not much support for distinguishing 
the language families as a function of their acquisition. Social context doesn't 
influence the language acquisition in such a situation. In agreement with many 
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other studies, reversed subtitling enhances language acquisition more than the 
standard subtitling. 
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The English Language Within the Media Worlds of European 
Youth 

Uwe Hasebrinkl, Margie Berns2 & Ewart Skinner3 

1. Introduction 

There are two ways to outline perspectives for cross-national research within this 
volume: a) papers on results of studies on a national level which could or should 
be replicated in other countries; b) papers on projects or project proposals which 
include a comparative dimension and are still in the process of applying for 
funding or looking for partners in other countries. Our presentation belongs to the 
latter category. We shall present a project proposal with the working title "The 
English Language in the Media Worlds of European Youth"; in addition to the 
theoretical framework of this project, we shall report first results of a pilot study 
in Germany. 

Starting point of this project is the notion that the ability to communicate with 
people from other countries and cultures is increasing in importance. The 
international and largely global dimension of ecological, economic and political 
questions, the step-by-step development toward a European Union as well as the 
observed development toward multicultural societies within individual countries 
require that people have knowledge of one another, understanding for one 
another, and means of understanding one another. 

Against this background the value of knowing a foreign language is evident. 
Correspondingly the European Union has launched extensive programmes for the 
encouragement of foreign language teaching, teacher preparation, and pupil 
exchanges. Even though it is the goal of the EU policy to promote all foreign 
languages, a special role is appropriate for the English language in this 
connection. Among European languages English is not the most frequently 
spoken first language. However, because English is in many countries the most 
widely spread foreign language, it is probable that two Europeans can make 
themselves understood in English. In many fields (like science and technology), 
they must use English, more so than in any of the other languages. This is 
occurring more frequently to the extent that beyond science and technology, 
English can be considered as already serving the function of a lingua franca 
(Piepho, 1989). 
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3Department of Communications at Bowling Green State University, Bowling Green/Ohio 
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In addition to knowledge of a foreign language, the media are of special 
importance for intercultural communication. As cultural forums, the media create 
culture and simultaneously transmit representations of other cultures. The 
offerings of the media are often internationalized to a high degree. This is 
especially true for pop culture as well as for films, TV series, and variety shows. 
This tendency will be strengthened through the increasing number of satellite 
channels. 

The point of departure for our research project is the fact that both areas - the 
English language and the media, with their respective significance for 
intercultural communication in Europe - are closely interwoven. Thus the project's 
concern is to relate language and media oriented perspectives to one another. At 
the center of the investigation are young people from different European 
countries: young people who are confronted with the English language both in 
and outside of school and whose world is formed in large part through media, the 
means by which products of the American culture industry and English language 
pop music, in particular, are of considerable importance. 

The research project has three goals: a) gain points of departure for possible 
roles of English in and for Europe; b) make a contribution to the discussion of the 
possibilities of transnational media offerings; and c) provide insight into the 
importance of media in the acquisition of a foreign language and in the promotion 
of understanding within and across European cultures. The findings ultimately 
would be evaluated with respect to possible consequences for language instruction. 
Research questions are derived from two areas of research: a) concepts and 
hypotheses about the role of English, and b) functions of the media. 

2. Research Questions 

2.1 English as a Second Language in Europe 

The overriding question about the status of the English language for intercultural 
communication in Europe touches different linguistic fields of research. Of special 
importance in this connection is the distinction made in English as a second 
language research between two possible functions of language: a foreign language 
or international language (for example, Berns, 1992; Flaitz, 1988). 

If English is viewed as a foreign language, it is foregrounded as the first 
language of British or Americans. The acquisition of such a foreign language 
overwhelmingly serves the purpose of making oneself understood by native 
speakers, while the language instruction to a considerable extent includes cultural 
studies about the respective countries. The language is accordingly closely bound 
with the respective culture; it contains and carries this culture. This view of 
English as as foreign language is the basis for the widely~spread believe that the 
penetration of English language elements into one's langua,&e automatically leads 
to a penetration of the values of the respective culture and thus to an 
endangerment of one's own culture. 
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The view of English as an international language on the other hand puts the 
function of international understanding between people of different first languages 
(for example between Germans and French) in the foreground and negates the 
narrow coupling of language with the world views of British or American culture 
and in doing so als negates the danger of the loss of cultural identity through the 
use of this language. Accordingly English would be, in the ideal situation - as 
Esperanto was once intended to be - a culturally neutral means of communication, 
a lingua franca. 

The concepts addressed here are simply theoretical ideal forms, and it is an 
empirical question which one of these concepts, in which groups, and in which 
countries are more likely to correspond to the actual use of language. In addition it 
is essential to ask about the conditions of foreign language acquisition and foreign 
language instruction that are found in the different countries. 

Besides school, the acquisition of English is certainly influenced by other 
agents of socialization. In sociolinguistic and social-psychology oriented literature 
especially such out-of-school influences on language acquisition are increasingly 
addressed. Among these influences are language courses at home and abroad, 
vacations abroad, and other contacts with English speakers such as parents and 
other family members, and acquaintances who may have some degree of 
proficiency in English (e.g., Berns, 1992; Gardner, 1985; Mitchel, 1989). Also to 
be taken into account in this connection are media influences (e.g., d'Ydewalle et 
ai., 1989; Selnow, 1990). 

In addition, individual experiences in school, out-of-school influences and, 
correspondingly, capacities in the foreign language are decisively influenced by 
other factors. Pertinent here are the different attitudinal characteristics of foreign 
language learning, mainly investigated in social psychology research. The basic 
assumption here is that motivation to learn the foreign language is decisive in 
learning success and that this motivation in turn is connected with the attitude 
toward the respective foreign language speaking community (see Clement et ai., 
1977a, b). 

It is precisely these aspects of the acquisition and use of a second language 
with reference to the individual's own world that influence contact with and 
competence in the language and therefore are relevant for the success of 
intercultural communication. For this reason they especially are taken into 
account in this study. Also of concern is evaluation of the language and the 
representations or "image" associated with it. For the actual use of language in 
everyday life and for the value of the language in the frame of intercultural 
communication these attitudes would - next to the knowledge of concrete rules 
and vocabulary - be of great significance. 

2.2 The Role of the Media 

The second research area relevant to this project is media and communication 
studies. The media play an outstanding role with respect to the basic concern of 
our project, i.e., the question of facility in intercultural communication. This role 
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is related, on the one hand, to transfer of knowledge about other cultures, and on 
the other hand, to the opportunity to have a direct look at the products of another 
culture. Furthermore - somewhat in connection with the European unification 
process - media offerings will be propagated which from the start are assumed to 
be culturally comprehensive: "There can be no Europe if there isn't European, that 
is boundary crossing, television" (Dill, 1992: 39; see also Hasebrink et aI., 1993). 

If one considers existing media offerings in Europe and their use (for example 
Hasebrink, 1994) skepticism certainly seems to be appropriate. Now as before 
media use in Europe is shaped (in spite of the intervening availability of foreign 
and some international offerings) to the greatest extent by domestic offerings -
with the important exception of the music media, which are the least language 
bound. With this exception, then, media offerings are used in the language of the 
country. This is especially true for the major European language communities, in 
which virtually all imported (television) films are dubbed (Luyken, 1991), 
whereas in the Netherlands and the Scandinavian countries, foreign films as a 
rule are shown in the original (with or without subtitles) and thereby offer a 
chance for contact with another language. In a narrower sense, international and 
European offerings up to now have been rare (see for example Hallenberger, 
1992), and their future chances are viewed with a great deal of skepticism (for 
example: Morley, 1992: 72). 

A consideration of media functions is closely tied to questions of the role of 
media in cultural change. As a result of contact with foreign cultures through 
various media, cultural preservationists and language purists across Europe raise 
concerns about cultural imperialism and hegemony (see Thomas, 1980). These 
individuals do not see the positive effects of such contact, one of which is a 
contribution to international communication. Instead, they anticipate eventual loss 
of cultural identity and the adoption of world views, i.e., values and cultural 
traditions, associated with the more powerful media-producing cultures - the 
United States, in particular. 

Opposition to the spread of English in Europe ranges from the gratuitous and 
rhetorical to formal policy. Germane to the discussion of media influence are the 
efforts of France, for example, to restrict free trade in audiovisual products in the 
1994 round of GATT talks (General Agreement on Tariffs and Trade). The focus 
is the detrimental effects these imports (mainly Anglo-American) could have on 
values, lifestyles, and cultural identity. Therefore, what is at issue is just what is 
acquired from the media; how it is used, its mode of appropriation, is central to 
understanding the acquisition of English in Europe. 

The attractiveness of mass media to young people centralizes theories of its 
effects and impact on acquisition. Is it attractive enough to stimulate a significant 
quotient of language learning? What are the effects of this process? 
Communication theory's rich heritage of media effects research, though 
controversial and somewhat inconclusive, provides the language scholar with a 
range of theoretical frameworks for assessing the role of language in media 
settings. One branch of research is particularly relevant to this study: social effects 
of mass media. Representative theories are the so-called cultivation theory 
(Gerbner, 1972; see also Signorie11i & Morgan, 1990) and social learning theory 
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(Bandura & Walters, 1963). The cultivation thesis assumes that, over the long 
term, the patterns of representation in television shape the world view of viewers. 
Thus, frequent TV viewers develop ideas about reality that coincide with the 
patterns seen on TV; at the same time, their views become more similar. These 
assumptions bear directly on our study of media and the acquisition of English: As 
the media to a great extent offer Anglo-American pop-culture and American 
entertainment products, a media world results that is shaped by the English 
language and American cultural patterns. According to social learning theory, 
also called theory of imitative learning, television viewers acquire new attitudes or 
modeling behavior simply by observing symbolic role models, without the benefit 
of direct reinforcement. Both theories suggest that exposure to stereotypes (social 
and cultural) in the mass media will contribute to the development of stereotyped 
beliefs, attitudes and behaviors and that television plays an important part in the 
socialization process. 

These views focus on what media do to people; another perspective is to attend 
to what people do with what they get from the media. With the young people in 
our study, the issue was what they do with the information conveyed via the media 
and with the language, i.e. English, it is presented in. What do they make of the 
varieties of English available to them? How do they interpret or appropriate the 
meanings of this media? What role does English media play in the development of 
world views, and in their social and cultural rituals and play? 

3. Conceptual Framework for a Comparative Study 

The theoretical considerations and research questions scetched above lead to the 
following conceptual framework for a comparative study on the role of English 
within the media worlds of European youth (see figure 1). 
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The concept starts from an individual perspective; in the frame of individual life 
worlds four areas are differentiated: 

a) In the center of the diagram is the role of the English language, which 
involves different aspects: English proficiency; use in concrete situations; 
motivation to take a good look at and to learn English; attitudes to the English 
language. 

b) A further area covers attitudes toward one's own and other cultures; in this 
regard especially toward American and British culture. 

c) According to the diagram, these areas are influenced by direct experiences 
with other languages and cultures, for instance, through family origins, trips 
abroad, especially through the school. 

d) The second area, which influences areas a and b, is the use of media or taken 
more generally, the kind of symbolic environment the young people construct. 

The remaining fields of the diagram stand for general systems which influence the 
constitution of individual life worlds. Thus, media use is to be investigated against 
the background of the respective available media offerings. Family background 
(number of family members, age of siblings, education and employment of 
parents) shape all aspects of the life world of young people in considerable ways. 
And finally to be taken into account are the education system (for example, the 
beginning of English instruction, didactic concepts, etc.) and the language and 
language policy context (e.g., "big" vs. "small" language communities, measures 
for the promotion of respective languages of countries or of foreign languages, 
etc.). 

The idea of the project is, for empirical investigation of these questions, to 
develop a questionnaire which entails the above mentioned four areas of 
individual life worlds and which can be used to survey 15 years old pupils from 
different European countries. A pilot study has been done in Hamburg/Germany 
in 1992, first results of this study will be presented below. On this basis, research 
groups in the Netherlands4 and Belgium5 have developed a questionnaire which 
will allow for intercultural comparisons; the surveys have just been finished, so it 
is not yet possible to present comparative results. 

4Kees de Bot, Department of Applied linguistics, Catholic University of Nijmegen. 

5Marie-Therese Oaes, Institut Catholique des hautes Etudes Commerciaies, Universire Catholique de 
Lluvain. 
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4. Methods and Results of the Pilot Study in Germany 

4.1 Method 

215 Teenagers in Hamburg, Germany, were the subjects in the study; 106 were 
male, 108 female; 80 percent (190) were 15-16 years old. Seventy-five percent 
spoke German as their native language; 25 percent came from families where 
either or both parents had a native language other than German. Most had had 
five years of English at school. Students were fairly evenly distributed across three 
different school types - 77 in college preparatory schools (Gymnasium), 76 in 
comprehensive schools (Gesamtschule), and 62 in general education schools 
(Haupt- and Realschule). To get a socio-economically diverse sample, the five 
schools chosen as research sites were located in different districts of the city. 
German was the medium of instruction except in a bilingual college prep school, 
where instruction was in German and English. 

After securing permission to conduct the study in the five schools, two of the 
researchers, speakers of both English and German, administered the surveys 
during regular 45-minute class periods in 12 separate classes. The survey was 
conducted over a 2-week period in the second half of the 1992 school year. 
Permission to have children participate in the study was also sought from parents. 

4.2 Findings 

The responses to the survey provide a considerable amount of information about 
the role of English, English language media, and contact with English, in general. 
Due to space considerations, not all of it can be reported here; yet, insight into the 
role of these phenomena for German teenagers can be gained by focusing on five 
broad categories: 1) non-media contact with English, 2) media contact with 
English, 3) English language proficiency, and, 4) feelings and beliefs about 
English. In general, findings are reported for the entire sample. Some data are 
discussed in terms of school type to illustrate salient differences between groups. 
The findings from correlational analyses done on selected items are also presented 
and discussed. 

4.2.1 Non-Media Contact with English 

The teenagers surveyed had contact with English in a variety of instructional 
settings outside the school context. Forty-one percent had had either an English 
course or tutoring. The students were also asked about experiences with English 
through such specific sources as siblings, friends, movies, or books. The frequency 
of contact with these sources for the total group as well as for the respondents 
from different school types is given in Table 1. Most contact was with the English 
teacher (90 %). Although English is an obligatory subject for all school types in 
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Germany, Table 1 indicates differences in the role of the English teachers. Some 
teenagers in comprehensive and general education schools do not experience 
English teachers as an important source of contact with the language. Yet, 
30 percent "sometimes" used English with their parents. Seven percent used 
English with their parents "very often" or "often", a not unexpected finding given 
that about 25 percent of their mothers and fathers spoke a language other than 
German as a native language. It is possible that English was one of the languages 
the family had in common.6 

Table 1: Opportunities for Contact with English 
(percentage of respondents who claimed to have "often" or "very 
often" contact with English in the repective situation) 

School type 

college prep comprehensive general Total 
(n=7'7) (n=76) (n=62) (n=215) 

Non -media contact: 

a. English teacher 99 87 84 90 

b. parents 10 8 3 7 

c. siblings 8 5 7 7 

d. friends 14 9 15 13 

Media contact: 

e. music in the radio 91 87 86 88 

f. talk in the radio 22 25 29 25 

g. television 48 50 39 46 

h. records/cassettes 97 88 84 90 

i. at the movies 18 13 3 12 

j. newspapers 17 5 8 10 

k. magazines 30 13 18 21 

I. books 38 18 7 22 

m. computer 56 61 60 59 

4.2.2 Media Contact with English 

The lower part of Table 1 shows that the teenagers had plenty of contact with 
English through media. After their English teacher, recordings (90 %) and music 
on the radio (88 %) were the most frequent sources of contact. Differences 
between school types hint at well-known cultural patterns which closely relate 
higher education to the reading of books, magazines and newspapers. However, 

6The linguistic diversity of the students' backgrounds was represented by twenty-two European countries, 
thirteen Middle Eastern or Asian countries, four Mrican countries, four South American countries, and five 
native English speaking countries. English was one of the languages spoken in some of the bilingual 
households. 
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the surprisingly high figures for computers indicate that this new tool within the 
media environment of young people is able to reach all educational groups. 

Contact with media in the school proved to be rather limited in comparison to 
students' contact with English through media outside school. Due to their 
pervasive availability in households, the electronic media were an option for 
teenagers. All could use radio and television, most (95 %) had the equipment for 
use with recordings of some kind - LPs, music cassettes, or compact disks. At 
home 94 percent had a walkman, 78 percent a VCR and 65 percent a computer. 
These media options made up a considerable amount of the teenagers' free time: 
The average number of radio listening hours per week was 15; the mean TV 
viewing time was 17 hours per week. Of course, there were substantial inter
individual differences in media contact and use, which can be explained in part by 
social conditions indicated by school type and parents' social background. As a 
consequence, different media environments or "cultural milieus" surround the 
students - and it can be expected that English will have different functions within 
the respective contexts. Before pursuing this relationship, however, it is necessary 
to consider to what extent the use of media is connected to contacts with English. 

The radio station where most students (57 %) heard English was "OK Radio", 
which played Top 40, or "the hottest hits" as the slogan in English said. Most who 
claimed to watch English language TV watched two cable stations: MTV Europe 
and Super Channel, an English language commercial entertainment channel 
distributed from Great Britain. In general and by far the most important source of 
contact with English is music. By their own estimate, students spent on average 
32 hours per week listening to music, which for 81 percent was either "only" or 
"mainly" in English. This figure was even higher for those at the college prep 
schools (95 %), but lower for those at general education schools (71 %). 

In order to determine whether or not the lyrics mattered to them when they 
listened, respondents were asked about the importance of the text for English and 
German language music. For 56 percent and 58 percent respectively the texts 
were either "very important" or "rather important" for either German or English 
songs. While English was the language that dominated these teenagers' music, 
they considered these texts equally as important as texts in German regardless of 
how seldom they listened to music with German texts. We can only speculate, but 
this finding may suggest that it was not the language of the song, but the music 
itself that attracted the listeners. It was pop music with an American or British 
"sound" they wanted to hear, and it so happened that the popular music currently 
available to them had texts in English more often than German. In addition, it is 
possible that many students did not understand the lyrics to many songs in 
English. 

4.2.3 Proficiency in English 

Survey items related to proficiency in English touched on two general areas: 
sources and nature of this proficiency. When asked about the amount of English 
they acquired through the media, students claimed they got approximately 
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20 percent of their English from this source. The other 80 percent of their English 
was acquired through school and other sources outside of the school setting. 

When asked to cite sources for learning English other than media and the 
school, 24 subjects identified the family, 31 identified use of English with friends, 
and 35 of the children marked family trips and vacations. This is not surprising 
given that 58 percent had used English at least once to make themselves 
understood while on a family vacation outside Germany. Of those who had been 
abroad, 55 percent of them had had these experiences in native English speaking 
countries, primarily Great Britain. 

Three items on the questionnaire were designed to elicit information about the 
nature of the students' proficiency in English. One of them asked for a list of five 
English words that the students knew from everyday language. This item 
generally evoked the most free response behavior from the groups. Assured they 
could write anything at all as long as it was in English, many seized the 
opportunity to write taboo words and phrases they could or would not normally 
say or write in their English classroom. A wide range of words were written; the 
25 with a frequency of five or more are listed in Table 2. 

Table 2: Words from Everyday Language 
(frequency of 5 or more) 

Word Frequency Word 

cool 41 drive 

love 18 easy 

shit 17 friend 

okay/ok 16 hey 

go 14 homework 

dog 13 house 

fuck/fuck you 11 peace 

hi 10 cat 

car 9 like 

motherfucker 8 sex/sexy 

bitch 7 suck/sucker 

school 7 table 

bike 6 

Frequency 

6 
6 
6 
6 
6 
6 
6 
5 
5 
5 
5 
5 

Another item asked them to judge their English ability in a more traditional way 
by assessing their proficiency in the four broad skill areas of speaking, listening, 
writing and reading. Each group was consistent in feeling more proficient in 
reading and listening than in speaking and writing, with the college prep school 
group having a higher degree of confidence than the other groups. 

A third item asked them to assess their ability to handle a variety of situations 
in English (Table 3). As with their responses to this item, they felt quite positive 
about their proficiency with those attending college prep schools being more 
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confident. In spite of this general confidence, they recognized their abilities were 
not uniform across situations. All students expected to have more difficulty with 
some tasks than others. For example, they would find writing a letter of complaint 
in English (situation f) as difficult as understanding a TV interview in English on 
a nature topic (situation i) or interviewing for a job in English (situation k). Yet, 
they did not seem to think these tasks would be all that difficult overall: Thirty 
percent thought it would be easy to write a poem or song in English (situation m) 
and 28 percent thought it would be easy to translate German songs or poems 
(situation 1). 

Table 3: Self Assessment of Ability to Handle Communicative Situations in 
English 
(percentage of respondents, N=215) 

a) Give directions to 
tourists/foreigners in your 
hometown 

b) Talk with a stranger while 
waiting in line for a movie 

c) Get information at a 
concert ticket office 

d) Read a newspaper article 
about sports or music 

e) Unterstand the lyrics to a 
pop song 

1) Write a letter of complaint 

g) Write a short essay about 
a familiar topic 

h) Take a telephone message 

i) Understand a TV 
interview about nature 

j) Take part in a discussion 
in history class 

k) Interview for a job 

I) Translate German songs 
and poems into English 

m) Write a poem or song 

easy 

48 

35 

30 

49 

46 

13 

43 

45 

13 

19 

12 

28 

30 

rather 
difficult 

40 

45 

44 

40 

36 

42 

30 

33 

48 

33 

34 

47 

32 

very probably 
difficult impossible 

9 

16 

21 

10 

9 

33 

21 

18 

28 

31 

38 

21 

22 

2 

4 

6 

1 

1 

12 

6 

4 

11 

16 

16 

4 

17 

Interestingly, the students' self-assessment of their ability did not match 
observations made about their use of English in interactions with them at their 
school. Those attending the bilingual college prep school were the most 
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comfortable with English - the survey was explained to them in English and they 
asked questions in English. In most other schools, German had to be used to 
describe the survey and to answer questions. 

4.2.4 Feelings and Beliefs About English 

Another route to exploring language proficiency was questions about varieties of 
English. The underlying assumption was that a particular variety of English can 
be associated with perceptions (one's own and others') of English ability and 
successful learning. Thus, speaking an English more readily identifiable as 
American, in spite of extensive exposure to British English in school, could 
suggest an inadequate, if not unacceptable, degree of proficiency. Several items 
were designed to find out more about these teenagers' experiences with and 
opinions of different Englishes. 

Most - 80 percent - said they heard British English from their teacher. British 
English was heard more from teachers in the elite college prep schools than in the 
other school types. Of the entire population surveyed, 24 percent indicated that 
they heard German English from their teachers while nearly 50 percent of the 
children in the general education schools did. While American English was not 
heard much in classrooms, it was associated with out-of-school sources of contact. 
For example, 86 percent identified American English with the radio and TV. 

It is important to mention here that some responses were the result of coaching 
(which we neither encouraged nor condoned) by teachers, many of whom chose to 
stay in the classroom during the survey. One teacher in particular had an 
influence on responses. When his students asked which variety of English he 
spoke, he acknowledged that it was a mixture of British and American elements 
(he had spent some time in the US), but suggested that students mark British 
English on the survey,? 

As for their feelings about English, 82 percent indicated they liked it; 
77 percent liked the American variety; 62 percent the British; only 23 percent 
liked "German English ". Those attending college prep schools (95 %) liked the 
English language more than those attending the other school types (70 % and 
80 %, respectively). The college prep group also liked the American and British 
varieties about the same and liked the German variety the least. 

On the question of which variety of English they themselves used, students 
were nearly evenly divided among the three varieties. Just a little more than 
33 percent considered their own English to be British, while about 33 percent 
considered it German English. Most of the remaining 33 percent identified their 
English as American. Nearly 50 percent of the college prep group said their 
variety was British, and nearly 50 percent of the general education group 

7This was the only time the sUlVey responses were intetfered with. Because we are treating this study as a 
pilot study and our perspective is essentially exploratory, we were inclined to accept and learn from this 
teacher faux pas rather than reject the information. 
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described their own English as German, This result is not surprising since about 
half of the general education group identified German English as the variety 
spoken by their teachers, 

A word of caution is necessary about students' choice of German English in 
response to questions. We cannot be sure that students interpreted this label as we 
intended, i.e., as a non-derogatory neutral name for an English unique to the 
German context and thus distinguishable from other Englishes. It is possible that 
they simply associated the notion with German-accented English, which they may 
have been told is "deficient" and "incorrect". If the deficient view was taken, then 
German English was ranked lower than British or American English. This 
interpretation would be consistent with the general education group's acceptance 
of the label; their (relative) lack of success in learning "correct" English matches 
expectations about their learning potential in general. 

4.2.5 The Role of English in Different Cultural Milieus 

Exploration of the correlation between the different levels of analysis presented so 
far extends insight into the media-English relationship. One question of primary 
interest for correlational analysis is the contribution of media to the acquisition of 
the English language. As indicated above, the teenagers themselves estimated the 
influence of the media to be 20 percent compared to 80 percent of school contact. 
In order to analyze this question in more detail we defined an overall criterion 
variable called "coping" as the average of the self assessments of their ability to 
handle 13 situations in English. 

Several factors should contribute to a higher or lower degree of coping. On the 
one hand, it is obvious that school type and duration of English lessons in school 
should be relevant aspects. On the other hand, it can be expected that the social 
background of the family, e.g., parents' knowledge of English or the opportunity 
to spend vacations in English-speaking countries, will affect the ability to handle 
situations in English. And, finally, individual motivation and respective media use 
of young people could be relevant in explaining different levels of proficiency. 

These relationships were tested through exploratory multiple regression 
analyses; coping was the dependent variable and several indicators for the three 
factors mentioned above were the independent variables. Table 4 presents those 
variables with a statistically significant influence on proficiency. Together they 
explain almost 50 percent of the variance of coping. 

The most relevant variable is school type, indicating that the teenagers at 
college prep schools showed a higher ability to cope with situations in English. 
The same is true for those with a longer duration of English lessons. Table 4 also 
shows the influence of two variables which indicate a more highly educated and 
more affluent social background. These are the self-assessed frequency of having 
contact with English in situations with parents and of having spent vacations in 
English-speaking countries or in countries where English is used as a means of 
international communication. Another variable indicates the importance of the 
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motivational dimension of the acquisition of English (liking of English). Those 
who like the language perform better. It is obvious that this relationship cannot be 
taken as an influence relation in one direction only, for it is also plausible that 
better performance improves the attitude towards the language and the motivation 
to learn it. In other words, nothing succeeds like success. 

Table 4: Factors Explaining the Ability to Handle Different Situations in 
English 
(Multiple regression analysis; N=215; see text) 

Beta Significance 

School .28 .0000 

English lessons .18 .0008 

English with parents .14 .0134 

Vacations .16 .0074 

Liking of English .17 .0030 

English in books .19 .0027 

Multiple R: .69 R S9uare: .47 

Table 4 shows only one media-related variable of significant contribution within 
the multiple regression. The higher the self-assessed frequency of contacts with 
English in books, the higher the performance. Taken together these results show a 
quite conventional picture that recalls well-known stereotypes of different learning 
milieus. Depending, in part, on the level of education and the affluence of their 
parents, some teenagers seek opportunities for more learning on their own; they 
have the motivation and opportunity to read books and visit other countries. 

Nevertheless, a more subtle analysis leads to different patterns of English 
proficiency and attitude which go beyond the simple lines of the conventional 
higher vs. lower education scheme. Since music came out to be an important 
opportunity for contacts with the English language, we tried to differentiate 
different patterns of music usage. There were two questions about the importance 
of a) German and b) English in song texts. As indicated above, the average 
answers to these questions were quite similar. But a joint analysis of the respective 
answers showed that there was no correlation between them. For some young 
people German texts were more important than English texts, for others the 
opposite was true. Thus we defined four groups: 

1. All texts important (n=63) 

2. English texts important (n=58) 

3. German texts important (n=44) 

4. No text important (n=45) 
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Beyond the differences with regard to German or English texts these groups show 
differences in several aspects of media use and attitudes towards the English 
language. Respondents in group 2 have the strongest preference for English music 
(x = 1.4; group 1: 2.3; group 3: 2.5; group 4: 1.9; ps.001). In addition they do like 
the American variety of English (x = 1.6; group 1: 1.9; group 3: 1.9; group 4: 2.1; 
ps.05), whereas there is no difference in liking of the British and German variety. 
Correspondingly, the members of group 2 are most likely to define their own 
English as American (39 %; group 1: 27 %; group 3: 21 %; group 4: 18 %). 
There is no significant difference between these four groups with respect to type of 
school, but within group 1 there are significantly more respondents who claim 
that their parents are able to speak English, indicating that they live in more 
highly educated families. 

How do these differences relate to the measures of proficiency? Firstly, group 2 
shows the highest estimation of the degree to which the media contributed to their 
English proficiency (28 %; group 1: 19 %; group 3: 14 %; group 4: 14 %; ps.Ol). 
With regard to the self assessed proficiency in reading, writing, speaking and 
listening we found the general pattern that groups 1 and 2 show better values than 
groups 3 and 4, who are not interested in English texts. The same result is true for 
coping, i.e. the average of the self-assessed ability to cope with 13 concrete 
situations (group 1: 1.9; group 2: 1.9; group 3: 2.2; group 4: 2.4; ps.001). 

These results indicate that groups 1 and 2 do not differ in their English 
proficiency on average. However, due to the clear differences between these 
groups with regard to their relationship to the English language, we hypothesized 
that there should be differences with regard to the nature of their proficiency, to 
the specific situations with which they could cope. For an explanatory test of this 
hypothesis we did a factor analysis on the 13 variables indicating the ability to 
cope in concrete situations (principal component analysis, varimax rotation). A 
two-factor solution which explained 52 percent of the overall variance could be 
interpreted as follows: 

Fl: "Coping with formal situations" (defining variables: "understand a TV inter
view about nature", "read a newspaper article", "interview for a job", "discus
sion in history class", "translate German songs and poems into English"); 

F2: "Coping with everyday situations" ("understand the lyrics of a pop song", 
"give directions to tourists", "talk with a stranger while waiting in a line for a 
movie", "get information at a concert ticket office"). 

Accordingly we calculated factor scores. The average values for the four groups 
are (lower values indicate higher proficiency): 

formal situations everyday situations 

(p<::.1) (p<::.001) 

Group 1 'All texts' -0.26 -0.11 

Group 2 'English texts' 0.02 -0.41 

Group 3 'German texts' 0.22 -0.06 

Group 4 'No text' 0.11 0.52 
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The overall differences between the four groups are only marginally significant 
for formal situations, but highly significant for everyday situations. Although the 
contrasts between groups 1 and 2 just fail to be significant on a 5 percent level, 
the results indicate a tendency that group 1 is best at coping with rather formal 
situations, whereas group 2 performs better in everyday situations. This finding 
fits the different patterns of media use shown previously quite well: Group 2 is 
highly interested in English language music and shows a preference for the 
American variety, which might be closely associated with the American way of 
life. Group 1 seems to have a stronger orientation to formal education. 

These results provide more detailed information on different patterns of media 
use and attitudes towards the English language which go beyond the 
unidimensional perspective of high versus low proficiency. Within different 
cultural milieus that include specific interests, attitudes and patterns of media use, 
the English language can acquire different functions. As a consequence, we find 
different patterns of language proficiency. 

s. Conclusion 

The findings suggest that English plays an important role in the lives of the young 
people who participated in the survey. Neither the type of school they attended nor 
their socia-economic background was a factor in determining the place of 
English; both in- and out-of-school contact had a considerable influence on their 
acquisition and proficiency in this language. A large number of students had 
experience with English (either through contact with speakers and instruction or 
texts) in a wide variety of countries - both English and non-English speaking; this 
experience suggests that not all contact was with native English speakers. 
Participants reported considerable contact with English through mass media. In 
spite of the pervasiveness of English in their environment, these 15 and 16 year
aIds did not indicate negative feelings toward it. They liked this language and 
appeared to take its presence in their lives for granted, particularly in its 
representation through popular culture. It served as a means of self-expression and 
a language of intercultural communication. 

While the exploratory and pilot nature of this study precludes drawing 
conclusions about European teenagers' involvement with English in general, the 
results insinuate the main concerns of European language specialists, media 
critics, and policy makers: Contact with the English language through media is 
extensive and has an influence on the language and tastes of young people. But 
the findings justify cultural anxiety only superficially. It is true that for the 
students who participated in the study their most important source of contact with 
English is music, which they listen to a great deal. Words gleaned from the media 
were common, often taboo, but seemed to be associated with playfulness, a 
ritualistic rite of passage to their youth language communities. Thus, these young 
Germans were similar to teenagers around the world who have appropriated the 
English mediated by forms of popular mass media. By appropriating, by doing 
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something to English, they made it their own language, they developed a distinct 
style of communication, of which English elements formed a part. This process of 
transformation diminishes the impact of effects of language media, of what it does 
to these teenagers. In fact, from this perspective, it can be said that what contact 
with English does do is provide young people with another communicative 
resource. 

Mass media were not the only influence on acquisition and use of English. 
Acquisition of English was also influenced by socio-educational milieu. Overall, 
affluence was related to elitist associations with the language. Many students 
preferred British English for the status it conferred or because it was the 
classroom model they were expected to follow. Interestingly, even though British 
English was associated with patterns of higher education, formality, and written 
texts, and the American variety with informal patterns of popular mass media 
texts, in some cases the findings suggested that the users of American English 
were more "proficient". 

A complete profile of the situation in Germany requires further investigation 
of whether teenagers in other parts of Germany, rural as well as urban and the 
eastern and western regions, have similar experiences and attitudes. For a profile 
of English and the media in Europe (the long range goal of the project), 
comprehensive studies providing comparative data need to be carried out in 
comparable settings in other European countries. In addition to expanding the 
contexts examined, future surveys in Germany as well as in other countries would 
have to widen the range of the questionnaire according to the conceptual 
framework presented above. In particular, there should be a more elaborated way 
to assess proficiency8 and a new set of questions dealing with attitudes towards 
one's own and other cultures. Data resulting from these changes and the 
broadening of sites for study would yield rich profiles of contact, acquisition, use, 
and attitudes regarding English among tomorrow's citizens of a united Europe. 
Such information on the phenomenal spread, use and appropriation of English in 
Europe could guide language teachers, methodologists, textbook writers, language 
planners, and media specialists in making curricular, policy and programming 
decisions. 

In addition, knowledge of the extent and nature of the use of English within 
and without school walls can help address the issues of language and culture 
associated with the pervasiveness of English in the media. It also can inform 
discussions grappling with the complexities of the practical need for and the 
difficult challenge of identifying a language of wider communication across the 
boundaries of a multilingual and multicultural Europe. 

B-rhe recent smveys in the Netherlands and Belgium have used a vocabulary test consisting of 40 real 
words in English and 20 good looking pseudowords. 
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The Impact of Background Media on Homework Performance: 
Students' Perceptions and Experimental Findings 

Johannes W. J. Beentjes & Tom H. A. van der Voort 

1. Introduction 

Although a series of studies have shown that television viewing can have adverse 
effects on young people's academic performance (Comstock & Paik, 1991), little is 
known about the processes by which television may hinder students' academic 
achievement. One possible explanation is that television distracts students from 
homework because they do their home study in front of an operating television 
screen. Whereas pre-television generations of students could chose to combine 
doing homework with audio media, nowadays students may also combine their 
homework with television. According to a U.S. survey, secondary school students 
frequently combine doing homework with the use of background media, either 
television or audio media - radio, compact discs, and audio cassettes (Patton, 
Stinard & Routh, 1983). To our knowledge, there are no reliable data about the 
frequency with which European students combine doing homework with 
background media. 

According to the U.S. survey mentioned above, American secondary school 
students tend to believe that audio media have a beneficial effect, whereas 
television is thought to hinder homework performance. Whether or not these 
students are correct in assuming that television and audio media differentially 
affect their homework performance has seldom been investigated. With the 
exception of one recent study (Cool, Yarbrough, Patton, Runde & Keith, 1994), 
the actual impact of background media on homework performance has not been 
the object of empirical research. That is not to say, however, that research cannot 
tell anything about the effects of background media on homework performance. A 
number of experimental studies have shed light on this issue by examining how 
background media affect students' performance on cognitive processing tasks that 
are more or less similar to homework assignments. 

This paper has two goals. Firstly, it reports a survey study that was designed to 
establish how widespread the combination of homework with background media 
is in the Netherlands, and how secondary school students think about the effects of 
background media on their homework performance. Secondly, the survey results 
on students' use and perceived effects of background media are discussed in the 
light of experimental research that is relevant to the question whether the use of 
background media during homework may have negative or positive effects. 

The survey meant to explore four topics: (a) how often students combine 
different types of home study with various background media; (b) which types of 
media content students predominantly use while doing schoolwork; (c) how 
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students divide their attention between homework and background media; and (d) 
students' perceptions of the effects of background media on homework 
performance. In this paper, the most important results will be summarized (more 
detailed analyses may be found in Beentjes, Koolstra & van der Voort, 1996). 
Subsequently, the findings on students' usage and perceptions of the effects of 
background media will be compared with findings from experimental research on 
the impact of background sounds and television on the completion of cognitive 
processing tasks. 

2. The Survey 

2.1 The Sample 

The sample for the survey included 1,700 students in Grades 8 (N = 892) and 10 
(N = 808), comprising 80 classrooms in 10 urban secondary schools and 10 
schools located in rural districts in South Holland, a province in the Netherlands. 
Students in Grade 8 were included in the study because this is the first grade level 
at which practically all Dutch students are accustomed to doing homework 
assignments on a regular basis. Students in Grade 10 were included because at 
this grade level all students have a broad experience with different types of 
homework assignments. 

In Dutch secondary schools, students are placed in different educational levels 
depending on their achievement scores and interests. As the level of secondary 
school attended may affect the type of homework assigned, and possibly also the 
way in which homework is combined with media, students from three levels of 
secondary education were included in the study: higher general secondary 
education, including pre-university education, lower general secondary education, 
and vocational secondary education. In what follows, the students attending these 
three levels of secondary education will be termed, respectively, high-LSE, 
medium-LSE, and low-LSE (Level of Secondary Education) students. Compared 
with the most recent figures of the Dutch Central Bureau of Statistics (CBS, 
1993), the students included in the sample appeared to be reasonably 
representative of the national Dutch school population with respect to sex, grade 
level, and level of secondary education. 

2.2 Frequency of Background Media Use 

Because a pilot study suggested that students' use of media may depend on the 
type of homework concerned, two types of homework assignments were 
distinguished in the questionnaire: learning assignments and paper-and-pencil 
assignments. Learning assignments expect students to learn things by heart, or 
acquaint themselves with the basic idea of study texts. Paper-and-pencil 
assignments demand that students do written work that is to be shown in school. 
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Examples are assignments to solve mathematics problems, to answer questions 
about a text, and to write a paper. For each day of the week, the respondents 
provided separate estimates of the number of hours they usually spent doing 
learning assignments and paper-and-pencil assignments. 

In all, students reportedly spent on average about 11 hours per week on doing 
the two types of homework. The amount of time spent on learning assignments 
appeared to depend on students' level of secondary education (see Figure 1). High
and medium-lSE students spent significantly more time (M = 6.2 hours) on 
learning assignments than did 10w-lSE students (M = 4.8 hours), whereas the 
three educational levels did not significantly differ in the amount of time spent on 
doing paper-and-pencil assignments (about 5 hours per week). 

Hours per Week 
12~--~~-------------------------. 

10+---~~~----~ 

8 

6 

Low LSE tv'tedium LSE High LSE 

o Learning 

Paper-and -
Pencil 

Figure 1: Mean Number of Hours per Week Spent on Learning Assignments 
and Paper-and-Pencil Assignments by Level of Secondary 
Education (LSE) 

As shown in Figure 2, frequency of background media use appeared to vary with 
medium type (audio and television) and type of homework assignment (learning 
and paper-and-pencil assignments). During homework, audio media were much 
more frequently used than was television, and both media were more frequently 
combined with paper-and-pencil assignments than with learning assignments. 
Therefore, by far the most frequently used combination was the combination of 
paper-and-pencil assignments with audio media, with 64% regular users (students 
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indicating to use this combination either often, very often or always), followed by 
the combinations of learning assignments with audio media (27% regular users), 
and paper-and-pencil assignments with TV (20% regular users). The least 
frequently used combination was learning assignments with TV, with only 8% 
regular users. 

100% .--r---r-----r---r-----r---r-----.---.-. 

90% +--t. __ J-----j 
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70% 

60% 

50% 

40% 

30% 
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Paper/Audio Learn/Audio Paper/TV Learn/TV 

D never 

D sorretimes 

IIII often 

• very often 

• always 

Figure 2: Percentages of Students Reportedly Using Four Homework/Media 
Combinations 'Always', 'Very Often', 'Often', 'Sometimes' or 
'Never' 
Note: Paper = paper-and-pencil assignments; Learn = learning 
assignments. 

The frequency of background media use appeared to depend on both the level of 
secondary education and grade level (8 or 10). Lower-LSE students more often did 
their homework with media playing. In comparison with students in Grade 8, 
students in Grade 10 more frequently combined listening to audio media with 
doing homework assignments, whereas students in Grades 8 and 10 did not 
significantly differ in the frequency with which they combined doing homework 
with watching TV. 
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2.3 Media Content with which Homework was Combined 

Of the students who reportedly did their homework with audio media on, virtually 
all (99%) played background music during their homework. Although most 
students indicated to listen to more than one type of music (e.g., heavy metal, rap, 
classical music, and bubbling), three genres were clearly favorite: pop (70%), 
house (55%), and rock (25%). 

Of the students who more or less frequently did their homework while the TV 
was on (about 50% of the sample), most students (76%) selected music TV as 
accompaniment for doing homework. A smaller number of students who 
combined doing homework with watching TV also mentioned drama series 
(53%), sports programs (23%), and talk shows (23%). 

When asked to indicate which specific programs were 'usually' chosen to serve 
as a background during homework, the programs of the music channel MTV 
Europe, predominantly broadcasting videoc1ips, were mentioned most frequently. 
About 70% of the students who more or less frequently did homework in front of 
the TV, usually selected MTV. In addition, 30 to 40% of the students reported 
doing homework while specific soap and drama series were on TV (e.g., Beverly 
Hills 90210, and The Bold and the Beautiful). 

2.4 Division of Attention Between Homework and Background Media 

How respondents divided their attention between homework and background 
audio media and TV, respectively, was established by asking respondents to 
indicate to what extent a series of statements applied to them (always, often, 
sometimes, or never). In the percentages reported in this section, the respondents 
who indicated that a statement 'often' or 'always' applied to them were taken 
together (see Table 1). 

Table 1: Division of Attention Between Homework and Background Media 

When I do homework with music on % When I do homework with TV on '10 
(N=1465) (N=875) 

I hear the music in the background but I 67 I follow the TV program by glancing at the 59 
have my mind on my homewolk screen from time to time 

I do my homewolk but listen carefully to thf 37 I sometimes interrupt my homewolk to 45 
music at the same time watch TV 

I have my mind sometimes on my 27 I hear the TV in the background but have 41 
homework and sometimes on the music my mind on my homewolk 

I interrupt doing homework to listen to the 21 I have my mind sometimes on my 38 
music homework and sometimes on the TV 

program 

I forget that the music is on 17 I forget that the TV is on 15 
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In the case that students combined doing homework with music played by audio 
media, most students tended to regard homework as the primary task, although 
their attention for the background music was reported to vary considerably. Most 
students (67%) recognized themselves in the statement: 'When I do homework 
with music on, I hear the music in the background but I have my mind on my 
homework.' However, the background music demanded a larger share of the 
attention of more than one-third (37%) of the students, because they indicated that 
while doing homework they 'listen carefully to the music at the same time.' For 
more than one-fifth of the students, listening to background music was alternately 
a secondary and a primary task, as they reported having their mind 'sometimes on 
their homework and sometimes on the music' (27%), or to frequently 'interrupt 
doing homework to listen to the music' (21 %). A small minority (17%), however, 
indicated that the music usually vanished from their attention completely as they 
reported to 'forget that the music is on.' 

It is sometimes suggested that while doing homework, background TV 
functions like a kind of radio. This was indeed the case for a large minority (41 %) 
of the respondents as they recognized themselves in the statement that one 'has 
one's mind on the homework but hears the TV in the background.' Most students 
who had the TV on during homework, however, actually watched TV: 59% of the 
students reported 'following the TV program while doing homework by glancing 
at the screen from time to time.' The pattern that the focus of attention alternates 
between homework and background medium, held more often for TV than for 
audio media. About two-fifth of the students reported that they usually 'interrupt 
their homework to watch TV' (45%) or 'have their mind sometimes on the 
homework and sometimes on the TV program' (38%). As was found for audio 
media, however, for some students TV completely vanished from the attention: 
15% of the students indicated that they often 'forget that the TV is on.' 

2.5 Perceived Effects of Combining Homework with Background Media 

To find out how students perceive the impact of background media on homework 
performance, the respondents reacted to nine statements by selecting a positive, 
negative, or neutral alternative. For example, 'If one has music on while doing 
paper-and-pencil assignments, the music makes one concentrate (better, worse, or 
it makes no difference).' The nine statements were repeated for each of the four 
combinations of homework types (learning and paper-and-pencil assignments) 
and types of background media (TV and audio media). 

The perceived effects of combining background media with doing homework 
appeared to depend on both type of medium and type of homework (see Figure 3). 

On average, students felt that their performance on paper-and-pencil 
assignments was somewhat increased by the use of background audio media, 
whereas the impact of audio media on learning assignments and the effects of TV 
on both paper-and-pencil assignments and learning assignments were judged to be 
detrimental. According to the students, TV's effect on paper-and-pencil assign-
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ments was perceived to be about equally detrimental as the effect of audio media 
on learning assignments, whereas homework performance suffered most when 
working on learning assignments was combined with watching TV. 
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Figure 3: Mean Perceived Effects of Background Television and Audio Media 
on Students' Performance on Paper-and-Pencil Assignments and 
Learning Assignments 

Note: Scores varied between -10 (combination was thought to have a 
strongly negative effect) and +10 (combination was thought to have 
a strongly positive effect). 

How students perceived the effects of background media was also dependent on 
their level of secondary education (see Figure 3). Higher-LSE students tended to 
judge the impact of background media on homework to be more detrimental than 
did lower-LSE students. Perhaps, higher-LSE students develop a more critical 
attitude towards background media because their homework assignments are more 
difficult than those of lower-LSE students. As reported above, higher-LSE 
students spent more time doing learning assignments than do lower-level 
students. 

The perceived effects of audio media and television on learning and paper
and-pencil assignments corresponded to the frequency of background media use. 
As a rule, the more detrimental the effects of a homework/medium combination 
were judged to be, the less frequently the combination was used. This finding 
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suggests that students' choices of background media were guided by their 
perceptions of the impact that background media have on homework performance. 
It is also possible, however, that students' evaluations of background media's 
impact served to rationalize their own homework behavior. Students who often 
combined homework with media could have a stronger tendency to give favorable 
evaluations of media's effect on homework performance. 

Finally, the perceived effects of TV were dependent on the type of TV program 
watched (see Figure 4). Students thought that their homework performance 
suffered less from music programs than from the remaining TV program types, 
namely news programs, sports programs, talk shows, game and quiz shows, and 
drama series. The differences between the five last named program types were not 
significant, with one exception: Drama series were judged to hinder homework 
performance more strongly than were news and sports programs. 

2 

0 

., 
-2 

-3 

-4 

-5 

-6 

-7 

Low LSE Medium 
LSE 

High LSE 

• Paper/Audio 

• Learn/Audio 

tI Paper/TV 

CLeam/TV 

Figure 4: Mean Perceived Effects of Six Types of Television Programs on 
Students' Performance on Paper-and-Pencil Assignments and 
Learning Assignments 
Note: Scores varied between -10 (combination was thought to have a 
strongly negative effect) and +10 (combination was thought to have 
a strongly positive effect) 
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3. Experimental Research on the Impact of Background Media 

The survey informed us of students' opinions about the effects of background 
media on homework performance. The question now is whether the effects as 
perceived by students correspond to actual effects. As discussed above, the actual 
impact of background media on homework performance has been investigated in 
only one study. However, a number of studies examined how a background of 
television or sounds affects students' performance on various cognitive processing 
tasks. This section discusses the experimental findings that are relevant to the 
question to what extent homework performance is influenced by background 
media. In the next section we will compare these experimental findings to 
students' perceptions of the effects of background media. 

3.1 The Impact of Background Media on Homework Performance 

Recently, the effects of background television and radio on homework perfor
mance were investigated in two small-scale experiments with students between 11 
and 13 years in age (Olol et al., 1994). In the first experiment, each subject (N = 
12) worked on mathematics assignments under three distractor conditions: quiet; 
self-selected and self-regulated radio; and self-selected and selfregulated TV. In 
the second experiment each subject (N = 9) worked on reading assignments under 
the same three distractor conditions. Both experiments showed that the students 
tended to perform best in quiet and worst with a TV operating but the differences 
found generally were not statistically significant in either experiment. The authors 
therefore concluded that no considerable distractor effects were found. However, 
the design of the Olol et al. experiments was subject to several limitations. First, 
as noted by the authors, the small samples of subjects involved in both 
experiments restricted statistical power for detecting significant differences 
between study conditions. Second, both in the radio and TV condition, subjects 
were allowed to watch or listen to self-selected programs. Consequently, the 
experiments were unable to uncover differential effects of various kinds of media 
content on homework performance. Therefore, these experiments do not form 
convincing evidence for the absence of any effect of background media on 
homework performance. 

3.2 The Impact of Background Television on Cognitive Tasks 

Most research into the impact of background television has been conducted by 
Blake Armstrong and his colleagues (Armstrong & Greenberg, 1990; Armstrong, 
Boiarsky & Mares, 1991; Armstrong, 1993; Armstrong, 1995). In four 
experiments these researchers addressed two main questions: (1) What types of 
intellectual tasks are influenced by background television?, and (2) through what 
mechanisms does background television influence performance on concurrent 
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tasks? The experiments were carried out with university students as subjects. The 
subjects were assigned at random to either a television condition or a control 
condition. In the television condition, the subjects were tested on several cognitive 
processing tasks with a continuous background of television, whereas the control 
subjects worked in quiet. The findings of the studies concerned the types of tasks 
that were affected by background television, the influence of the content of 
background television on homework performance, and the question whether or not 
the impact of background television lessens as students get habituated to TV. 

3.2.1 Types of Tasks 

Background television was shown to interfere with three types of cognitive tasks. 
First, the presence of background television affected the performance on complex 
cognitive tasks which demanded a lot of attention (Armstrong & Greenberg, 
1990; Armstrong, Boiarsky & Mares, 1991). Specifically, three types of complex 
tasks were impaired: (1) reading comprehension tasks (Armstrong & Greenberg, 
1990; Armstrong, Boiarsky & Mares, 1991; Furnham, Gunter & Peterson, 1994); 
(2) the Tower-oJ-Hanoi puzzle, a nonverbal test of spatial problem solving which 
demands the ability to perform means-end analysis and planning (Armstrong & 
Greenberg, 1990); and (3) the Uses Test, a measure of cognitive flexibility which 
asks a subject to come up with as many uses as possible for a common object (a tin 
can) within three minutes (Armstrong & Greenberg, 1990). Unaffected by the 
presence of background television were four tasks involving simple, selfcontained 
problems: a digit-span test, a mental-arithmetic test, a sentence verification test 
which asked subjects whether a sentence correctly described a given picture, and a 
letters-series completion test demanding the recognition of a pattern in a series of 
letters. These findings were interpreted in terms of capacity interference. The 
authors supposed that the combination of complex tasks with television viewing 
exceeded human attention capacity, whereas the combination with simple tasks 
remained within limits. 

In addition to capacity interference, background television was hypothesized to 
influence cognitive processing through the mechanism of structural interference 
(Armstrong, 1993). This kind of interference exists when two tasks make 
demands on the same information-processing subsystem, such as two spatial 
processing tasks or two verbal tasks. Similar tasks may interfere with each other 
even if overall attentional capacity limits are not exceeded. In two studies, 
background television was found to have effects that the author ascribed to 
structural interference. Armstrong (1993) found that background television 
impaired performance on problems requiring visual-spatial processing as assessed 
with a test of geometric analogy problems, whereas verbal analogy problems were 
not affected. This finding was seen as an instance of structural interference, 
because the author assumed that background television through peripheral visual 
stimulation interfered with visual spatial analogy problems but not with verbal 
analogy problems. In a later study, background television appeared to interfere 
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with the performance on a short-term-memory test requmng the rehearsal of 
letters or numbers (Armstrong, 1995). The author argued that the performance on 
this test depended on a cognitive subsystem called phonologically-based working 
memory. The finding that the rehearsal task is impaired was ascribed to structural 
interference in this subsystem of the rehearsal task with the speech sounds of 
television. Although, in our view, the results of the experiments do not 
unambiguously justify the authors' interpretations of the mechanisms through 
which interference is supposed to take place, the experiments do suggest that 
background television may interfere with the performance on three types of tasks: 
complex tasks, geometric analogy tasks, and rehearsal tasks. 

3.2.2 Content of Background TV 

In two experiments, Armstrong and colleagues examined the influence of the 
content of the background television stimulus (Armstrong & Greenberg, 1990; 
Armstrong, Boiarsky & Mares, 1991). In the first experiment, high-verbal content 
(the drama programs Dynasty and Knots Landing) was compared with high-action 
content (the violent action programs The A-Team and The Hunter). In the second 
experiment the high-verbal programs were compared with a videotape showing 
only television commercials. No indications were found that the content of 
background television influenced the performance on the cognitive tasks, even 
though the subjects in the second experiment reported experiencing the 
commercials as more distracting. 

3.2.3 Habituation to Background TV 

One may argue that students can get used to background television. To assess the 
existence of a possible habituation effect, subjects in the two last mentioned 
experiments were asked to estimate their viewing time, and how often they study 
or read in the presence of background television. Heavy viewers and students who 
reported frequent use of television during homework performed no better than 
light viewers and students who never used television while doing homework. So 
there was no evidence for a habituation effect in either study. 

3.3 The Impact of Background Sounds on Cognitive Tasks 

Research into the impact of background sounds on cognitive processing tasks was 
concerned with, among other things, the effect of various types of background 
sounds on reading comprehension. In a series of experiments, subjects were 
instructed to fully concentrate on the reading matter and to ignore the background 
sounds (Martin, Wogalter, & Forlano, 1988). In spite of this instruction, an 
acoustic background of meaningful words - as compared to nonsense words, 
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instrumental music, noise, and silence - appeared to interfere with reading 
comprehension. The authors concluded that one cannot avoid processing 
meaningful background sounds (,mandatory processing'). In addition, background 
music was shown to impair short-term memory. When subjects tried to memorize 
nine-digit numbers, vocal music had a more deleterious effect than instrumental 
music had; instrumental music interfered more than did noise or silence, whereas 
no difference was found between noise and silence (Salam, & Baddeley, 1989). So 
besides the interference of speech sounds with rehearsal tasks which was 
discussed under the heading of the impact of background television, there is 
evidence that a background of meaningful words can interfere with reading 
comprehension, and that a background of music, especially vocal music, can 
impair the performance on short term memory tasks. 

4. The Validity of Students' Perceptions in the Light of Experimental 
Research 

The purpose of this section is to compare students' perceptions concerning the 
impact of background media on homework performance, as found in our survey, 
with relevant experimental findings, as discussed above. 

Perception 1: Television hinders homework performance more than audio media 
do 

Dutch secondary school students felt that the impact of television on their 
performance on homework assignments was more detrimental than the effect of 
audio media. A similar result was found among their U.S. peers (Patton et aI., 
1983). The actual effects of background radio and background TV have been 
compared in only two experiments by 0101 et a1. (1994). As stated before, 
although these experiments showed that students did slightly better with the radio 
on than with the TV on, the difference was not significant, possibly due to lack of 
statistical power. 

It does seem likely, however, that homework performance suffers most from 
TV because this medium may distract students not only auditively but may also 
cause students to look away from their homework. The assumption that the 
distraction caused by background TV is stronger than the interference due to 
audio media is supported by the finding in our survey study that the alternation of 
attention between homework and TV was reported to occur more frequently than 
the alternation of attention between homework and audio media. 

In sum, the available experimental findings do not support perception 1, but 
the experiments seem too small in scale to be regarded as convincing evidence. 
We suspect that further experiments that are better designed will yet show 
television to hinder homework performance more than audio media do. 
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Perception 2: Paper-and-pencil assignments suffer less from background IV than 
do learning assignments 

Experimental studies showed that background TV interfered more strongly with 
complex tasks demanding continuous concentration as compared to short simple 
tasks (Armstrong & Greenberg, 1991). Although both homework types may 
comprise complex as well as simple tasks, it seems reasonable to assume that in 
general learning assignments more often demand continuous concentration than 
do paper-and-pencil assignments. If this assumption is correct, perception 2 is 
supported by empirical evidence. 

Perception 3: The effect of music IVprograms is less negative than the effects of 
other IV programs 

Effects of the type of background television stimuli were examined in two studies. 
One compared high-verbal drama programs with high-action violent programs 
(Armstrong & Greenberg, 1990), the other compared drama programs with 
commercials (Armstrong, Boiarsky & Mares, 1991). In neither study content 
effects were found, although students felt that the background of commercials was 
more distracting than the background of drama programs. The latter finding 
suggests that students' perceptions of interference effects caused by background 
media may not always be reliable. Unfortunately, no experiments have been 
carried out comparing a background of music television with other television 
content. So, although the available research evidence does not suggest an effect of 
program type, we cannot be sure about the validity of perception 3. 

Perception 4: Background music has a beneficial effect on doing paper-and-
pencil assignments 

Experimental studies have investigated the effect of background music on reading 
comprehension (Martin, Wogalter & Forlano, 1988) and number memorization 
(Salame & Baddeley, 1989). The reading comprehension task used in the 
experiments can be regarded as a paper-and-pencil assignment, whereas number 
memorization may be seen as a learning assignment. Performance on the reading 
comprehension task in the experiments appeared to be impaired only by 
meaningful background sounds, such as speech and vocal music, whereas 
instrumental music had no effect. Number memorization, however, was adversely 
influenced not only by vocal but also by instrumental music (Salame & Baddeley, 
1989). Although these experiments suggest that the impact of background music 
may depend on the type of homework assignment, no indications were found that 
background music may have a beneficial effect on doing paper-and-pencil 
assignments. So, perception 4 is not supported by experimental findings. 
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5. Perspectives for Cooperative Research 

There are indications that the importance attached to homework may differ 
between countries. Whereas Dutch students indicated to spend 11 hours per week 
doing homework, their U.S. peers in Grades 7 to 9 reportedly spent considerably 
less time doing schoolwork at home, namely 6 hours per week (Patton et aI., 
1983). Although the Dutch and American figures are not directly comparable 
because students' estimates of the amount of time spent doing homework time 
were obtained through different questions, the difference seems too large to 
ignore. Moreover, Dutch and U.S. students seemed to differ in opinion about the 
effect of audio media on homework performance. According to the U.S. students 
in the Patton et al. (1983) study, audio media generally had a positive effect on 
homework performance. Dutch students, however, indicated that the effect of 
background audio media depended on the type of homework involved, positive 
when used with paper-and-pencil assignments but negative when used with 
learning assignments. 

The differences in study time and perceived effects of audio media found 
between Dutch and U.S. students may reflect cross-national differences in the 
importance attached to homework. The importance attached to homework may 
also differ for students from varying educational levels. In our survey, students 
from higher levels of secondary education spent more time doing homework, they 
used background media less frequently, and they perceived the use of background 
media as being more detrimental to homework performance than did lower level 
students. 

The questionnaire that was used in our study is suitable for use in other 
countries than the Netherlands. It would be interesting to compare our findings 
with those from other European countries. Probably, the availability of audiovisual 
equipment differs between countries in western and eastern Europe, depending on 
the level of prosperity. Moreover, international differences may be found in the 
amount and types of homework. An interesting question is whether these 
differences are related to how frequently students use background media, and to 
students' perceptions of the impact that background media may have on 
homework performance. The intellectual challenge of cooperative research in this 
area would be to arrive at sensible interpretations of differences that are found 
between different countries. 
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v. Contemplative Contributions 

Sovereignty and Citizenship: Realms of Schizoid Perception in 
Britain in Relation to Television's Mediation of Europe 

1. Mallory Wober 

1. Introduction 

Although Rosengren (1995) has described a multidisciplinary arena in which 
there may be a parity of esteem between researchers who occupy different 
scientific traditions, some psychologists (eg., Argyle, 1994) are at least wary of 
the work of sociologists, let alone any such as postmodernists who may be outside 
the pale of scientific orthodoxy. This may be because the former feel that the latter 
indulge in opinionation; interpretations are asserted which do not spring from 
"controlled" investigation (or sometimes, even without any). On the other hand 
some sociologists are critical of psychologists as being reductionist and artificial 
in the narrowing of questions, or of situations, beyond the point at which they 
regard the application of the results to real life situations as credible. 

Rosengren asserted that not only is the emerging field of communications 
studies in a "precarious" position - but "all disciplines are, always"; in the same 
volume Charlton (1995) dealt with a "border zone" between foci of enquiry, 
seeming to reflect some of the difficulties mentioned by Rosengren, and urged that 
it is "advisable to work with a very broad definition of communication". 

The study offered here has had to do without the benefit of direct access to 
systematic survey, or of laboratory facilities. Instead however, of perceiving this as 
a drawback, the opportunity is taken to assemble information from an array of 
sources in the public domain; most of these "data" are secondary, but they include 
ingredients which are not "data" but are ideas. These could emerge from the realm 
of common sense, but some arose from the writings of "postmodern" theorists. 
While many of such theories are not (by style, rather than by definition - since 
they distrust definitions!) couched in scientific (modernist) terms, some may 
regard them as not better than ill organised heuristics. They will however be 
carefully harnessed here, in an orthodox tradition of scientific psychology. 

Turner (1980) is a social anthropologist with a "postmodern" turn of enquiry, 
who suggested that "social drama" is a useful category with which to examine the 
"digestion" of certain events with which the press and broadcasting - and possibly 
the public as well appear to be fascinated. Gitlin (1980) provided such a study of 
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the Students for a Democratic Society movement in the United States; and 
Wagner-Pacifici (1986) followed this with an analysis of the kidnapping of Aida 
Moro - a three month social drama whose structure contained the necessary 
elements of breach, crisis, redress and (either) resolution or (in this case) schism. 

One effort to understand what was happening in the Moro drama was that of 
Enrico Pozzi (cited in Wagner-Pacifici, p.273) who "connected Moro's 
assassination with the presidential pardon .. of a boy who had murdered his father. 
Pozzi wrote of the need to kill the impotent father in order to save the "father's 
name" as the impulse behind both the state's rejection of Moro and the absolution 
of the young patricide: "Moro the prisoner was too accurate a mirror of the 
impotence of a social system and of its power. For this, an entire country desired -
deep down while faking the contrary - the killing of Moro ... ". 

This is a very problematic and challenging assertion - it offers an explanation 
at a deep and, if true, very satisfying level, of what Italy went through at the time. 
It was not, of course, easy to have examined such a theory empirically (either by 
surveys, discussion groups or experimental methods), nor does Wagner-Pacifici 
mention or even seem to think about any such a test; indeed political scientists or 
psychoanalysts of this kind do not share with psychologists much common ground 
in devising studies with which to examine theories!. Nevertheless, the social 
drama appears to be a more subtle and powerful notion than that of the "moral 
panic" (on which several of the examples given in the literature do not provide 
much convincing evidence of panic). 

In the second part of this paper an examination will be offered of the episode 
in which the French footballer Eric Cantona kicked a supporter; it took about 
three months in which to resolve what in retrospect seems an insignificant event; 
but it will be proposed that, as with the much more serious Moro assassination, 
the Cantona kick provided a "window" through which to examine various 
interesting aspects of the psychological state of the British public, particularly in 
respect of its relationships with Europe. 

2. Observations: The Political Realm 

Britain is a Kingdom; it has a Sovereign, and its notions of rights and powers are 
interwoven with this historic structure. The powers and rights of the Monarch 
have changed across the centuries, from a time when it was held (at least by the 
King) that he had a Divine Right of executive authority over the realm, to the 
present, in which the "Constitutional" monarchy is seen by most as essentially 
powerless, more of a ritual "rubber stamp" for the actions of Parliament. This idea 
of Divine Right formally died with its last exponent, King Charles I, when he had 

1 
One possibility would be to locate people who were impotent father.; within the society and to rompare 

their levels of existential anxiety with those of people who were impotent father.; in some other (less 
paternalist) society, or with father.; who remain potent, in Italy. Another idea would be to locate people who 
knew or who felt their father.; were impotent, and to explore their levels and directions of aggressive feeling, 
romparing these with similar feelings among those believing their father.; were potent 
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his head cut off. Nevertheless, Parliament itself embodies devices which presume 
that the Monarch is the ultimate seat of something between power and ritual. 
Thus, a large Mace lies on an ornate stand in front of the Speaker's desk, and this 
symbolises the Sovereignty of the Queen in Parliament; if the Mace is not on its 
stand the validity of Parliament's proceedings is broken. On one celebrated 
occasion Michael Heseltine, then President of the Board of Trade, in the heat of 
some argument lifted the Mace from its stand, causing uproar. In a study of the 
public's knowledge of the working of the House of Commons (Wober,1990) the 
percentage answering correctly about the function of the Mace increased, across 
the period when television was introduced. 

Another structure binding Parliamentarians with the Sovereign is the Privy 
Council. This body (whose members are so for life, and who are not all 
Parliamentarians) includes senior politicians of the main parties; these people 
refer to each other in debates by a special term - not like "ordinary" MPs who are 
"the Honourable Member ... " but "the Right Honourable Member..". The Privy 
Council "advises" the Queen, but also provides a cabal of trust in which party 
loyalties are set aside within a common loyalty to the Monarch; certain security 
matters are discussed in the Privy Council, and the Leader of the Opposition (and 
some others) are thus "privy" to matters in a way which emphasises a common 
"vertical" relationship, rather than the "horizontal" partisan oppositions which 
characterise normal political life. 

Although the Queen is Sovereign in Britain, the ratification of the Treaty of 
Maastricht meant that the Queen became a citizen of Europe, in common with all 
other British people who are (domestically) nevertheless still her "subjects". This 
dual role for the Queen is so recent that its implications have hardly begun to be 
understood and worked through. One arena in which the neccessary work will be 
done is that of television. The work has obvious political dimensions, but it also 
has social psychological counterparts. In other words, at one level the operations 
of the State will be formally affected; but at other levels the perceptions and 
feelings of the population must ideally also develop in tandem with the political 
evolution. 

It is not just the ideas of the public which face radical structural change in 
regard to the country's European future. Parliamentarians (themselves members of 
the public) have a view of a particular nexus in which change may be wrought. 
When they agreed to admit television into the House of Commons in 1989 two 
implied reasons were that this would increase the knowledge the British public 
would have, of Parliament's activities, and it would increase the esteem in which 
the public regarded the Lower House. If both these aims were achieved (and there 
is evidence that at least initially, they were - see Wober, 1990), it would reinforce 
the relationship between the Commons and the public. This being so, it called in 
question what MPs felt about the possibility of powers shifting to the European 
Parliament. 

This question was in fact put to MPs in a survey (Wober and Bovill, 1990); the 
result was a wide degree of disapproval for the proposition that "the power of 
Parliament in Westminster should be reduced in favour of the European 
Parliament in Strasbourg whose power should be strengthened". Only 2 per cent 
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of a sample of 167 Members agreed strongly with this, and another 8 per cent 
agreed, making one in ten of the sample with some agreement. On the other hand 
26 per cent disagreed and 50 per cent did so strongly. 

Notwithstanding this skewed distribution simple correlations were calculated 
with other measures, and several emerged as significant. Frequency of contact 
with other EC nationals was one correlate of lower opposition to a shift of power; 
so too was agreement with the ideas that there should be on-screen identification 
of MPs speaking, and that television should be free to use extracts of the 
Commons material for satire or comedy programmes. Overall approval of 
televising the Commons was also linked with support for some dilution of its 
powers in favour of Strasbourg! It appears therefore that there are some few more 
radical MPs (more on the Opposition than the Conservative side) who welcomed 
television, were ready to grant it liberties with what it recorded and even 
countenanced some shift in powers. It must be remembered, however, that this 
was an extreme minority view. 

An example of one of the operations of State - concerning television - is the 
production of the next Charter for the BBe. While the Independent (commercially 
funded) channels are governed by an Act of Parliament - subject to debate and 
amendment before formal endorsement by the Queen, the BBC has been, and will 
for the next few years be governed by a Royal Charter. This is formally a 
document authored by the Monarch. In fact the Charter is drafted by "her 
Majesty's Minister(s)" (the Secretary of State for the Department of National 
Heritage, and the others in Cabinet) - or by civil servants in collusion with the 
BBC itself, bearing in mind the findings of a Parliamentary Commission of 
Enquiry on the matter; the draft charter is shown to Parliament, which will 
discuss (not debate) it, without any formal powers to alter it; after this it will 
return to the Ministry and after some modification there will go to the Queen for 
signature. These events are due to happen in mid-1995; they will on this occasion 
take into account any relevant requirements of the European Union (for example 
concerning proportions of material which may be required to have been made in 
Europe). Thus a new version of what was hitherto an entirely autonomous British 
instrument, will embody conditions laid down by a higher authority - that of the 
European Union. 

It is likely (though not known) that the British public largely believe that the 
BBC's Charter is an autonomously British instrument. Whether it would matter at 
all to the British to know or to feel that some constraints on the BBC's Charter 
were involved at a European level, is not known; but in the absence of any specific 
indications, pointers from public opinion concerning other matters and events 
may provide a useful guide to an understanding of the developing dynamics of 
personal identity within the European context. 

Adults' opinions concerning various facets of integration between Britain and 
Europe were surveyed, in connection with the 1994 Election to the European 
Parliament (Wober,1994). Ten attitude statements surveyed at the time of the 
1989 election (Wober,1995) were repeated. These included (at the most strongly 
affirmed pole) "there should be a common standard for content and labelling of 
foods"; while 82 per cent had agreed with this in 1989, 77 agreed in 1994. Using 
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a five-point response option and projecting results on to a 100 point scale, to take 
account of intensity of opinions, this food-labelling item had a scale score of 81 in 
1989 falling to 74 in 1994. The least affirmed item in this list ("there should 
eventually be a single European head of State, whether a President or Monarch" 
had a scale score of 24 in 1989, remaining virtually constant at 25 five years later. 

While all the ten items referred to above dealt with economic or political 
structures and practices seven other items dealt clearly with television as a vehicle 
for Europe-wide broadcasts. The most affirmed of these: "each country's TV 
channels should be carried on satellite to be visible in all European countries" 
received a scale score of 58 in 1989, but increased slightly to 60 in 1994; at the 
least strongly supported end of this scale the notion that "British TV should show 
good European made TV dramas in the original language without dubbing or 
subtitles" had a rejection-level score of 31 in 1989, softening to 35 in 1994. 

Taking the political-structural, and television items as groups, a summary of 
the positions over the five year period appears as follows: 

Table 1: Attitudes Towards Aspects of UK-EU Integration 

Mean Scores 1989 1994 

10 Political structural items 55.1 53.8 

6 T e1evision-related items 50.3 52.7 

The minimum number of panel participants replying to anyone of the items in the 
above aggregates was over 2400, drawn representatively of the nation. With this 
large number, and the use of five point response scales for single items, but 
aggregating several items in a set, differences of 2.0 may be considered small, 
though social-psychologically significant. Had both sets of aggregates moved in 
the same direction there may have been an explanation that the nature of the 
panel had changed; however, the sets of aggregates' results moved in different 
directions. There was a slight increase in support for television as a means of 
relating the United Kingdom with Europe, but also a small decrease in support for 
real structural changes. Nevertheless, support for integrational changes remains 
(just) positive. This new research, carried out by courtesy of the BBe's Research 
Department, remains to be analysed further to examine any connections that may 
exist between patterns of viewing of election coverage, knowledge of the European 
Union and other items. 

These results indicate that among adults, readiness for structural integration 
(affecting social services, customs duties, tax levels, a single currency and other 
substantial innovations) has moved "downwards" from lukewarm support to a 
position closer to equivocation. Yet with regard to television, there is some 
"upward" movement of greater readiness to see things European. In this situation, 
it may be expected that incidents with a "high profile of visibility", such as will be 
reported below, though they may be entirely trivial at one political level, may 
afford both a "window into the psyche" of the public, and may even have some 
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effect on overall attitudes, if it may be right to assume that an averaged position 
on the fulcrum represents an unstable rather than a stable equilibrium. 

To add to the above survey results amongst adults, there is also some (though 
much earlier) evidence from replies from a nationally representative panel of 
children. This was run by the BBC's Audience Research Department, and in 1992 
members were sent questions which touched upon matters concerning Europe. 

In one set of questions children were asked how often they had seen (on 
television) Girls or Women doing each of a list of 17 activities. Replies were on a 
five point range from Never (scaled to 0) up to Very Often (scaled to 100). The 
item with the highest (most often noticed activity) score was "taking care of baby 
children" with a value of 80; the item with the lowest score was "laying bricks to 
build a house" with a value of 10. In this context it may be of interest that the 797 
respondents returned a scale score of 52 for seeing females "speaking a language 
other than English". There were no differences in results from boyar girl 
respondents, or across children from homes in higher or lower socioeconomic 
strata; however the mid-age children (10-12 years old) returned a higher scale 
score (56) than the younger ones (43 among the 7 - 9 year olds). 

Results for perception of Boys or Men performing each of the same list of 
activities produced the highest score for the most commonly (reported) seen item 
of "driving a police car" (88) down to the lowest score (7) for "working a sewing 
machine". "Speaking in a language other than English" had a scale score for 
oftenness of being seen performed by males, of 50. Again, the higher scores were 
among 10-12 year olds, and boys gave a slightly higher score (52) than did girls 
(47) for seeing males speaking languages other than English. 

A summary of these results is that females were seen to be speaking languages 
other than English slightly more often than were males; and both were seen to be 
doing this quite or more often (35 per cent said this for males and 40 per cent said 
it for females). The same respondents were then asked "when you grow up, do you 
want to do any of these things as a job?". To this question, "speak a language 
other than English" came top, with a scale score of 56. Boys' scale score was 51 
and girls' was 60. Girls gave this activity an aspiration score above their next most 
desired item "help to cure animals that are ill" which scored 57; boys' hopes to 
speak a non-English language came second to their highest rated aspiration "do 
complicated work on a computer" which scored 57. 

In a later week, children were asked two other questions exploring their 
perceptions of the British place in Europe. The first question was "from what you 
have seen on TV which of the following countries do you think has a similar way 
of life to your own?"; the second question was "from what you have seen on TV, if 
you had to live in each of the following countries, how easy do you feel it would 
be to settle in?". Because of the conceptual nature of the questions they were not 
tackled by those aged 7 - 9 (who in any case are probably often helped by their 
parents) but only by those aged 10 - 15. 

Results of children's perceptions of other countries were as follows: 
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Table 2: Children's Perceptions of Eleven Countries 

Similar to OWIl counlr) Easy to settle in 
% % 

England 97 95 
Scotland 78 79 
Wales 77 81 

America 67 79 
Australia 64 77 
Ireland 60 49 

France 42 52 
Spain 26 44 
Germany 26 23 
Italy 17 29 

Russia 2 2 

These results show clearly that the constituent countries of the United Kingdom 
included in the list (largely because the bulk of the sample are in England) 
identify most closely with England and the other two UK countries. For ease of 
settling in, America and Australia come next - both English speaking cultures that 
are frequently and knowingly seen on television. The other European Union 
countries occupy a third group position, both in regard to perceived similarity to 
onels own country and to ease of settling in. One noticeable difference between the 
two scales concerns Spain, and this may (there is no way of asserting the validity 
of such a link with the analyses thus far available) have something to do with the 
soap opera Eldorado, set in Spain, which the BBC had been showing at the time. 
Virtually no children thought that Russia has any similarity with their own 
country, or would be easy to settle into. 

3. Observations: A 'Critical' Incident 

One might subtitle this social drama, "The Story of Cantokix"; or more earthily, 
in the jest of one Bournemouth student, the tale of: "The Shit Hits The Fan". To 
explain this drama it is necessary to give it some perspective. Soccer is probably 
the sport which is most widely and enthusiastically attended in person, and 
watched on television, over two thirds of the year, in Europe. Other sports such as 
cricket or volleyball, athletics, tennis and skiing are localised to subsets of 
countries, played or pursued for less of the year, aUract fewer spectators and for all 
these reasons draw in less money. To put it simply: among sports, soccer reigns 
supreme. 

In recent years soccer from other European countries (notably from Italy) has 
been televised in Britain, and no doubt there has been much other Hcross border 
playta flow"; as well as seeing other countries' matches there have been numerous 
transfers of foreign players, sometimes for huge fees. Austria (with a relatively 
small soccer "market") draws in good but 'cheapl Eastern European players, and 
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the best of these also play in the rich soccer fields of the larger EU countries, 
which also attract players from each other. There may be some saturation already 
reached in this interchange, as suggested by the finding (Wober, 1994) that 
among the seven items describing television bringing Europe-wide events to 
Britain, on which there was overall average approval and indeed an increase in 
approval from 1989 to 1994, the only item in which there was a slight reduction 
of approval was that "British TV should show a wide range of European sporting 
events with commentaries in English ". It was still true that 42 per cent agreed 
with this, as against 26 per cent disagreeing. 

The readiness to see European "events" may not be the same for soccer as for 
other sports, and may work differently for the welcome extended to each of the 
many European star players who come to play for English sides. One such player 
worth comment now is Jurgen Klinsmann, who spent a year with Tottenham 
Hotspur. When he arrived there were supercilious tabloid press "stories" about his 
"diving" (implying faking of opposing fouls, in search of penalty kicks), 
notwithstanding his prowess as a "striker,,2. Klinsmann dealt with this skilfully, 
performing joke dives - but importantly also scoring remarkable goals, and 
dealing very well with the press. His reportage improved dramatically. Midway 
through the season, when another European player, goalkeeper Mark Bosnich of 
Aston Villa violently and illegally challenged the oncoming Klinsmann, the latter 
was knocked unconscious, and hospitalised for a night. No disciplinary action 
occurred against Bosnich, who was lucky there had been no fundamental injury to 
the German, and no cameras to record the scene. At the end of the season when 
Klinsmann departed for Bayern Munich, the farewells were extremely affectionate 
and sincere on the part of the footballer, the press and the fans. 

The relationships between Eric Cantona and his clubs and fans have been 
much more complex. He had a mercurial career in French football; fined in 1987 
for blacking his own goalkeeper's eye at Auxerre, he nevertheless gained an 
international cap, and joined Marseilles at a high fee. Banned for a year from the 
national team for calling its coach a 'sac de merde' he was suspended indefinitely 
by his club for kicking a ball into the crowd and throwing his shirt at the referee. 
After further aggressive episodes he transferred to Leeds United, trailing what one 
French commentator referred to as "clouds of sulphur". 

Although in 1993 Cantona was fined £1,000 for spitting at a fan and was 
banned by UEF A for four games for aggression, his football excited great 
admiration and was significant in Leeds' emergence from footballing doldrums 
and their winning the League title. Leeds' fans may be said (King, 1995) to have 
developed a "cult of Cantona" in which they "did not merely admire Canton a's 
manliness of his style but loved him in the way that someone might love their 
partner. After the departure of Cantona (to Manchester United), a Leeds fan 
described to me that he now hated the Frenchman just as he might have hated a 
girlfriend whom he had once loved, but (who) had now left him". Cantona was 

2 
The word is probably significant, with its aggressive connotation; previously, such players were simply 

"forwards"; those with a particular scoring role could be termed "scorers"; but no - strikers they now are. 
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said to have reciprocated such feelings: "I prefer the atmosphere here ... you are 
closer to the public, it is warmer, there is room for love" (King, op.cit). The 
cartoon from the fanzine certainly indicates some deep feelings had been excited 
by the Frenchman. 

Figure 1: A Leeds United Supporter's View of Cantona (taken from King, 
1995) 

Cantona's presence at Manchester United is widely regarded as having contributed 
significantly to their success. So, on the same day when Klinsmann fell to 
Bosnich, unnoticed by the press, the television cameras were present when 
Manchester United played Crystal Palace. John Shrewsbury, a senior BBC 
producer responsible (or football and golf, and Brian Barwick, Sportsnight editor 
had decided that when yellow or red cards were "awarded" to a foot baller, instead 
of instant replays, coverage would continue until the incident was concluded. 
Cantona had been provoked in play, had retaliated and was sent off, followed by 
the cameras. In the words of Andrew Malone (Sunday Times, Focus, 29 
January,1995, p.l) "as he trudged off the pitch ... (Cantona) ... snapped under a 
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barrage of insults. Matthew Simmons, a 20 year old window fitter, spotted his 
chance. He raced down 11 steps ... to abuse Cantona. He claims he shouted ... 'Off 
you go Cantona, an early shower for you!' those around him remember his face 
contorting with rage as he yelled 'You French b*****d, f*** off back to France!'. 
Simmons has since admitted he may have sworn". 

" ... Cantona ... jumped over the crash barrier. .. unleashing a kung-fu kick into 
Simmons' midriff ... the needle had been stitched perfectly ... that moment of mad 
revenge has had shattering repercussions ... ". Norman Giller wrote in the Sunday 
Express (29 January 1995) that the tackle "has now been screened more than 80 
times. The BBC, SKY and lTV news programmes were first to show it ahead of 
the Sportsnight coverage. Charles Bremner (The Times, 27 January 1995) 
reported "we're going to start by showing you some loathsome pictures ... the 
newsreader intoned ... the atrocity, it turned out was in neither Bosnia nor 
Chechenya, but at Crystal Palace". 

Malone's article goes on to identify several reasons for (some) fans' aggression. 
Quoting an interview with one, he reports "we do it to upset players. The old days 
are gone. You can't pick fights now, the busies (police) will soon nick you with all 
the camera gear. But if you can rile a player and wind him up to get a red card 
then you've got a chance of winning"; another supporter is quoted "they can kick a 
ball but at the end of the day people like us have to make a living and we won't 
earn in a year what they take home in a month. It's needle all the way; the more 
they get the needle the more mistakes they make". 

Figure 2: Recycling the Kick - as Ad and as Cartoon 

Other journalists' interviews indicate that it is not just Cantona or other European 
players who attract abuse; black British players particularly, are insulted, but so 
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are some whites. The source of apparently hateful behaviour may not (only) be 
based in hatred or xenophobia, but is perhaps something tactical and opportunistic 
(as well). There may now be two or three purposes in paying attention to this 
episode. One is to adduce various theories of behaviour to see if they fit events and 
may therefore gain in credibility and acquire greater detail. A second motive may 
be to try to understand what is happening in football; and in this case, attention to 
the European dimension may be relevant, even if it turns out not to have much 
explanatory appeal. The third purpose, and that which is in focus here, is to 
confront the episode with its European context and to try to deduce, from this 
examination, whether anything may be learned about British feelings about 
relationships with Europe. 

We need, therefore, to assemble theories which may shed light on the incident. 
Psychology offers personality theory, and in this perspective Cantona is explicable 
as an inheritor or early developer of a relatively high degree of neuroticism and 
psychoticism. Versions of this emerge in Bremner's report including the phrases 
"the Mozart of Manchester... mountain bandit looks inherited from Sardinian and 
Catalan grandfathers ... hothead ... petulant thug ... genius ... (identifying himself 
with Jim Morrison ... and Arthur Rimbaud) ... a loner in search of a dream". Those 
inclined to such theories may let the matter rest there; but others look also to 
situational variables. 

One element of context reported by Bremner, is that "Cantona's bohemian 
pretensions are regularly pilloried in the person of 'Picasso' ... the Cantona 
caricature in ... France's version of Spitting Image ... much of Cantona's profanity
laden utterances, which often impress the British in translation as clever Gallic 
abstractions, come over as posturing gibberish ... (this is not Bremner's comment 
on the profuse postmodern literature that has crossed the Channel) ... "; however, 
Cantona has evidently said, of the British that he loves "Ie fighting spirit.. the 
eager pride which they exude when it comes to defending their colours, or those of 
the Crown"! Bremner too, may have missed that Canton a may have been playing 
Rabelaisian games of "carnivalesque" humour (see Bakhtin's account, 1965) upon 
the journalistic descendants of the Age of Reason3• These possibilities remain to 
be confirmed empirically by candid interview with the footballer. 

A second strand of psychological theory involves imitation of others' behaviour 
(social learning); and in this, Cantona will simply have learned - and embodied -
the "language" (better - "pediage"?) of low tackles and high kicks, from sources 
on the football field and the entertainment screens. So too will Simmons have 
learned the "language" of the terraces (or some of its idioms) and the two together 
merely produce a predictable result. 

3 
Under the headline "Cantona free, philosophy nil" the Daily Telegraph (April Fool's Day,1995, p.l) 

reported that "addressing a packed and expectant press conference after his successful appeal ... Cantona 
said slowly in heavily-accented English: 'When seagulls follow the trawler, it is because they think that 
sardines will be thrown into the sea' ... as confused as the full-backs who(m) Cantona has bewitched with his 
wraith-like skills, jomaIists looked at each other for an explanation .. perhaps the mention of trawlers was a 
topical joke indicating tacit support for Spain in the turbot wars off Newfoundland. Mter all, Cantona's 
beloved mother ... is Spanish ... " 
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From the realms of cultural analysis and sociological theory come certain 
possibly relevant "postmodern" ideas (conveniently found in Docker, 1994) 
amongst which two concern the notion of the simulacrum, and the carnival. The 
simulacrum - merely a piece of jargon proposed by Baudrillard - refers to those 
"imploded" instances when original reality is fused with (mostly) its televisual 
representation; one of Baudrillard's examples is of Margaret Thatcher, and he 
implies that her evolved behaviour is so influenced by the image she wants and is 
trained to project, that the original reality is not worth considering as extant. The 
new, silver haired iron willed simulacrum is a welded composite of nature and 
(partly self-crafted) nurture. While Lady Thatcher has not been interviewed to 
seek empirical confirmation of such 'theories', one may provisionally accept the 
idea and see that it could equally apply to Cantona. 

To confirm whether Cantona has "progressed" (downwards -?- on some scale 
of locus of responsibility) from being an autonomous individual to becoming an 
example of what one theorist (Moores, 1993) persists in referring to as "readers .. . 
reduced to a set of textually inscribed subject positions... (or whose) .. . 
subjectivities are constituted in discourse " (which seems to mean a complete 
denial of individuality, replaced by a population of mutual externals), one might 
again (in empirical tradition) go and ask him some questions. In so far as this has 
been done (by journalists) Cantona appears to be well aware of the difference 
between his home and his stage 'self', so the notion that "media" have so far 
infused individual identity seems unconvincing. 

Awareness of the ancient phenomenon of the carnival has in this century been 
resuscitated by Bakhtin (1965), who points out that new forms are evolving which 
increasingly resemble their mediaeval (and third world) exemplars. In the 
carnival a crowd entertains itself. The roles of audience and of players, 
crystallised out so sharply in the "modern" (though it is quite ancient, too) theatre, 
are replaced. This theory (or is it merely an image, a metaphor?) would see the 
ideal stadium game as like a theatrical play; the players function in one realm in 
which rules govern what they do; the audience likewise observe their own rules 
(silence, and stillness, except after cadences in play). The current stadium is not, 
however, functioning in this ideal way (and this is where the European dimension 
may be one element in an evolution towards a carnival). 

Bakhtin's observations may also be relevant to an understanding of the mood 
of the House of Commons. To some extent, within its walls (and substantially 
misunderstood outside them) its "rowdiness" may constitute a form of enclosed 
carrnival. Televisation tames this, as do sombre apostles of the waning age of 
reason; and the spectre of the European Parliament may be one not of a superior 
power, but ironically in its physical proximity to the works of Rebelais, of a 
greater denial of laughter. 

Cantona's leap may symbolise that element of dissolution in the clear and ideal 
separation of roles (desired by the 'modern' design of matches), in which he vaults 
from the stage of play, with its players' rules, to the arena of spectators. For their 
part, important members of their group have already rejected their institutionally 
intended roles; they determine to involve themselves (via insults, often hurled 
coins and other projectiles, often spit) with the progress of match-play. So the 
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arrival of a "player" in their midst is only a symptom of the 'carnival' of 
interaction. 

To take this notion of the carnival any further, requires evidence from 
'spectators' and 'players' and journalists have contributed some. They seem to 
indicate that most players want to avoid and retract from a losely interactive 
'carnivalesque' situation. The British star Gary Lineker said Cantona had lost "les 
marbles"; Keith Curle, Manchester City's England defender urged "you remember 
you are a professional and you turn the other cheek" (both quoted by Bremner, 
op.cit). Yet others have dropped their guard, and some journalists (after initial 
headlines implying the uniqueness of Cantona's behaviour) cited several instances 
where players, and on one occasion the manager Brian Clough have attacked fans 
in the crowd. 

A third thread in postmodern theory (perhaps only a choice of sociological 
rather than psychological levels of explanation) holds that life contains many 
overlapping layers of reality, interaction. In this view, Cantona's action may have 
been determined 'multidimensionally'. This is not much different from a view 
quite common in social psychological studies of attitudes and behaviour. This 
multidimensional approach should attend to several elements in the 'penumbra of 
meaning' of the French player - his connotation (beyond his denotation), or if we 
visit the (thoroughly confusing, to an English speaker) jargon of Barthes, the 
signified behind the signifier; and the same should be assembled for the 
experience of Matthew Simmons. 

To start with Simmons, one might take into account frequent stories in "the 
media" highlighting stress between Britain and Europe. Examples of these are 
found daily in the press. They include - specifically with regard to France - trade 
disputes in which, for example, French farmers opposed the import of British 
lamb, and destroyed some; British anxieties over the export of live calves (in great 
discomfort) to the 'Latin' nations of France and Italy; the opening of the Channel 
tunnel, with its aired threats of rabies, but unexpressed fears of a more cultural 
intrusion, symbolised by French trains (like one of their forwards) so much faster 
than the English, and numerous awkward administrative orders emanating "from 
Brussels" (not far from France in English consciousness) especially if the 
motivating force there is portrayed in Britain as Jacques De1ors, the Frenchman, 
who wishes to subjugate Britain4• 

It may be significant that the British seem to have paid little or no attention to 
the actions of Kohl or Lammers (probably being entirely unaware of the latter) 
who propound federalist ideas which might indeed reduce sovereignty and local 
(British) autonomy. The British (or the underclass) evidently felt no indignity 
when "their" new civilian flagship the Oriana was constructed in Germany, or its 
predecessor eponymous with sovereignty the Queen Elizabeth II was also refitted 
there; or if they did, it apparently had no effect on attitudes towards Klinsmann -
who in any case never 'put a foot wrong'. The implication by (some) Germans that 

4 The Scots and Welsh may be concerned about these matters in quite a different way from the English. 
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British beef is tainted with BSE, even though British scientists deny this, appeared 
to be little known, or of little concern in Britain. 

If there is any true European dimension in the interaction of British and 
French in the new carnival of football, it may involve some resentment of French 
intrusion (hence Simmons' particular insults to Canton a) felt among certain fans; 
and on the players' side there may be an opposite desire to love and be loved 
(evident in some of Cantona's statements) which, given some shifting loyalties 
(going from Leeds to Manchester - though no more so than indigenous footballers 
do), could be sharply rejected by the intended participants in that love. In other 
words, Cantona wants to - and even believes he may love Matthew Simmons, but 
the latter violently rejects these advances. 

If such an analysis carries any weight, then practical outcomes emerge. 
Cantona should realise (he probably already does, very well) that he may be loved 
by his own team's fans, but because of the teams prowess, and because of the 
penumbra of Anglo-French relations, fans of opposing teams will be very hostile 
to him, a relationship he must simply ignore. The football authorities must decide 
whether they will facilitate the evolution of a 'carnival' (fences between stands and 
pitches had recently been removed), which could be done by adopting American 
practices of actively involving the crowd. Devices to do this include the 
introduction of cheerleaders, and (from more authoritarian countries) the 
construction of giant pictures by fans holding up coloured cards. Alternatively, the 
authorities may try to disengage the two parties by re-erecting barriers, and 
perhaps returning to older forms of demarcation (players stood still while anthems 
were played). 

One whole element of the postmodern outlook is that since there is such a 
marked emphasis on the social determination of behaviour and events, it detracts 
greatly from an individually-centered location of responsibility for credit and for 
blame. The latter model is cIearcut in terms of the principles of the culture, and 
leads to swift judicial decisions; Cantona kicks a fan who has incited a 
disturbance - they are both found guilty and punished accordingly. This is not, 
however, what happened. Instead, in the culturally relative climate that 
characterises a postmodern (or even pre-modern Rabelaisian) perspective, there 
was a social drama (which took at least three months to come to first fruition, and 
there seems some likelihood of a 'second series'). 

In this drama the first - widely published - reaction was to punish Cantona 
hugely (here there may be a reflection of a wider Anglo-French unease). 
Manchester United applied a fine and a playing ban, and themselves played for 
time; they wanted to avoid loss of their (expensively bought, and highly effective) 
player. The Football Association co-operatively postponed their own response for 
a fortnight (a luxury not enjoyed by fans who may be riotous); one tabloid bought 
the fan's story (allegedly for £20,000, thus tainting an otherwise potentially pure 
victim); but the competing tabloid swiftly discovered Simmons' own delinquent 
and racist past. 

A dramatic volle face thus took place. The potentially pure 'goodie' (Simmons) 
became a 'baddie'; and reciprocally, the initially bad Cantona became a 'wronged 
though lapsed' goodie. This process was well under way in the first week after the 
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incident. The law meanwhile deferred, and it was only by March that Cantona 
was sentenced to two weeks in jail (Doh Aah Cantonal - the fans' chant was 
satirised by a tabloid headline Doh Aah Prisona!). This decision was received 
poorly in public and two weeks later an appeal succeeded, leaving the footballer to 
do 'community service'. This proceeded, with considerable (and illegal - though 
they did not bother to point this out) press attention. Meanwhile, possible transfer 
and departure to Italy was staved off, and the drama ends - for the time being -
with the public (and surely the press) poised for a huge dose of attention for the 
opening of next season with Cantona to the fore. 

Insofar as (some) postmodern 'theory' suggests that rules within hitherto 
clearcut role-sets have become blurred, this 'carnival' may now be seen to embrace 
the "media" and wider public as well as the legal system. This would account for a 
"bullring" type of procedure in which popular acclaim replaces a book-based 
system of "justice", the "execution" of which may be managed by adept role
playing in a drama. Several instances in British (and no doubt other countries') 
public life attest to the power of (presumed) public opinion in affecting the 
hitherto clearcut (and supposedly, modernistically 'scientific') processes of the 
legal system. Television programmes with an overt claim to redress and restore 
the 'purity' of correct legal dispensation may in fact have more to do with the 
dramaturgy of the coliseum than with that of the forum. But that, as some say, is 
another story. 

4. Conclusion and Suggestions for Research 

British (starting with English) orientations towards Europe can be explored by 
several means. Direct questions suggest that attitudes among the public, towards 
increased integration are cautious, and becoming less positive, towards an 
apparently neutral - though in effect evenly balanced set of oppositional views. 
The forms of integration that may be (and increasingly are) accepted are symbolic 
(via television) or cultural. Those in leadership - such as Members of Parliament 
(except for a small minority) have been particularly 10th to be involved in 
structural changes where it affects their own roles. Children are less entrenched in 
some of their perceptions and though their affinities may be stronger with English 
speaking countries further afield, they are increasingly open to the prospect 
(which their teachers have done very little to implement) of using European 
languages other than English. 

Apart from direct questions, analysis of what may be a symbolically rich 
incident may help to identify certain perceptions, tensions and feelings which may 
operate in Britain and influence behaviour. Some of this exploration may leave us 
with a verdict that, although far from proof, feelings are very mixed. They are 
perhaps mixed within the same individuals (who in this incident may move from 
seeing Cantona as a 'Latin-hothead' towards not long afterwards thinking of him 
as a heroic redressor of injustice); or they may be mixed within the society, some 
of whose members perceive one version and others another. 
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Three 'populations' within which this paper introduces the possibility of 
research across European countries include the Members of National Assemblies, 
football (and other sports) players, and sports followers. Among MPs in Britain 
(and their equivalents elsewhere) it is surely important to explore their 
perceptions of the powers of their own institutions in relation to that of the 
European Parliament. Questions would do well to go beyond the drier topics of 
power structures and daily routines of behaviour, and to include aspects of the 
cultural ethos of their institutions. MPs may understand the 'humour' of their own 
assemblies while no such leavening levity perhaps pervades the atmosphere of the 
European Parliament. One would be examining a territory embracing both 
psychology (in its insistence that outer realities are lodged and transmuted within 
individual minds and hearts), and social anthropology inasmuch as the meanings 
taken down from social and temporal structures provide the staging upon which 
individuals act - willingly, or not. 

Football may seem a world apart from Parliaments; however both have both 
national and pan-European perspectives, and the attitudes and behaviour of 
players and of fans continue to puzzle and sometimes dismay observers. Among 
the topics to be investigated would be the articulation and value of team and 
national loyalties, both amongst players and fans, and their conceptions of the 
role-and rule-sets which offer their behaviour both limitations and scope. 
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Les Effets Violents de la Television 

Liliane Lur~at 

1. Introduction 

L'expose que je presente ici resume des conclusions que j'ai pu tirer de recherches 
poursuivies pendant pres de vingt ans aupres d'enfants d'ecoles maternelles 5.ges 
de 3 a 6 ans. J'ai utilise differentes approches: des entretiens semi-directifs menes 
individuellement, des dessins sur themes televisuels recueillis de maniere 
collective et individuelle. Plus de mille enfants, d'origines sociales variees, ont ete 
examines. 
J'aborderai les trois points suivants: 

1. La socialisation par les medias. 

2. Les effets precoces de la television sur l'enfant. 

3. Les particularites de la situation televisuelle. 

Mais tout d'abord je voudrais definir une approche psychologique de 
l'impregnation televisuelle. Les problemes qu'on peut se poser en psychologie de 
l'enfant concernent les effets de la situation televisuelle et des contenus des 
emissions sur les enfants. De cela, ils ne peuvent temoigner directement, il s'agit 
donc de creer des situations qui permettent la mise en evidence de l'action du 
media. On dispose, en gros, de deux methodes pour observer l'enfant 
telespectateur, l'observation directe et l'observation indirecte. On peut etudier les 
reactions immediates de l'enfant devant Ie televiseur en faisant varier les 
programmes. II s'agit la d'une observation directe: l'observation peut porter sur les 
attitudes, les commentaires, les reactions emotionnelles. On peut aussi 
questionner l'enfant pendant et immediatement apres l'emission. D'autre part, les 
effets non immediats peuvent etre analyses de multiples fa~ons. On doit alors 
creer des situations diverses afin de permettre l'expression de l'enfant. l'ai etudie 
les effets non immediats du visionnement televisuel a l'ecole maternelle. 
L'observation indirecte, c'est-a-dire hors de la situation de visionnement, permet 
d'analyser des effets a long terme. 

2. La Socialisation par les Medias 

La television constitue un element de la vie domestique parce qu'elle est au foyer. 
Le besoin cree par sa presence de regarder chaque jour, et a differents moments 
de la journee, devient aussi imperieux que celui de s'alimenter au de se reposer. 
Des l'enfance, l'ecoute se ritualise. Le retour des memes emissions se greffe sur 
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les rythmes biologiques, accompagnant les repas, les precedant ou leur succedant, 
mordant sur Ie temps du sommeil. Ces emissions apportent ainsi l'attente, la 
satisfaction et la securite de ce qui se repete. La ritualisation de l'ecoute peut alors 
engendrer une veritable dependance. 

L'impregnation quotidienne au foyer, l'ambiance creee par la television et la 
place qU'elle tient dans la societe sont des facteurs de la socialisation par les 
medias. Ces facteurs realisent un modelage permanent des attitudes individuelles 
et collectives. Un phenomene d'une telle ampleur, ne se ramenant a aucune 
experience passee, necessite une approche systematique prenant pour objet la 
psychologie de l'enfant telespectateur. C'est Ie theme que j'ai traite dans mon 
dernier livre: Le temps prisonnier (Lur~at, 1995). La prise en compte du rdle des 
medias dans les formes nouvelles de la socialisation de l'enfant amene a 
rechercher les changements dans l'enfant lui-meme, ainsi que dans les multiples 
rapports qu'il peut developper avec les personnes, les objets, les activites. La 
demarche que .i'utilise a ete illustree en particulier par Henri Wallon. Elle s'appuie 
sur une conception fondee sur la recherche des emergences. L'emergence 
d'attitudes nouvelles s'observe a l'ecole, au foyer, et dans tous les lieux ou les 
enfants se rencontrent. L'influence de la television se manifeste dans l'expression: 
Ie dessin, Ie langage, les jeux. L'approche psychologique de l'expression, tout 
comme celle de l'activite, necessite la creation de situations qui permettent la mise 
en evidence des transformations de l'enfant. Le dessin de l'enfant, par exemple, 
peut temoigner des effets precoces du visionnement televisuel sur la sensibilite et 
sur l'imaginaire. J'ai fait dessiner des scenes de dessins animes, des monstres, des 
robots, des combats. Le bain d'images dans lequel l'enfant est plonge depuis sa 
naissance agit sur l'expression graphique des l'emergence des premieres formes 
dans Ie dessin. L'expression graphique revele la charge dramatique du 
bombardement emotionnel que subissent les enfants. Le dessin exprime aussi, a sa 
maniere, certains effets de la socialisation par la television, par Ie choix des 
themes notamment, les gar~ons dessinant plus facilement des scenes de guerre et 
les filles des personnages feminins. En donn ant pour themes "je regarde la 
television" et "la famille regarde la television", j'ai pu recueillir des dessins qui 
temoignent d'attitudes nouvelles: l'enfant allonge, la famille allongee, tenant la 
telecommande. Ces dessins illustrent de maniere tres concrete les fa~ons 

modernes de participer au spectacle. 
La socialisation par les medias s'apparente a une massification. C'est une 

socialisation sans conflits: l'enfant est domine, il participe sans s'opposer, sans 
manifester les divergences, les insatisfactions, sans vivre les frustrations qui 
apparaissent dans les relations avec les autres. Les phenomenes de massification 
peuvent s'observer dans les lieux collectifs, les ecoles, les cours de recreation. 

3. Les Effets Precoces de la Television sur les Enfants 

La television exerce un effet de fascination sur les jeunes enfants qU'elle 
immobilise et qui demeurent captes par elle. Cet effet est d'ailleurs bien connu et 
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utilise. L'immobilisation favorise l'impregnation par ce qui est regarde de fagon 
reguliere. Le phenomene de fascination apparente la situation televisueHe a une 
rencontre sans action reciproque: un effet paradoxal de la television est de creer 
parfois l'illusion d'un echange avec les personnages fictifs ou reels. l'ai eu 
l'occasion de Mcrire les relations particulieres que peuvent entretenir certains 
enfants avec les personnages auxque1s ils sont particulierement sensibles, en 
particulier dans mon livre: A cinq ans .'leul avec Goldorak (Lurgat, 1981). 
Goldorak, premier de la serie des fictions spatiales japonaises, a beaucoup 
impressionne les jeunes enfants. 11 a donne lieu a des identifications litterales, a 
des participations exprimees couramment sous la forme de relations intimes avec 
les heros. 

L'effet de la television sur celui qui regarde longtemps et souvent presente une 
analogie avec la fagon dont agit la publicite pour:"faire impression sur un esprit 
distrait" (Wallon, 1938). Une vaste zone de la vie mentale est, selon WaHon, Ie 
champ de reactions et d'influences qui unissent concretement Ie sujet a 
l'ambiance, sans qu'il exerce sur elle sa vigilance diffuse. Wallon parle a ce 
propos d'action subliminaire du milieu. Cette action peut etre mise en evidence 
dans son utilisation par la propagande, par la publicite, mais egalement par la 
television qui, e1le aussi: " enchaine a sa progression l'activite psychique de celui 
qui per~oit." 

L'apprentissage a la television prend des formes particulieres a cause de la 
situation televisuelle. C'est, pour l'essentiel, un apprentissage par impregnation. 
S'absorber dans la contemplation d'un spectacle, ecrit WaHon, ce n'est pas 
demeurer passif (WaHon, 1942). L'excitation ne reste pas purement cerebrale, elle 
se repand dans les muscles, el1e agit sur la fonction toni que. Quand l'enfant est 
captive par Ie spectacle, il est en etat d'impregnation perceptivo-motrice. Une 
autre fagon de s'impregner procede de la contagion des emotions. Se10n Wallon, 
la participation posturale debouche sur l'imitation, tandis que l'impregnation par 
la voie emotionnelle debouche sur Ie mimetisme. Ainsi, Ie vecu televisuel du 
jeune enfant est marque par ces etapes que sont: la fascination qui permet 
l'immobilisation de l'enfant devant l'ecran, la participation posturale, qui permet 
Ie modelage des attitudes, la contagion emotionnelle qui engendre Ie mimetisme, 
c'est-a-dire une imitation ignorante d'elle-meme. 

L'impregnation est un mode puissant d'apprentissage, operant surtout dans les 
premieres annees de la vie, mais aussi dans toute situation ou il n'est pas 
necessaire de savoir qu'on apprend. La personne apprend sans savoir qu'elle 
apprend, et par consequent sans savoir ce qu'elle apprend. La violence de la 
situation televisuelle se manifeste dans cette sorte de capture du spectateur qui ne 
peut se detacher sans effort. Par la seule reception, il s'impregne de themes qu'il 
ne choisirait pas de maniere volontaire. 
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4. Les Particularites de la Situation TeICvisuelle 

La situation h~levisuelle favorise un rapport mediatise au reel, en meme temps 
qu'un rapport immediat a l'ambiance creee par Ie spectacle. 

La television introduit la vie publique au foyer sous la forme d'images. C'est 
done a une forme transposee du monde que les enfants accedent, car la television 
n'est pas Ie monde, mais une illusion du monde dont on ne voit que des images. 
J'ai aborde ce theme dans mon livre: Le jeune enfant devant les apparences 
televisuelles (Lur~at, 1984). Dans ce livre, je me suis interrogee sur la maniere 
dont les enfants peuvent passer des apparences televisuelles a la realite. Comment 
peuvent-ils faire la difference entre un personnage jouant la corned ie, et un 
personnage dessine? Que signifie etre mort a la television? Les jeunes enfants ont 
Ie plus grand mal a faire des distinctions qui nous semblent banales, car 
l'initiation au monde par la television s'accompagne d'un eloignement du reel. En 
effet, Ie jeune enfant, spectateur et auditeur, est plonge dans une situation OU i1 se 
sert exclusivement de la vue et de l'oule. Ce rapport mediatise aux etres et aux 
choses qu'impose la television domestique des Ie debut de l'existence a modifie les 
etapes de l'initiation. C'est la Ie paradoxe de la situation televisuelle: elle donne 
l'illusion de rapprocher les gens de la realite, mais en fait elle les en separe, elle 
les en coupe. Le raccord au reel necessite l'activite, l'usage des cinq sens, l'action 
sur les choses et Ie rapport direct avec les aut res personnes. 

Le rapport mediatise au reel favorise I'habitude de croire plutot que d'analyser 
et chercher a comprendre. L'image porte en elle sa propre credibilite. La 
distinction entre Ie reel et l'imaginaire, entre Ie vrai et Ie faux s'estompe. Elle n'est 
pas necessaire pour la jouissance du telespectateur, elle ne l'est pas non plus 
intellectuellement, car l'attitude critique n'est pas en eveil: on n'a pas besoin de 
comprendre pour se laisser absorber par l'image. On ad met implicitement que 
l'enfant comme I'adulte est capable d'operer differents classements des images 
1) en fonction de ce qU'elles montrent, des cow boys poursuivant des Indiens, par 
exemple. 2) En fonction de ce qu'elles ne montrent pas directement et qui se 
deduit a partir d'indices varies: tel personnage est dessine, tel autre est deguise de 
fagon meconnaissable, tel autre se montre sensiblement sous son apparence 
habituelle. II ressort de mes observations que ces deductions ne decoulent pas 
necessairement de la familiarisation avec la television. L'ambiguIte demeure pour 
des personnages connus. Souvent, la verite d'un personnage est deduite 
litteralement de l'apparence, de ce qui est montre et non de ce que l'on ne cherche 
pas a montrer. Et c'est en ce sens qu'on peut dire d'un certain nombre d'enfants 
qu'ils sont prisonniers des apparences televisuelles. 

La television cree une ambiance favorisant un unisson emotionnel fonde sur la 
contagion emotionnelle. Elle a un effet puissant sur la sensibilite. Son impact 
emotionnel peut se comprendre si l'on considere l'ensemble des telespectateurs 
comme une foule immense, emiettee devant les ecrans, et vivant simultanement 
les memes emotions, sans se connaitre ni se rencontrer, partageant les memes 
implicites et les memes references. Le theme des suggestions et des contagions 
dans les foules et les publics a ete traite au siec1e dernier et au debut de ce siecie, 
principalement par des medecins comme A. Liebeault (1889) et H. Bernheim 
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(1891) et des auteurs de formation variee comme G. Le Bon (1983) et G. Tarde 
(1989). Georges Dumas est l'auteur d'une mise au point sur la contagion mentale 
(1911). La contagion est un concept medical: "La contagion est la transmission 
d'une maladie d'un individu a un autre par un contact immediat ou medial". 
Quand it s'agit de fait psychologiques, on parle de contagion morale ou mentale:" 
Le contact est immediat quand Ie suggestionne subit directement par la vue, 
l'ouie, ou par correspondance 6pistolaire l'influence d'un contagionneur. Le 
contact reste mediat lorsque l'influence nocive s'exerce par la voie de la presse ou 
du livre". 

Dans mon livre: Violence ala teie. L'en/ant /ascine (Lu<;rat, 1989), j'utilise Ie 
concept de contagion emotion nelle, au sens ou Wallon l'employait, pour parler de 
l'action contagieuse de la television par Ie biais des emotions. Dans la conception 
de Wallon, les emotions n'ont pas ce rdle principalement negatif qui a ete decrit 
dans la psychologie des foules. Elles correspondent a un systeme d'expression:" 
Le rdle des emotions est sans doute d'8tre un systeme d'expression anterieur au 
langage articule, celui qu'il fallait pour entrainer par une sorte de contagion, de 
puissantes reactions collectives" (Wallon, 1963). Le lien entre l'emotion et la 
suggestion etait bien connu d'auteurs comme Pierre Janet (1928): "quand on 
etudie Ie mecanisme de la suggestion, on note toujours que l'emotion y joue un 
grand rdle, et qu'il est utile d'emotionner Ie sujet pour lui faire accepter une 
suggestion". 

Si la rapport au reel est mediatise, Ie vecu televisuel engendre une contagion 
emotionnelle immediate. C'est ainsi qu'on peut parler de la puissance d'action de 
la television sur les emotions. Elle rend possibles les mimetismes ou imitations 
inconscientes et les imitations conscientes induites par sa puissance suggestive. 
Tout ce qui est montre est impregne d'emotions et rend credibles les informations 
mises en scene, ou tout autre evenement dont la presentation est apparamment 
objective et neutre. L'illusion de verite provient de l'illusion d'immediatete de 
l'evenement, accreditee par la charge emotionnelle. Cette puissance suggestive de 
la television est exploitee par la publicite televisuelle. Selon Guy Durandin (14), 
Ie developpement de la science psychologique contemporaine, comme la 
reflexologie de Pavlov, la psychologie des profondeurs, la psychanalyse des 
foules, a suscite des techniques d'influence qui se voulaient scientifiques. 

Nous pouvons main tenant comprendre l'action violente de la television avec 
les elements que je viens d'exposer. Premierement, l'effet de derealisation, par un 
rapport mediatise au reel, permettant toutes sartes de confusions et d'amalgames, 
en noyant les distinctions indispensables a l'exercice du jugement rationnel. 
Deuxiemement les contagions par l'action immediate des images et de l'ambiance 
sur les emotions. Troisiemement, renfor<;ant ces effets de la situation teIevisuelle, 
la manipulation sophistiquee des desirs et des mobiles. Cette manipulation utilise 
des techniques induisant l'imitation automatique par l'action subconsciente ou 
subliminale, et l'imitation plus ou moins consciente par la suggestion. 

On a vu pr6cedemment comment la television retient, en Ie fascinant et en 
l'immobilisant, Ie jeune enfant qui d'ordinaire est remuant et actif. J'ai parle a ce 
propos de la violence de la situation teIevisuelle. 11 est difficile de faire la part, 
dans les effets violents de la television, de ce qui releve de la situation televisuelle 
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et ce qui releve des contenus. La dependance est un effet violent, aussi bien que 
l'induction mimetique. C'est pourquoi l'education de l'enfant telespectateur doit 
encourager, en particulier, une ecoute non reguliere de spectacles choisis a 
l'avance. 
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wOlum welche PI~ramme? ' 

Paler Vordenu (Hr5g .1 

Westdeuhcher Verla9 

Peter Vorderer IHlsg.l. 
unter Mitarbeit von Holger Schmitz 
Fern.ehen 
ala nBezlehungaklateM 
Parosoziole BeZiehungen und In teroktionen 
mit TV-Personen 
1 996. 206 S. KOIt. 
ISBN 3·531 -1 2896-5 
1m M ittelpunkt des Ban des stehen sowohl die .In· 
teroktionen' zwischen Medienfiguren und Medi· 
ennutzern als ouch die ,Beziehungen', die das 
Publikum zu den Protagonisten der Iv\edien unter· 
holt. Wenn etwo ein TV-Showmoster seine Zuschou
er begruBt und diese entsprechend dorau! reagie
ren, wenn jugendliche Rezipienten von Seifenopem 
ihre lieblingsfiguren bewundern oder ouch vermis' 
sen, donn spricht man innerhalb der Kommunikat· 
ions' und Medienwissenschah von ,porasozialen 
Interoktionen ' bzw. van ,parosazialen Beziehun· 
gen'. Der Bond gibt einen Uberblick iiber die 
aktuelle Forschung zu diesem Forschungsbereich. 

WESTDEUTSCHER VERLAG 
Abraham·Lincoln-Stl. 46 . 65189 Wiesbaden 

Fax 0611/7878420 



V+Je~,deuf.5,cher Verlog 

Michael Charlton /Silvia Schneider (Hrsg.) 
Rezeptlonsforschung 
Theorien und Untersuchungen 
zum Umgang mit Massenmedien 
1997. 289 S. Kart. 
ISBN 3-531-12825-6 
In der Rezeptionsforschung wird der Umgang von 
Menschen mit Massenmedien als eine sozio Ie 
und kulturelle Handlung verstanden. Neben den 
Kompetenzen und Interessen der Leserlnnen ei
nes Textes spielen das media Ie Sinnangebot so
wie z. B. die Rezeptionssituation, die Beziehun
gen zwischen Texten oder die Gesproche uber 
Medienthemen eine Rolle. Der Band umfaBt theo
retische und empirische Arbeiten von Psycholo
glnnen, Soziologlnnen, Kommunikations-, Sprach
und literaturwissenschaftlerlnnen, die beispiel haft 
am Thema der Rezeption medialer Gewaltdar
stellungen die Arbeitsweisen einer interdiszipli
noren Medienwissenschaft aufzeigen. 

Yom Umgang 
mit Massenmedien 

Ben Bachmair 
Fem.ehkullur 
Subjeklivilot in e iner Well bewegler Bilder 
1996. 357 S. Kart. 
ISBN 3-531-12876-0 
'!Vie hat Fernsehen unsere Kullur geprogt? Am 
Ubergang vom Fernsehen zu Multimedia ynlersuchl 
der Band unsere Fernsehkultur als die Uberlage
rung von Fernsehen und Alltagsleben (z. B. das 
Ereignis- und Medienarrangemenl .Streetboll"l, 
slellt die Froge nach darur typischen Erlebniswei
sen - die personliche Welt als lv\a(3slab - und 
ordnet Veronderungen z. B. von WIOnnerbildern in 
kulturhistorische Entwicklungslinien ein. 

Mike Friedrichsen /Gerhard Vowe (Hrsg.) 
Gewaltdarslellungen 
In den Medlen 
Theorien, Fakten und Analysen 
1995.418 S. Kart. 
ISBN 3-531-12768-3 
Toglich werden uns neue Folie prosentiert, bei 
denen gewalttotiges Handeln auf mediale Ge
walt, z. B. auf Fernsehserien oder Musiktexte, 
zuruckgefuhrt wird. Die Zahl der "Bildschirmlo
ten" dient als mediengerechte Erklorung fur Ver
rohung und Anstieg der Kriminalilot. Mehr oder 
weniger seriose Experten bieten konkurrierende 
Theorien an, wie Gewaltdarstellungen auf Ge
walthandeln wirken. In diesem Sammelband 
werden die Aufgeregtheiten und Kurzschlusse der 
aktuellen Diskussion vermieden und stott dessen 
von Experten aus verschiedenen Disziplinen soli
de Fakten, plausible Erklorungen und diskursfohi
ge Bewertungen prosentiert. 

WESTDEUTSCHER VERLAG 
Abraham-lincaln-Slr. 46 . 65189 W iesbaden 

Fox 0611/7878420 
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The public relations industry has championed the use of measurement and evaluation as 
integral to the practice of the profession for decades. While “lip service” is often paid to 
the value of measurement, too many corporate communications departments and their 
public relations agencies have managed to resist implementing these programs*. The rea-
sons cited for not measuring range from lack of interest to lack of staff resources to lack 
of funds†. As this paper explores, however, the actual reasons behind the lack of active 
measurement and evaluation programs has little to do with the reasons stated for not 
measuring public relations activities. 

The premise of the authors is that the media content analysis methods commonly in use 
fail to address the fundamental information needs of public relations professionals. Cur-
rently public relations professionals rely on eight basic methods of content analysis. This 
paper reviews each of these methods and points out the fundamental flaws in each of 
these approaches. 

Michaelson and Griffin suggest that rather than rely on these traditional methods, the bet-
ter approach in conducting content analysis is to determine the presence of four key fac-
tors in articles that are to be content analyzed: correct information, incorrect information, 
misleading information and omitted information. The authors present two case histories 
conducted for MetLife that demonstrate how the analysis is conducted and how MetLife 
used this analysis to manage its media relations efforts on two key lines of business. The 
paper draws conclusions on the most effective way to implement this research approach 
as well as its limitations. 
 

Traditional Approaches to Content Analysis 

In order to clarify and better understand the issues that challenge the advancement of 
measurement and evaluation in the public relations industry, it is essential to understand 
the eight various approaches to content analysis that are already widely in practice. These 
eight approaches range from simple “clip counting” to certain proprietary algorithms that 
purport to measure quality of coverage. Included in these approaches are human as well 
as machine and web-based classification and analytic systems. While each analytic 
method is discussed individually, several of these methods are often combined when con-
tent analysis is performed. 

Clip Counting 

This is the most basic – and perhaps most antiquated – form of content analysis. With this 
system, relevant articles are collected and typically sorted chronologically or by date. The 
analysis generally consists of a summary listing the publications and dates of publication 
                                                 
* “Attitudes Toward Public Relations Measurement & Evaluation”; A survey conducted for PRTrak by David 
Michaelson & Company, LLC; October 2003 
† These stated reasons include cost, uncertainty of how to measure, a lack of measurement standards, a lack of interest 
in measurement, fear of being measured, a lack of need and resistance from agencies. 
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as well as the total article count. Typically, these clips are bound together in chronologi-
cal volumes. One of the analyses often used in clip counting is the “thud factor” or the 
volume of noise generated when the book of bound press clips hits a table. 

The analysis contains no insights, discussion of or interpretation of the coverage and is 
dependent on the recipient of the report to draw judgments about the actual content. 
These judgments are generally only qualitative and are usually based on reading a hand-
ful of articles, articles that may not typify the actual coverage received. 

Circulation and Readership Analysis 

The next level of content analysis builds upon clip counting by adding information about 
each article that is gathered from secondary data sources. These sources typically include 
BurrelleLuce*, Nielsen†, Arbitron‡, Scarborough§, Audit Bureau of Circulations** (ABC), 
Simmons Market Research Bureau (SMRB) or Mediamark Research (MRI)††. 

The specific types of information added to a clip counting analysis may include circula-
tion of the publication or number of copies distributed, readership or the total number of 
actual readers (circulation multiplied by average number of readers for each copy), 
demographic profiles of the readership of each publication (e.g. age, gender, income, 
education) and possibly even lifestyle information. 

A common approach with this type of analysis is to present a total circulation or total 
readership. However, these approaches can be modified to include “qualified” readers 
who are part of the target audience for the publication, regional analyses and other sub-
sets. Actual analysis of the content of the articles is not part of this study. 

Advertising Value Equivalence (AVE) 

Advertising value equivalence is an estimate of the cost of purchase of advertising that 
has an equivalent size and location in a given publication on a specific day. These esti-
mates are typically based on information provided by Standard Rate and Data Service 
(SRDS)‡‡. This approach is generally discredited by public relations practitioners as well 
as by leading researchers. While there are some applications where AVEs may have util-
ity, this approach is generally flawed.§§ 

                                                 
* BurrellesLuce provides press-clipping services that also include circulation information and other third party informa-
tion about the article. 
† Nielsen Media Research provides television audience measurement and related services. These are used to determine 
audience size and composition for broadcast and cable programming. 
‡ Arbitron is a media and marketing research firm that is used to measure audiences for radio and for other media ser-
vices. 
§ Scarborough is a provider of readership information for local and national newspapers. 
** ABC is a third party organization that audits and certifies the circulation of print publications 
†† SMRB and MRI are national surveys of consumers that measure consumer purchases as well as consumer media 
habits. These surveys are commonly used as tools for planning media purchases by advertisers. 
‡‡ SRDS is a database of media rates and information that is used by advertising agencies. 
§§ For a fuller discussion on the topic of advertising value equivalents, the reader is directed to “A Discussion of Adver-
tising Value Equivalency (AVE)” by Bruce Jeffries-Fox President, Jeffries-Fox Associates. This article is available on 
website of The Institute for Public Relations. 
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As in the analysis of circulation or readership, actual analysis of the content of the articles 
is not included in this type of study. 

Simple Content Analysis 

This is a simple or basic content analysis that classifies or codes what is written in cate-
gories that can be statistically analyzed. The codes are developed by a close textual 
analysis of a sample of articles. The remaining articles are analyzed based on the pres-
ence of these codes. Each article is read to determine the presence of information that is 
classified according to the codes. Information from the codes is then entered into a data-
base to determine the frequency of codes or classifications of information. 

This method accurately represents only what is actually written. Intended messages or 
specific items of information that are not included in the codes or do not appear in the 
articles are not included in the analysis. 

Coding is commonly done using readers who have been specifically trained to perform 
this task. This approach is limited by the potential fallibility and inconsistency of the 
readers responsible for the coding. In the past few years, computerized systems have been 
developed to address these issues. However, these systems tend to be inflexible and often 
miss articles or misclassify the results. While significant advances have been made in this 
area, the most accurate coding is still conducted using human readers. 

Message Analysis 

Message analysis differs from simple or basic content analysis by centering the analysis 
on the presence of intended messages in articles. Key messages are developed based on 
communications objectives. These communications objectives are “translated” into codes 
that become the basis of the analysis. Articles are coded by the presence of key messages 
included in each article. The analytic process is similar to a simple content analysis where 
the codes from each article are entered into a database for statistical analysis. 

Tonality Analysis 

Tonality is an analysis that uses a subjective assessment to determine if the content of 
article is either favorable or unfavorable to the person, company, organization or product 
discussed in the text. 

There are a variety of different ways to assess tone. One of the most common is a simple 
classification of “positive,” “neutral” or “negative.” Other approaches rate each article or 
code on a finite scale. These scales may include a “zero to 100” scale where “zero” is 
completely negative and “100” is completely positive. Other options include scales with 
positive and negative ratings. An example is would be a scale with a rating of “-50” to 
“+50”. In this instance, “-50” is completely negative and “+50” is completely positive. A 
neutral analysis would be recorded as “zero” on this scale. 

This method can be applied using several different approaches. The first is an assessment 
of the tonality of an overall article. Other approaches assess the tone of a specific mention 
or code or assess the tone of a specific message that may appear in an article. 
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Each article is typically assessed individually and the findings can be aggregated to pre-
sent an overall assessment of the tone of the media. 

Prominence Analysis 

This analysis takes into account six factors: the publication where the article appears, date 
of appearance, the overall size of the article, where in the publication it appears, the pres-
ence of photography or other artwork and the size of headlines. In a typical prominence 
analysis, each element is given a weight that is factored into an overall score for each ar-
ticle. That score determines the prominence of the article. 

Certain publications (e.g., The New York Times or The Wall Street Journal) are generally 
rated as having higher prominence than others. This assessment is generally based on the 
size and perceived quality of the readership. Date of appearance can also be a factor since 
readership can be much higher on specific days (e.g., Sunday or Monday). 

In this analysis, articles that receive higher prominence scores are given more emphasis 
in the analysis since it is assumed that the either the higher readership, prominence of the 
publication, size and placement of the article or a combination of these factors leads to 
higher communications effectiveness. 

Quality of Coverage 

Quality of coverage is often based on a combination of factors. The factors typically in-
cluded in this measure are tonality, prominence and inclusion of specific messages, as 
well as the overall volume of articles. Each of these factors is entered into a computation 
that generates a score for each article in the analysis. This generates a quality of coverage 
score. Many of these elements are highly subjective and usually are not tied to outcomes. 

Competitive Analysis 

In addition to the analysis of an individual topic, event, brand or company, a content 
analysis can also be conducted comparing the performance of companies, brands, topics 
or events on their media coverage. This can range from comparisons of the total number 
of clips to the share of discussion to comparisons of the overall prominence one brand or 
company receives over another. This is often used as a way to assess relative perform-
ance in the media. 

Other variations of content analysis also exist many of which use proprietary systems and 
employ a combination of many of the techniques discussed.* 
 

The Challenge of Traditional Approaches to Content Analysis 

As widely available and diverse as each of these methods of content analysis are, it is 
puzzling that public relations practitioners rarely make use of even the most rudimentary 
of these research methods. The only exception to this is high prevalence of clip counting 

                                                 
* For in-depth discussion of the various approaches to content, the reader is directed to two key texts: Stacks, Don 
Winslow; Primer of Public Relations Research (2002) New York, Guilford Press and Broom, G. T., & Dozier, D. M. 
(1990). Using research in public relations: Applications to program management. Englewood Cliffs, NJ: Prentice-Hall. 
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– a method of content analysis that is universally applied among public relations consul-
tancies as well as among their clients. 

Even when an analysis is conducted, the evaluation rarely, if ever, offers any insights 
more profound than the tonality of placements (e.g., positive, neutral or negative) and 
consequently, these analyses fail to offer diagnoses of the situation or prescribe a solution 
that is tied to communications objectives. 

We can speculate on the reasons for this lack of acceptance of one of the most basic and 
rudimentary forms for measuring public relations activities. However, in this paper we 
will contend that the issue is not lack of interest, lack of knowledge, lack of budget or a 
generalized fear of measurement. Rather, it is a lack of usefulness of these basic research 
measures that lets them to fall in disuse and results in a general lack of measurement and 
evaluation by the public relations profession. 

 
The Fatal Flaws of Current Methods Of Content Analysis 

As diverse as these methods of content analysis appear, each contains two commonly 
held fatal flaws. The first flaw is the absence of a basic analytic structure that determines 
the accuracy of coverage overall and more specifically determines the accuracy of spe-
cific messages included in the content of articles under analysis. The second flaw is the 
failure to link analysis to communications objectives and public relations messages. 

Flaw #1 – Not Determining Message Accuracy 

The basic accuracy of messages is not generally included among any of the methods of 
content analysis discussed or considered. In order to understand the value of message ac-
curacy in a public relations measurement program, it is important to understand the ele-
ments that need to be taken into consideration when conducting this type of analysis. 

Message accuracy is based on an analysis of four basic elements: the inclusion of basic 
facts, the inclusion of misstatements about these basic facts, the inclusion of incomplete, 
deceptive or misleading information that biases the interpretation about basic facts and 
the omission of basic facts. 

Basic Facts 

Basic facts are the fundamental information that is central to any communications pro-
gram. These facts can be such fundamental information as a definition or description of 
the product or service. They can also include statements, opinions or points-of-view that 
can be supported and documented. Examples of opinions or points-of-view that can be 
considered basic facts are statements about relative value or comparative information that 
is used to place information in context. 

Misstatements 

Misstatements are generally understood as errors or incorrect information included in an 
article or publication. Misstatements typically result from incorrect data but can also in-
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clude unsubstantiated opinions or points-of-view from a reporter or interviewee that 
states a falsehood. 

Incomplete Information 

Incomplete information is a statement, opinion or point-of-view that selectively includes 
some information, but excludes other relevant facts. These apparently accurate statements 
create a misleading impression or a deception about a product or service and while factu-
ally accurate, are in actuality erroneous. 

Omissions 

Omissions are the absence of key information that should be included in a specific article 
or publication. Not all basic facts can be considered omissions if they are not included in 
an article or publication. The key to understanding omissions is in the context of the arti-
cle. The focus or subject matter of the story has to be relevant to the specific omission 
and the story or article will be considered incomplete unless that basic fact is included. 

Flaw #2 – Not Linking Messages to Communications Objectives 

The other challenge involved in conducting effective content analysis is linking commu-
nications objectives with the actual message analysis. Typically communications objec-
tives are directly related to the information needs dictated by a communications lifecycle. 
In public relations, there are two key recipients of these messages. The initial recipient is 
the media, who, in turn, serves as the conduit for transmitting messages to intended re-
cipient (i.e. their readers). 

What Is the Communications Lifecycle? 

All communications have specific goals or objectives. In most cases, these goals or ob-
jectives involve having the recipient of the message take a specific action or indicate in-
tent to take a specific action. These actions can range from making an inquiry about a 
product or service to voting for a particular candidate to developing a favorable image of 
a brand, a company, an issue or an organization. 

Effective communications is a process that requires the recipient to go through four 
stages before a desired action takes place. These four stages of communication effects 
include establishing awareness of the brand, the category or the issue, building sufficient 
knowledge and understanding about the brand, category or issue in order to make an in-
formed decision, creating a level of interest in and preference for the brand, category or 
issue or at least a recognition of its relevance to the message recipient and finally a 
change in behavior or intent or commitment to take a specific action based on the re-
ceived messages. 

Simply communicating the desire to have a message recipient take an action is unlikely to 
have the impact a communicator is hoping to achieve. In most cases the analysis fails to 
account for the stage of the communications lifecycle that needs to be addressed. For ex-
ample, at the initial stage of the communications lifecycle, communicators should be 
measuring the proportion of messages that are strictly designed to develop awareness. At 
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later stages in the lifecycle, the analysis needs to shift to determine the proportion of mes-
sages that communicate knowledge, interest or intent to act. 

When this type of analysis is applied, content analysis goes beyond a simple diagnostic of 
the accuracy of messages, but also expands to an integral part of the communications 
planning process. Not only can accuracy be measured, but this accuracy can also be di-
rectly linked to communications goals that, in turn, can be measured and evaluated 
among the target audiences for these messages. This analysis is particularly important 
when each message must be delivered through the media. 

The communications lifecycle must be understood for both the media as well as from the 
target audience. In many cases, each of these groups can be at a different level of under-
standing and may have different communications needs. An example is when the media 
may be completely knowledgeable about a product or service, but the target audience has 
only marginal awareness and little or no understanding about it. In these instances, the 
media may make assumptions about the level of knowledge held by the target audience 
and not report as completely and thoroughly as they should. This can inadvertently create 
a gap or omission in an article that needs to be corrected. As was pointed out by Yogi 
Berra, “You’ve got to be very careful if you don’t know where you’re going, because you 
might not get there.” 
 

A Revised Approach to Content Analysis 

The discussion of theories of communications analysis can, however, often be quite dif-
ferent from their application and practice. Over the past two years, David Michaelson & 
Company has conducted a series of analyses on behalf of MetLife that explored how the 
two basic flaws typically present in most media analysis – not determining message accu-
racy and not linking messages to communications objectives – might be overcome. These 
efforts also explored how a modified analytic approach that takes message accuracy and 
communications objectives into account can be used to manage and improve communica-
tions efforts. 

Case Histories 

The Media Reality Check: An Analysis of Income Annuities 

Anecdotally, MetLife knew that media coverage of annuities was often wrought with in-
accuracies and focused almost exclusively on saving for retirement.  This created consid-
erable confusion among consumers about the significant risks they would face when they 
are living in retirement. With a looming retirement crisis and many Baby Boomers con-
cerned about outliving their assets, a focus on guaranteed income during retirement is 
more critical than ever. In fact, more than one-quarter of Americans who reach age 65 
will live into their 90s, and risk running out of money. 

Income annuities, which are insurance products, are the only products that individuals 
can purchase to provide lifelong guaranteed income.  Unfortunately, all too often income 
annuities were incorrectly compared in news stories -- the primary source of information 
about retirement portfolio-related issues for the vast majority of Americans -- to invest-
ment vehicles such as mutual funds and CDs.  As a result of “apples and oranges” com-
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parisons, annuities were often thought to be inflexible and too expensive by both the per-
sonal financial media and their readers – and, therefore, have been overlooked as a criti-
cal component of a sound retirement portfolio. 

As part of a national educational campaign to promote the benefits of income annuities, 
MetLife identified the media as a primary conduit of its messages to consumers.  How-
ever, before embarking on a media relations campaign to promote the benefits of annui-
ties to the media and an educational/marketing campaign for consumers, MetLife decided 
to determine the degree to which correct, incorrect and only partially correct information 
is included in news stories about annuities. Unlike traditional content analysis, an addi-
tional goal was the unique effort to determine the extent to which key information about 
income annuities was also omitted from these articles. The analysis allowed MetLife to 
make a connection between the extent and depth of media coverage on annuities and the 
consumers’ understanding of the guaranteed income needed for the 20 or 30-plus years 
they will likely live in retirement. 

This type of research is innovative because -- unlike traditional content analysis that only 
analyzes what is stated in each article -- a comprehensive understanding of consumer 
knowledge could only be assessed by understanding not only what was reported but also 
what was incorrectly reported, as well as what was missing in the articles overall. 

The research also supported broader public relations objectives, which were to: 

� Change consumers’ levels of knowledge on planning for -- and living in -- retirement. 

� Increase consumers’ understanding about the major hazards that block them from a 
secure retirement: inflation, market and longevity risks. 

� Raise the level of knowledge among the media on the benefits of income annuities as 
part of a retirement portfolio. 

� Position MetLife in the national media as a thought leader on a range of retirement 
and savings issues and trends, with a particular emphasis on building annuity market 
preeminence. 

There was a broad range of audiences for this research. They included the personal fi-
nance reporters who write about retirement issues and products, members of Congress 
and Congressional aids who sponsor or influence legislation encouraging retirement 
planning, and consumers who rely on the media for investment advice and retirement 
planning information. 

The media analysis focused on all articles on income annuities that appeared in the Top 
25 major market daily newspapers (Wall Street Journal, New York Times, etc.), personal 
finance publications (Kiplinger’s, Money, Smart Money, etc.) and personal finance col-
umns at the major business and news magazines (Newsweek, Time, U.S. News & World 
Report, Fortune, Forbes, Business Week). The initial research focused on articles that ap-
peared in the major media from January 1, 2001 through March 31, 2003. The search 
yielded approximately 700 article abstracts that met initial search criteria and this was 
supplemented with review of select publication Web sites to ensure accuracy and com-
pleteness of the search. Based on the initial search, each article abstract was reviewed for 
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content to ensure relevance to analysis. One hundred ninety-six articles qualified for full 
review based on this first analysis, yielding 120 articles included in final analysis.  

Each article was assessed for overall content, messages and tone. Articles were reviewed 
and analyzed to determine which messages were correctly reported, misreported and 
completely overlooked.  The analysis was based on codes organized around four areas: 
(1) basic facts about income annuities, (2) misstatements about income annuities, (3) in-
complete information about income annuities, and (4) omissions of basic facts about in-
come annuities. Codes were developed in consultation with leading industry experts, in-
cluding annuity experts at MetLife, as well as through a review of the articles included in 
the analysis. Coding was done in the “context” of each article. For example, if the article 
dealt with longevity risk, codes dealing with cost issues were typically not included in the 
analysis. This was done to ensure balanced and fair evaluation of content. 

The central finding of this research determined that three in four articles on income an-
nuities had information gaps that need to be filled.  Overall, 74 percent of all articles pub-
lished from January 1, 2001, through March 31, 2003 had at least one error or omission. 
A typical article with errors and omissions contained up to five misstatements, incom-
plete truths or omissions. Performance and costs were the most common categories where 
errors and omissions about income annuities occurred. 

Another key finding was that omissions of basic facts about income annuities were even 
more prevalent than the inclusion of misstatements or incomplete truths. Fifty-nine per-
cent of articles contained a misstatement or incomplete information about income annui-
ties. By comparison, 69 percent of articles omitted a basic fact on this subject. 

The findings of the research were shared with personal finance reporters at a media event 
entitled “Pass or Fail: What Consumers Don’t Know About Retirement Income and What 
the Media Has Been Telling Them.” The media event was held in New York and Wash-
ington, DC, in June 2003. One of the most salient examples of the success of the research 
was a comment by a personal finance reporter who stated that as a result of this research 
the reporter was not surprised by findings that Americans did not understand the issues 
facing retirement planning. The reporter “always tells readers not to invest in anything 
they do not understand” and a lack of understanding on the part of the reporter contrib-
uted to this problem.  

Over the past few years, MetLife has worked with reporters at the major media and 
trades, who were interested in learning more about income annuities and the tools that 
MetLife has launched to educate consumers about the risks they face in retirement. The 
media has also written extensively about MetLife’s suite of income annuities for different 
employee lifestages, including articles in Newsweek and the Wall Street Journal, among 
others. MetLife’s media outreach efforts were supplemented with extensive, industry-
wide communications and marketing campaign.  These communications focused on cor-
recting common misperceptions about annuities and educating consumers, employers, the 
media and Congressional leaders about the risks that individuals face in retirement and 
the benefits of income annuities in providing secure retirement. 

In order to evaluate MetLife’s media relations efforts, MetLife conducted a follow-up 
analysis of how information about income annuities has been conveyed in the print media 
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during the period immediately following the original study. A detailed analysis was con-
ducted on coverage of this topic in major media from January 1, 2004 through December 
31, 2004. These findings were compared with results gathered from 2001 through 2003, 
giving a complete picture of annuity media coverage for a four-year period. 

During the past four years, MetLife and the insurance industry has witnessed a “sea 
change” in the coverage of income annuities in major consumer media. This change is in 
two fundamental areas: an increase in the overall volume of reporting on the topic, as 
well as in the accuracy of the coverage. In 2004, more reporters covered the story and 
their coverage was more accurate than in previous years. On average, coverage of annui-
ties in major consumer media increased 45 percent during 2004 and the number of arti-
cles containing errors declined to 53 percent from an average of over 60 percent during 
the three previous years. 

Even though efforts have been successful in moving the annuities story forward, some 
gaps continue to exist in coverage of this product. These gaps include not only errors sur-
rounding the costs and performance of annuities, but an increasing proportion of omis-
sions on many of these same topics. Much of this increase in omissions can be directly 
attributable to the corresponding increase in coverage and the continuing need to educate 
the media on annuities and annuity-related issues.  Nonetheless, these findings reinforce 
the value of making sure that the coverage of this topic is both complete and accurate. 

 
Case History II 
The Media Reality Check: An Analysis of Long-Term Care Insurance 
Similar to some of the reporting of income annuities, concern has arisen within the insur-
ance industry that much of the reporting on long-term care and long-term care insurance 
has been inadequate in providing the depth and accuracy of information so Americans 
can make informed choices when considering this purchase.   

It is projected that the average American born in 2001 will have a life expectancy of 77.2 
years.  This is a dramatic increase of over 50 percent since 1900*.  While Americans are 
living significantly longer lives, they also face additional challenges that go along with 
this longevity.  On average, it is expected that five out of every 10 adults will eventually 
need long-term care to assist them with the basic activities of daily living† that most of us 
simply take for granted. 

This long-term care often requires more than simply the assistance and aid of a family 
member.  Most Americans who need long-term care often require the services of a nurs-
ing home, assisted-living facility or an adult daycare center.  These services are costly 
and in many instances can quickly drain all the available assets and resources of those 
needing this care and their families.  Oftentimes, those needing care are forced to use all 
their resources, forgo necessary care or significantly diminish their standards-of-living. 

                                                 
* Source: National Center for Health Statistics, National Vital Statistics Reports, vol. 52, no. 3, Sept. 18, 2003 
† These activities include bathing, dressing, eating, toileting, transferring (moving in and out of a bed or chair), and 
continence. 
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Today, long-term care insurance offers an alternative for individuals who may need long-
term care in the future.  This insurance offers a mechanism that pays for this care while 
preserving individual and family assets. 

In the summer of 2004, before launching a proactive long-term care media strategy, the 
MetLife Mature Market Institute commissioned an in depth analysis of the recent cover-
age of long-term care insurance to determine the overall accuracy of this reporting.  The 
objectives of this research were to evaluate the coverage of long-term care insurance and 
related issues in the major consumer media by determining: 

� Overall accuracy of coverage 
� Misstatements, if any, included in the coverage 
� Presence of basic facts about long-term care insurance 
� Omission of these basic facts 

Just as in the annuities studies, this analysis found that six in every seven articles on long-
term care insurance have gaps that need to be filled. Even more importantly, the basic 
definitions of long-term care and long-term care insurance as well as the benefits associ-
ated with these products are the most common categories where misstatements or omis-
sions occurred. Thirty-eight percent of errors were the omission of the basic definitions 
associated with long-term care and long-term care insurance.  One in four (27%) errors or 
omissions were about the benefits (financial as well as lifestyle) associated with long-
term care insurance. 

Conclusions and Discussion 

The lessons learned from these cases are remarkably simple. In order for content analysis 
to function as a useful tool, it has to be applied in direct relation to the communications 
goals and objectives that the content analysis is tracking. While this seems to be a simple 
and obvious conclusion, the challenge is that these linkages are rarely made and when 
they are made, they typically only go part way in meeting this goal. 

Typically even when content analysis delves deeply into published materials, these analy-
ses fail to assume that erroneous reporting can be the primary barrier to achieving a pro-
gram’s communications goals. As a result, most content analysis tends to concentrate on 
tonality of an article rather than the fundamental correctness of the reporting. This con-
centration on tonality, consequently, fails to provide the information that is necessary to 
implement a corrective strategy with media, which can in turn result in an increase in ac-
curate and appropriately positioned messages. 

The recent cases involving research on behalf of MetLife are some of the few examples 
where a concentration on the accuracy of coverage has been applied in content analysis 
and, as the results demonstrate, implementing the findings from the initial analysis can 
create measurable improvements in both the quality and accuracy of the coverage as well 
as the overall volume. 

As these cases showed, between 60 percent and 85 percent of articles on the key issues of 
concern to MetLife included an error in reporting, a misrepresentation of key information 
or an omission of basic information that should have appeared in the contexts of the arti-
cles in question. By concentrating media relations efforts on those reporters and publica-
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tions where these errors and omission in reporting occurred, the eventual result was a 
significant decline in the proportion of articles with either errors or omissions as well as 
an overall increase in the number of articles by 45 percent on the issue at hand. While 
tonality was not a part of this analysis, the overall effect was that reporting on the issues 
was much more favorable and more in line with MetLife’s media relations goals. 

The key conclusion drawn from these studies is that shifting the analysis to determining 
the accuracy of reporting can offer significant benefits that are not available when only 
tonality is considered. However, this approach has some significant limitations, particu-
larly in comparison with more traditional forms of content analysis. 

The primary factors that limits the application of this form of content analysis are the 
need for in-depth knowledge of the issues in order to determine both erroneous and omit-
ted messages as well as the skill level required to code each article not only for the pres-
ence of correct and incorrect messages, but also to determine when basic messages 
should have been included. This latter factor is particularly critical since it requires that 
the reader understand the full context of the article in order to code accurately. To date, 
artificial intelligence systems do not have the capacity to make these determinations. 
Consequently, high skilled human coders are required to perform these assessments. 

However, human coders need to be rigorously trained and supervised in order to analyze 
the content both correctly and consistently. In addition, it is highly desirable for these 
coders to have an intimate knowledge of the issues at hand in order to correctly identify 
errors in reporting as well as omissions of basic information that should have been in-
cluded in the article. Without this training and skill sets, the findings from this research 
will be highly unreliable and inconsistent. 

As a result, the costs for this type of analysis are much higher than other forms of analy-
sis. However, the return in a significantly improved quality of media relations as a result 
of this approach strongly justifies the investment, particularly on the types of products 
and issues discussed in the case histories on which the article is based. The end result: 
The overall results demonstrate substantially higher return than using other methods of 
content analysis specifically because the analysis concentrates on tying the objectives of 
the media relations to the content analysis. 

________________________________________________________________________ 

The views expressed are solely those of the authors and are not necessarily shared by 
MetLife. 

The authors wish to thank Dr. Don W. Stacks of the University of Miami for his support 
and insights in the preparation of this manuscript. 
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Presentation 
 
 
The end of the first decade of the 21st century has been marked by significant shifts in 
the power, practice, and theory of public relations. Alongside the continuing global 
expansion of connectivity, ecological degradation, and social media, more recent events 
– such as the global economic downturn and changing public attitudes to business – are 
creating different operating conditions. Academically, the rise of different voices in 
journals, books, and research has been paralleled by the declining power of the ruling 
paradigm of late 20th century public relations. The old centre has not held and a 
diversity of opinion that is less insular, and more socially concerned, continues to 
emerge. These newer voices differ on perceptions of present, past, and future – not only 
are there disagreements on what public relations is now, but on what public relations 
has been, and on what public relations might be. In examining public relations and 
identity construction in these more visibly competitive and uncertain times, Barcelona 
Meeting COM #1: International PR 2011 Conference looked beyond business 
competition to competition between nations and cities, between practitioners in different 
professions, and between different academic disciplines. 

The conference invited a wide range of contributions: that reflect, and that reflect on, 
the spectrum of possibilities of these conditions; that address current issues and trends; 
and that speculate on future pathways. This book includes a selected group of papers 
that were presented at the International PR 2011 Conference. 
 
 
David McKie, Jordi Xifra, and Ferran Lalueza 
Conference co-chairs 



 8 



 9 

Agency, reflective CSR management, and stakeholder participation: 
The Stockholm Accords and the communicative organization 
 
Robert L. Heath (University of Houston, rheath@uh.edu), Finn Frandsen (Aarhus 
University, ff@asb.dk), and Winni Johansen (Aarhus University, wj@asb.dk) 
 
 
 
Abstract 
 
At the World Public Relations Forum (2010) in Sweden, authors of the Stockholm 
Accords drew upon public relations and communication management (PR/CM) theory 
and best practices to define, recommend, and promulgate performance standards to 
foster the “communicative organization” (CO) as vital to achieving sustainability. That 
project is challenging for several reasons. (1) All too frequently, academics and 
practitioners do not collaborate to solve daunting professional problems, let alone one 
that has societal implications this vast. (2) The Accords, as a companion to Vision 2050 
(World Business Council for Sustainable Development, 2010), framed the challenge as 
one confronting management policies along with requirements of the CO. PR/CM can 
help achieve sustainability by making organizations more communicative as a 
precondition toward sustainability. To do so, the current emphasis on processes of 
communication needs to shift to feature discourse, shared (co-created) meaning, and the 
agency of society as a force for collaborative decision making. The challenge before us 
as academics and professionals is to assure that the communication effort to achieve 
sustainability is sufficiently grounded to achieve that mission and vision.  
 
 
Introduction 
 
All too often applied projects and even academic work only analyze means for making 
organizations effective without addressing how communication and management 
combine to make society more fully functioning (Heath, 2006). Sustainability demands 
a macro-level approach; it can only be achieved if sound science, management, politics, 
economics, and communication combine to make society fully functional. Success, 
therefore, is not an organizational management challenge per se, but that of many voices 
collaborating for a sustainable world. To that end, we ask whether paradigm shifts and 
innovative approaches to PR/CM are needed beyond what is reflected in the Accords if 
PR/CM is to perform optimally to help define and collaboratively achieve sustainability. 
May it be that the focus of the Accords should shift to address the communicative 
society (a more sociological view) made so through the communicative organization? 
 
Discussion of the nature and role of PR/CM in achieving the vision of sustainability 
aspires to add understanding of and learning applications resulting from tensions 
between effective stakeholder participation and managerial standards of CSR (de Bussy, 
2005, 2008, 2010; Heath, 2010). As such, this discussion needs to focus on multiple 
voices, competing interest dialogue as a societal challenge. It presumes collaborative 
engagement that leads to aligned interests, as opposed to unfair, unequal, and unsafe 
risk and resource allocation.  
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Thus, this paper reasons that the Accords are a work in progress; they need to be refined 
and extended through careful consideration of cutting edge research and theory that 
require various paradigm shifts. In the crafting of its central theme, the paper starts with 
a brief review of Vision 2050 to set the managerial, technical, socioeconomic, and 
political challenges that motivate the project. It continues with a review of the current 
status of the Accords’ reasoning on the communicative organization and progresses to 
consider a situational analysis of the conditions that confront the effort, including 
premises relevant to a fully functioning society. Finally, brief attention is given to major 
theories to determine how and what they contribute to meeting the challenge of 
transforming business, quality of life, and sustainable resource use.  
 
The paper argues that theory and best practices should focus on how to make society 
resilient in the transformation to a new shared reality needed to achieve sustainability. 
In such an endeavor, PR/CM processes are important, but discourse quality is the 
ultimate challenge. To achieve sustainability, discourse needs to envision and achieve a 
new, shared reality regarding resources and their use. As such, no organization can be 
more agentic than its ability to work with other voices toward a new socially 
constructed reality. Until the global society can collectively imagine the requirements 
and means for change, the processes of change will lack coherence and likely fail. 
 
 
Vision 2050 
 
Taking the lead to develop a global sustainability plan, the World Business Council for 
Sustainable Development (WBCSD) (2010) crafted Vision 2050. It is intended to be a 
comprehensive plan, a pathway that will require fundamental changes in governance 
structures, economic frameworks, business and human behavior. It emerged that these 
changes are necessary, feasible and offer tremendous business opportunities for 
companies that turn sustainability into strategy” (p. v). It seeks to establish a “platform 
for dialogue—not a blueprint” (p. v).  The key word is dialogue, the essential challenge 
facing the CO; the context is societal agency. 
 
In its Vision, the WBCSD invites “all stakeholders—business, government and civil 
society—to join the exploration and effort” (p. v). Those challenges start with 
population growth and resource availability, needs and distribution. It centers on current 
patterns and policies of resource development, distribution and use. Changes will be 
required in how business and government operates, as well as how individuals act 
collectively. The effort will require partnerships between businesses, government, and 
NGO’s as well as daunting changes in society’s expectations and resource use: framed 
as a shared vision. As a call to managements, the Vision not only identifies problems 
but also focuses attention on business opportunities that arise from private sector 
solutions to this problem, in conjunction and collaboration with the other forces of 
society.  
 
 
The accords: understanding and championing the communicative organization 
 
Meeting the challenge of sustainability requires knowing what discourse and 
infrastructural constraints work against and what leverage points facilitate overcoming 
the most serious challenge of the risk society (Douglas, 1992; Beck, 1992, 1999). As 
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such, it is necessary to frame the project imagined in the Accords as relevant to resource 
dependency and neo-institutional organizational theories. However, the issue is not 
merely the resources needed for one organization to exist, survive, and thrive, but rather 
those required for collective management of risk central to societal and global 
sustainability: the conditions of a resilient society. 
 
To that end, the Accords focus on sustainability as consisting of two challenges. The 
first “depends on balancing today’s demands with the ability to meet future needs based 
on economic, social and environmental dimensions” (p. 2). Thus, the first step toward 
sustainability is to collectively understand and consider (among organizations and 
across populations and nations) resource availability, dependence, and sharing.  The CO 
requires a rationale based on reflective management theory, neo-institutional theory, and 
resource dependency theory; the adequacy of the theory basis for change is assessed by 
the degree to which innovation and shared visions of change can be co-created. To that 
end, it is likely insufficient to merely focus on the availability of information, however 
essential that is, to also work to create a shared sense of the premises by which data are 
analyzed and resilient change imagined. 
 
That analysis supports the definition offered in the Accords. “The communicative 
organization assumes leadership interpreting sustainability as a transformational 
opportunity to improve its competitive positioning by pursuing and constantly reporting 
on the achievement of its sustainability policies across the economic, social and 
environmental ‘triple bottom line’” (p. 2). This description of the communicative 
organization focuses primarily on the agentic nature of the organization, and does not 
include well-defined challenges that require collaboration with other organizations, 
populations, and nations to increase the full functioning of society, the agency of 
community. It also presumes that each PR/CM officer is likely to “monitor” no more 
than “10% of its communicative behaviour” (p. 12). In that effort, such individuals play 
a political role that supports and provides “the organization’s leadership with the 
necessary, timely and relevant information which allows it to effectively govern the 
value networks as well as an intelligent, constant and conscious effort to understand the 
relevant dynamics of society at large” (p. 12). These individuals are also expected to 
perform a contextual role, “the constant delivery of communicative skills, competencies 
and tools to the components of its value networks so that they may improve their 
relationships amongst each other and with the other value networks” (p. 12).  
 
As explained in its Glossary, the Accords reject or refine Michael Porter’s value chain 
model. The Accords call for a value chain model that “stems today from fuzzy (not 
linear) and immaterial networks that normally disrupt the distinction between internal 
and external publics.” “The value in itself is based on the quality of the relationships 
existing between the various components of each network and on the quality of the 
relationships which exist between the various networks” (p. 12). It is not even more the 
quality of discourse that arises from high quality relationships? Sustainability cannot be 
achieved without high quality relationships, but relationships alone will not suffice.  
 
 
The accords: challenge and solution 
 
The Stockholm Accords are the product of collaboration between 985 PR/CM industry 
leaders from 32 different countries. They were endorsed by the World Public Relations 



 12 

Forum in Stockholm, Sweden, on June 15, 2010 (www.globalalliancepr.org). The 
Accords builds a rationale for the communicative organization (CO) by featuring key 
supporting sections: Sustainability, Governance, Management, Internal and External 
Communication, Coordination of these contexts, followed by a “Stockholm Accords 
Glossary.” 
 
The Accords were created and promulgated to “enhance and affirm the central role of 
Public Relations and Communication Management in organizational success.” As such, 
they form part of a “professional project” (Larson, 1977). The document was intended 
to help associations, managers, consultants, students, educators, and researchers “to 
administer its principles on a sustained basis and to affirm them through the profession, 
as well as to management and other relevant stakeholder groups” (p. 1). 
 
The structure of the document features key parts, starting with Sustainability. To make 
organizations communicative the effort must be broad, rather than narrow. PR/CM 
professionals are expected to: 

 Involve and engage key stakeholders in the organization’s sustainability policies 
and programs. 

 Interpret societal expectations for sound economic, social and environmental 
commitments that yield a return to the organization and society.  

 Ensure stakeholder participation to identify information that should be regularly, 
transparently and authentically reported. 

 Promote and support efforts to reach an ongoing integrated reporting of 
financial, social, economic and environmental. (p. 2) 

 
This list does not include several essential themes and challenges, perhaps the most 
important is to change attitudes and expectations. The document assumes an essential 
role for information generation and sharing, but it fails to acknowledge the need for 
shared meaning and premises (the stuff of attitudes and values) which allow for 
collective, collaborative decision making. This challenge can be framed as collective 
decisions to establish relevant and appropriate CSR standards. The sorts of changes in 
attitudes and values needed are those imagined in Vision 2050: “Fundamental changes 
in governance structures, economic frameworks, business and human behavior” (p. v). 
 
CSR standards, one of the pillars of strategic issues management (SIM), explicitly relate 
to businesses’ (and other organizations’) license to operate. The challenge of achieving 
sustainability is and will likely become an even more important element of each license 
to operate as the years go on and the effort continues.  
 
Following discussion of Sustainability as a foundation for setting PR/CM’s value , The 
Accords featureseveral functional headings: Governance, Management, Internal 
Communication, External Communication, and Coordination of Internal and External 
Communications. Section Four of the document discusses means for implementing the 
Accords; it highlights key topics: Objective, evaluation and measurement and a 
challenge to participants to consider how to implement the plan. Section Five offers a 
glossary. All of this is a call to action. What follows is a brief recap of the sections and 
their conclusions/recommendations. 
 
PR/CM personnel are to be part of the governance teams needed to decide and 
implement stakeholder relationship policies. This challenge combines, in very board 



 13 

scope, the need for effective relationship management, knowledge of how to foster 
stakeholder participation, and ability to monitor relevant to relationship quality, 
stakeholder participation, and CSR standards. If done well, governance can help each 
organization “to promptly identify and deal with the opportunities and risks that can 
impact the organization’s direction, action and communication” (p. 3). Such SWOT 
analysis presumes the need for nimble and vigilant management.  
 
The Accords requires businesses to operate under “the stakeholder governance model.” 
PR/CM practitioners are expected to help organizations’ governance to be reflective by 
understanding the challenge of stakeholder relationships, as well as “defining 
organizational values, principles, strategies, policies and processes” (p. 3). Planning 
must be sensitive to “stakeholders’ and society’s expectations as a basis for decisions” 
(p. 3). Practitioners are expected to foster high quality relationships “by enhancing 
transparency, trustworthy behaviour, authentic and verifiable representation, thus 
sustaining the organization’s ‘license to operate’” (p. 3). 
 
Thus, the Accords prescribes the standard SIM requirement that organizations need the 
matrixed ability to monitor issues and scout the terrain where they operate (see Heath 
and Palenchar, 2009). The objective of surveillance is “to promptly identify and deal 
with the opportunities and risks that can impact the organization’s direction, action and 
communication” (p. 3). Each organization’s governance is to have solid issue 
monitoring functions and structures to be able to read and adapt to changing 
sociopolitical conditions that define its operating environment. Each organization is 
expected to listen, adapt, and adjust.  
 
This governance principle captures the essence of reflective management theory, but 
does so with a bias toward a view of management as cybernetic change management. 
Thus, this theoretical foundation supports the challenge to create and manage 
infrastructural systems needed for monitoring, assimilating, and adapting to external 
pressures that define the resource allocations on which each organization depends. The 
outcome of stakeholder empowerment is each organization’s ability to hold and use 
resources in exchange for progress toward sustainability.  
 
Management: These guidelines are essential for fostering sound management. 
Management’s efforts and obligations are best met with having and using timely 
information, and in operating in a communicative manner. To do so, it “acts on the 
principle that it is in the organization’s interest to be sensitive to the legitimate concerns 
of stakeholders, as well as balanced with wider societal expectations” (p. 4). 
 
What does this challenge ask of PR/CM professionals?  A partial answer is the now 
stock, but highly simplistic, call for two-way communication. In addition, the CO is 
expected to “communicate the value of the organization’s products/services and 
relationships with stakeholders thereby creating, consolidating and developing its 
financial, legal, relational and operational capital” (p. 4). PR/CM is called on to help 
solve organizational issues, especially those specific to stakeholder relationships.  
 
Part of that challenge calls for integrated or marketing communication, in support of 
products and services. One of the problematic themes in public relations theory is 
whether public relations includes marketing communication and, if so, in what manner. 
It also seems that the Accords’ management requirement calls for efforts to make the 



 14 

organization more effective as an organization as a precondition to its being able to 
focus on stakeholder relationships. 
 
The Accords challenges the communicative organization (CO) to engage in strategic 
Internal and External Communication. Effective internal communication is needed to 
enhance “recruitment, retention, development of common interests, and commitment to 
organizational goals by an increasingly diverse, extended and segmented set of 
‘internal’ publics” (p. 5). Without explicitly using the term, this requirement calls for 
PR/CM to be central in the efforts to make each organization effective through its 
culture. The CO exhibits a constructive culture. It depends on shared knowledge and 
policy. It needs processes and structures that are constantly refined and refocused. It 
assumes a collaborative, participative management style. Not only does this make the 
organization smarter and more nibble, but also enhances its reputation. 
 
Under the external communication challenge, PR/CM is expected to understand the 
relevant network, infrastructural, opportunities and threats. This requires the ability to 
“review and adjust” “policies, actions and communicative behavior to improve their 
relationships with increasingly influential stakeholders, as well as with society at large” 
(p. 6). Externally, the challenge is to nurture relationships with all stakeholders. Thus, 
PR/CM professionals are called on to: 

 Bring the organization’s “voice” into stakeholder deliberations and decisions. 
 Assist all organizational functions in crafting and delivering effective 

communication. 
 Contribute to the development and promotion of products, services or processes 

that strengthen brand loyalty and equity. 
 Such prescriptions seem to mix various theoretical approaches and strategic 

options. These prescriptions include marketing communication that could be 
more fully integrated theoretically into the communicative challenges discussed. 
The balance is to engage—listen, appreciate, and incorporate others ideas into 
each organization’s mission/vision and strategic planning. Although more 
implied than explicitly stated, engaged stakeholder participation opens the door 
for CO’s to employ a full range of communication tools and strategies that lead 
to collaboration, joint decision making, co-created meaning, shared visions, 
informed decisions, and enlightened conclusions based on appropriate attitudes, 
shared decision premises and evaluations. 

 
Thus, coordinating internal and external communication sets as a major requirement of 
the CO’s ability to be a “multi-faceted, multi-stakeholder, inter-relational enterprise, 
concurrently engaging several value networks concurrently and often involving diverse 
legal frameworks” (p. 7).  
 
Managements, through communication practitioners, are advised to coordinate internal 
and external communications, to achieve value networks, and to do so within diverse 
legal frameworks. In this regard, the CO is expected to use a narrativist perspective to 
ensure full consistency of its storytelling by balancing global transparency, finite 
resources, and time sensitive demands dealing with fast moving inside/outside changes 
and new conflicts of interests that emerge from multiple stakeholder participation. 
Communication with internal, boundary, and external stakeholders is coherent and 
coordinated with the organization’s mission, vision, values as well as its actions and 
behavior. 
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Four actions were called on in this regard: 

 Oversee the development and implementation of internal and external 
communications to assure consistency of content and accurate presentation of 
the organization’s identity. 

 Research, develop, monitor and adjust the organization’s communicative 
behavior. 

 Create and nurture a knowledge base that includes social and psychological 
sciences. 

 Manage and apply research to implement evaluation and measurement programs 
for continued improvement. 

 
Section Five of the Accords provides a glossary of key terms. How these terms are 
defined sheds light onto the philosophy and theory of PR/CM expressed elsewhere in 
the document. Much of what is a gloss in other parts of the Accords becomes clearer 
and more available for assessment in the glossary. As such, the document takes an 
agentic view of the CO. To wit, it defines stakeholder governance as pressing 
executives, “in the case of conflicts between contrasting stakeholder group 
expectancies,” to decide “which of them needs to be taken more into account, on the 
basis of a thorough listening of their diverse expectations” (p. 12). As a companion to 
this, the glossary defines stakeholders as “those active publics that are aware and 
interested in dialogue with the organization because its activities bear consequences on 
them and/or whose activities bear consequences on the organization” (p. 13). Critical of 
such advice is the reasoning by Leitch and Neilson (2001) that publics need to speak for 
themselves. The organization is likely to fail if it presumes a commanding approach to 
determining discourse conditions. 
 
It is significant to note the requirements of the CO, the PR/CM personnel in that regard, 
under the definition and explanation of boundary spanning and/or issue management. 
This function entails identifying and defining “direct and indirect relationships with 
active or potential stakeholder groups.” This requirement acknowledges the need for the 
organization “to identify and analyse those economic, political, social, technological 
issues whose dynamics impact on the achievement of its strategic and tactical 
objectives.” Central to this analysis is the task of “prioritizing those issues through a 
careful importance/possibility-to-influence analysis.” The challenge is to “identify those 
subjects who either directly or indirectly impact on those dynamics and dialogue with 
them to convince them to either reduce their hostility or increase their support for the 
organization’s objectives” (p. 13). As such, the requirement is to use traditional SIM 
tools and techniques to make the organization agentic, but it does not suggest, let alone, 
specify how this is not reactive, how it is proactive, and how support and opposition is 
community-oriented (fully functioning society) rather than merely an agentic CO 
response. Reflective management presumes that organizations have a lot to learn from 
external publics and therefore should avoid a philosopher king approach to adjustment 
and change management.  
 
Measurement of the role and value of communication in the value chain features 
“source credibility, content familiarity and content credibility.” It also entails “the 
satisfaction, commitment, trust and power balance of each relationship” (p. 13). Beyond 
these quite ordinary conditions of communication, other definitions focus on leadership 
requirements, knowledge sharing, decision-making processes, processes and structures 
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as well as a relationship approach to stakeholder groups. Processes and structures need 
to respond to the requirement for change management. This “mostly relies on sound and 
realistic objectives and effective relationships, which in turn are driven by good 
communication involving both internal and external partners of the organization” (p. 
14).  
 
The value networks become the nexus for stakeholder engagement. The glossary 
discussion of stakeholders focuses more on their process nature than on the dialogic, 
collaborative means for engagement with them to a mutual end. The CO is responsive if 
it seeks, but does not depend on favorable relationships. It acknowledges the agentic 
nature of stakeholders. This line, however, suggests that stakeholder relationship 
building, as approached by the Accords CO, is more of an end than means to 
sustainability. The glossary observes, “It is clearly up to the organization to decide on 
acknowledging them and to responsibly involve and/or engage with them” (p. 14). The 
ambiguity of this requirement arises from the ambiguity of the phrase, “clearly up to.” 
Does that offer more of an agentic status to the CO and less of an agentic status to the 
community than is probably required to achieve sustainability? It is also important to 
note that brand loyalty and brand equity are important measures and outcomes of the 
CO. These are agentic to the voice of companies and other organizations, but primarily 
private sector matters. 
 
Earlier sections of the Accords suggest the importance of dialogue, participation. The 
glossary reasons that a CO’s “stakeholder relationships may be differently segmented 
according to their acknowledgement, involvement, engagement, separation, and divorce 
programs.” Each relationship, the glossary reasons, “begins with the two subjects 
acknowledging each other; them proceeds when the organization stimulates its 
stakeholder groups to access the information they believe stakeholder groups require to 
keep abreast on their relationship and are enabled to provide feedback (involvement)” 
(p. 13). This observation treats feedback and involvement in ways quite typical of 
situational theory. The analysis also suggests the selective and strategic need for “direct 
communication” including conversation with some stakeholders, but not all. And it 
suggests that a period of “divorce” may strategically give both sides the opportunity for 
cooling off. It is revealing to note how the logic of the engagement seems to focus on 
one organization, the CO, engaging one at a time with each stakeholder group, to the 
extent that the stakeholder group seems agreeable to the overtures of the CO. This 
paradigm is extraordinarily limiting to efforts to achieve a fully functioning society. It 
can be seen as manipulative whereby strong organizations negotiate individually and 
privately with ostensibly weaker organizations or poorly organized stakeholder publics. 
 
That posture seems at odds with a later statement that features how issues become 
multifaceted (offering different perspectives and angles) according to the mix and 
nature of an array of stakeholders. This section suggests that in a multi-voice 
community that conflicting interests and relationships become a daunting undertaking. 
But the glossary and the rest of the document does not offer much insight into this 
complexity.  
 
How the CO operates and engages is likely to be driven by its mission, vision, values, 
and strategies. “The strategy is the path the organization decides to pursue in its 
migration from mission to vision; while the business plan defines the operative steps the 
organization plans to implement to pursue that strategy” (p. 16). 
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In these ways, the Accords brings PR/CM best practices, literature, theory and research 
to bear on the daunting problem of working with organizations of all kinds, as well as 
identifiable populations, to achieve sustainability. The document seems biased to a 
systems approach to PR/CM, one that is also driven by relationship development and 
responding to stakeholder information needs. It does little to focus on the processes of 
collective problem recognition and collaborative decision making. 
 
Thus, the CO is agentic insofar as it can build relationships, share information, advance 
brand loyalty and equity as well as be credible, trustworthy, engage in two-way 
communication, and be strategic in its selection and engagement with stakeholders. It 
engages in dialogue to keep abreast of the thinking by key stakeholders and to seek 
mutually beneficial outcomes. Assuming the accuracy of this synthesis, reason exists, as 
noted in this section, that a larger sense of PR/CM is needed to help CO’s achieve 
sustainability. 
 
 
 
The challenge: situational analysis 
 
To achieve the goal set by Vision 2050, the Accords need to help organizations make 
society more fully functioning. This requires appreciation of how multiple stakeholders 
voice views on key issues, the resolution of which by joined engagement can achieve 
sustainability that is only possible through societal change. Rather than yielding to a 
bias toward systems theory, communication processes, and relationship quality, PR/CM 
leadership must be discourse centered, fostering the infrastructural processes and shared 
meaning outcomes of deliberative democracy as co-created meaning.  
 
PR/CM must offer advice needed by strategic management and sound science that 
fosters voices (internally and externally) to examine ideas, contest positions, vet 
information, change evaluative principles and premises, foster the wisest policies which 
may require private sector adjustments to community preferences and vice versa, and 
achieve an identification that brings voices together even though they engage 
contentiously. This rhetorical and critical scope of activities goes well beyond 
relationship development and information sharing to center on debate, contentious 
discourse in the public arena, whereby voices of support and opposition contest and 
challenge one another, a dialogic paradigm.  
 
Meaning which achieves a new sense society and resource use is inseparable from 
innovation and change management. In this way, sustainability is not a private sector 
challenge, but a sociological revolution. In that pursuit, the strategic adjustment 
paradigm can be insufficient to understand the dynamics of social change and 
innovation, a macro-level analysis, which moves beyond the status quo that often can be 
defended rather than changed through accommodation and behavioral adjustment.  
 
An approach that elevates relationships to decision-making infrastructures posits the 
communicative requirements of the public arena where voice depends on merit not 
position or power. As meaning, we posit the communicative requirements needed to 
achieve through dialogue a common vision, identification with that vision, and 
commitment to its success (Heath et al., 2004). In sum, PR/CM needs insights drawn 
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from principles of stakeholder participation, risk management and communication, and 
from an approach to CSR-based management whereby organizations earn their license 
to operate by serving society rather than assuming that society serves them.  
 
As such, the CO must be committed to and capable of achieving process and content 
legitimacy, as well as being willing and able to reduce the legitimacy gap: Its, the 
private sector’s, the public sector’s and that of key stakeholders. The legitimacy 
challenge has to shift away from the agentic organization, to the organization made 
agentic through an agentic society. It must be willing and able to engage in 
collaborative decision making for, with, and by multiple voices in a coherent public 
arena. To achieve sustainability, the community must co-create a definition of what it is 
and what it requires. Only then can they achieve it. 
 
With these summary ideas in mind, we challenge current and the developing public 
relations literature and practice to aspire toward a new normal by adopting, researching, 
and employing the following principles. 
 

 PR/CM must be prepared to engage in socially constructive discourse in a 
manner that joins and aligns the views of clients/employers and other voices. 
Discourse is a means by which voices pit ideas against one another, as statement 
and counter statement. Through discourse, ideas are publicly advanced and 
weighed leading optimally to enlightened choice. This ideal of the rhetorical 
heritage seeks to understand how discourse achieves positive and socially 
responsible advances, as well as a kind of narrative (mythos) of continual and 
collaborative change. This discourse centers on issues. PR/CM must be able to 
work with a variety of voices to help to the following:  

o frame issues,  
o generate supporting facts,  
o bring appropriate evaluations to bear on the facts,  
o advocate public and private sector policies that lead to transformational 

change, 
o foster identifications that support and advance sustainability by aligning 

interests and identities. 
 PR/CM must understand that its discipline is meaning centric, especially on 

matters of dramatic change management, as is the case for sustainability. 
Shared meaning is required to co-create a socially constructed sense of reality 
that knows what sustainability is, what attitudinal and behavioral changes it 
requires of individuals and organizations, and how it advances standards of 
living through the deployment of physical resources. However much shared 
information is important, even more essential is the development and use of 
shared premises and principles which can be used collectively and constructively 
to make sense of facts needed to achieve sustainability. 

 Following the rhetorical heritage, PR/CM will be challenged to respond to a 
variety of rhetorical problems as society moves to define and innovate on behalf 
of sustainability. Sustainability is a rhetorical problem, fraught with related 
rhetorical problems. As such, it is both a problem created by the conditions of 
the voices pitted against one another, and by the confines and constraints of the 
fixed limits of physical resources vis-a-vis population needs. 

 Credibility and trust, as manifestation of legitimacy and a condition of discourse 
influence, rests on demonstrations of reflective management and demonstrated 
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commitment to CSR standards that are elevated above license to operate to 
responsibility to change and innovate, as well as to adapt, follow, and lead. As 
the essence of the rhetorical condition, individual and organizational credibility 
as well as identity, as the authors of the Accords reasoned, is a crucial variable. 
As such, trust and legitimacy depend on the values to which each voice aspires, 
the interests that it champions, and the quality of ideas it puts into play. 

 Innovation to achieve sustainability is multidisciplinary, which requires PR/CM 
to partner with and augment the voices of other disciplines. Thus, PR/CM must 
be prepared to work for sustainable platforms of fact, evaluation, policy position, 
and identification. Such efforts necessarily presume the willingness and ability 
to engage in advocacy as well as accommodation based on the merit of ideas and 
relationships in play. 

 PR/CM must be as committed to the need for multiple interests to simultaneously 
enact power engagement and resource distribution as reasoned by resource 
dependency theory. As critical theorists reason, the public arena can be distorted 
by power plays with companion strategies and outcomes of empowerment and 
marginalization. The ethos of sustainable PR/CM champions power resources 
that result from and continue to foster collective empowerment. Organizations 
and individuals acquire social capital by the means and meaning they contribute 
to the dialogue for sustainability. Preconditions for power resource management 
presume infrastructures of power engagement as well as discourse and social 
construction (Tsetsura, 2010; Gordon and Pellegrin, 2008) of power through co-
created meaning. To that end, power resources result from discourse relevant to 
reality (what minds understand and conceive), self/identity, and 
society/relationships. 

 PR/CM plays an important discourse-based role through its ability to engage in 
situational analysis, including issue monitoring and the identification and 
understanding of rhetorical problems. Situational analysis suggests that how 
organizations and individuals make resource dependent decisions to solve 
problems has to be predicated on a change and innovation paradigm. That 
paradigm presumes that previous approaches to problem solving, the use of the 
cognitive tools needed to solve problems properly, is dysfunctional in key ways. 
What those key ways are is likely to be societal as well as individual. That 
conclusion is derived from the logic that not achieving sustainability is the status 
quo, therefore the current approach to problem solving must be indicted as a first 
step to change management. So, all of the voices are needed to achieve a new 
future and develop new perspectives which depend on and advance individual 
self-efficacy, technical/expert efficacy, and societal/community efficacy. A 
precursor to change management is the conceptualization of change and the 
sense of efficacy needed to achieve that end. 

 PR/CM must adopt the scope and purpose of risk management and 
communication. To achieve sustainability, new understandings and approaches 
to risk management must be innovated and brought into organizations’ and 
individuals’ lifespaces. Central to that objective, science will need to be 
balanced against cultural interpretations of risk, brought to fruition through 
infrastructures of dynamic change through collective problem solving. 

 PR/CM must balance the agentic nature of organizations with the decision-
making agency of society to create a community where sustainability can thrive 
as a concept and obtainable goal. Sustainability presumes advances in 
organizational planning, operations, and policies through reflective management 
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that shifts focus from the agentic organization to the agentic community. The 
Accords presume and applaud a commitment to reflective management as means 
by which executives and managers think from the outside in considering not 
narrowly what is in the best interest of the organization but how societal 
interests can be advanced through innovative and change oriented 
(entrepreneurial management). The agentic nature of organizations must 
contribute to the agency of society as the means and rationale for collective 
change through civil society. 

 PR/CM needs an approach to engagement that empowers publics and other 
stakeholders rather than one that instrumentalizes them to the narrow interest of 
one or more organization, especially businesses, governments, and NGO’s. The 
concepts of civil society and social capital presume that voices are encouraged 
rather than co-opted. 

 
As the next section will indicate, these principles and guidelines agree with and draw on 
research and best practices. The goal of such research, applied in the context of 
achieving sustainability, is to help define and support the CO to go beyond the status 
quo to be part of dynamic change collectively and collaboratively conceived and 
implemented. The challenge to theory is to explain the conditions and offer guidelines 
for organic change which is managed through the leadership of innovative companies, 
change oriented governments, and NGO’s who add value to such change. In that effort, 
however, one cannot discount the likelihood that advocacy will occur more often than 
accommodation. Accommodation and compromise may follow long and sustained 
efforts to justify and motivate changes in individual and collective behavior and policy. 
 
 
Public relations theories: meeting the challenges of sustainability 
 
No current theory may be entirely sufficient to the task posed by the goal of 
sustainability; some may lead in the wrong direction. As such, any discussion of public 
relations theory necessarily embraces theory relevant to and growing from public 
relations, issues management, public affairs, marketing/integrated communication, risk 
and crisis management and communication, identity management, corporate social 
responsibility, stakeholder participation and relationship quality.  
 
These lines of inquiry are challenged and complemented by chaos theory, social 
construction of reality, and other approaches to science, society, and co-created 
enactable meaning. An undercurrent to theory must examine how we know (and how 
well) reality, how we conceptualize ourselves (identification), and how we organize into 
society (between) as aligned and competing interests and identities. These themes can 
never be separated from challenges of sound science and reflective management—as 
keys to a genuine public interest embraced by the goal of sustainability.  
 
This paper addresses the competing identities of organizations, public relations 
professionals, and stakeholding publics as they weigh the definitions, challenges, and 
expectations of sustainability as the new standard of corporate social responsibility as a 
management challenge in collaboration with other voices. To readers familiar with the 
development and growth/refinement of strategic issues management (SIM), the Accords 
hits many traditional themes and echoes principles and strategies that have been under 
refinement since the 1970s. Whereas SIM started as a means for businesses to counter 
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an  activist critique of the private sector and its place in society, it matured into a 
comprehensive, responsive and collaborative management approach to public and 
private policy formulation and implementation. Also, as Lawnicazak (2005) reasoned, 
change is not accomplished by shifting from one public relations style to another, for 
instance from asymmetry to symmetry, but “as the necessary adjustments of 
institutional forms and ways of thinking” (p. xxi). 
 
The analysis provided below reasons that for new age public relations theory, a shift 
should reorient us from working to understand how to make organizations effective to 
featuring efforts to help organizations become effective by making society more fully 
functioning (Heath, 2006), through deliberative democracy (Palazzo and Scherer, 2006; 
Scherer and Palazzo, 2007) and stakeholder participation (De Bussey, 2005, 2008, 
2010). Such change is likely to depend more on discourse and co-created meaning than 
of the advantages of relationship development, information sharing, and cybernetic 
adaptation. This challenge centers on the question of what makes any organization and 
idea legitimate in the pursuit of sustainability; that burden requires specific attention to 
the role of power in society, as power resource management. 
 
Tracking the evolution of corporate legitimacy as a work in progress not some fixed 
(and even platitudinous) theme, Palazzo and Scherer (2006) worked to move corporate 
legitimacy with its roots in corporate social responsibility from the stage of cognitive 
and pragmatic legitimacy beyond moral legitimacy to a new order. As they contended, 
what is needed is “a step towards the politicization of the corporation and attempt to re-
embed the debate on corporate legitimacy into its broader context of political theory, 
while reflecting the recent turn from a liberal to a deliberative concept of democracy” 
(p. 71).  
 
Fully Functioning Society Theory (FFST) 
In 2006, Heath reasoned that organizations need to be reflective to accomplish their 
ends by serving society. In this way, FFST reasons that society is a complex of many 
collectivities, each of which has its own, but interdependent and variously aligned 
interests. The role of public relations is to help create and advance the infrastructures 
and co-create meanings that bring these interests into alignment. This rationale matures 
into one of the key premises of the theory: 
To help society to become more fully functioning, managements of organizations (for 
profit, nonprofit, and governmental) must demonstrate the characteristics that foster 
legitimacy, such as being reflective; being willing to consider and instrumentally 
advance others’ interests; being collaborative in decision making; being proactive and 
responsive to others’ communication and opinion needs; and working to meet or exceed 
the requirements of relationship management, including being a good corporate citizen. 
(p. 100). 
 
Legitimacy is needed in resource distribution because only through functional 
infrastructures and socially constructed meaning can resources be generated and used 
for social responsibility. These premises meld into a commitment to the agency of 
community. Here interests are advanced, assessed collectively, and allocated 
systemically. In this effort, relationships are fostered through the ability of 
organizations, especially businesses, to advance community interests to achieve and 
maximize company interests.  
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Especially relevant to the pursuit of sustainability, we note another premise of FFST: 
“Society is a complex of collectivities engaged in variously constructive dialogue and 
power resource distribution through meeting socially constructed and shared norm-
based expectations whereby individuals seek to make enlightened choices in the face of 
risk, uncertainty, and reward/cost ambiguity” (Heath, 2006: p. 107). Organizations, 
especially those which wish to lead in innovative change needed to achieve 
sustainability, must be willing and able to engage in responsible advocacy. This dialogic 
approach requires the collective vetting of facts/information, evaluations, 
identifications, and policy choice so they each idea has full potential for responsible and 
reflective review. 
 
Such discourse occurs in what can be understood as socially constructed and enacted 
narratives that facilitate enlightened choice. This premise is featured in FFST: in 
addition to advocacy, other forms of discourse can account for how people in society 
co-create meaning that guides their activities leading to coordination. Enactment theory 
reasons that people create a sense of culture that defines what actions are allowable and 
expected for civil society. Such analysis acknowledges that even the behavior that 
violates these expectations does so knowing that it is non normative (Heath, 2006: p. 
109). 
 
As such, this theory features SIM principles of reflective strategic management, 
willingness and ability to know and meet CSR standards, engage in issue monitoring to 
keep abreast of discourse in the life spaces of advocates whose various interests and 
engagement in issue communication leads to enlightened choices. 
 
Excellence Theory, coupled to Situational Theory of Publics and Problem Solving 
Grunig (1992) scoped the purpose of his research project to investigate “how public 
relations makes organizations more effective, how it is organized and managed when it 
contributes most to organizational effectiveness (i.e., when it is excellent), the 
conditions in organizations and their environments that make organizations more 
effective, and how the monetary {value} of excellent public relations can be 
determined” (p. 27; see also Kim and Ni, 2010, Kim and Grunig, 2011). To that end, 
excellence theory and its companion situational theory of publics feature information 
sharing as a key paradigm, the logics of compatible problem solving, and the 
advantages of relationship management. The argument is that individual relationships 
lead to community effectiveness by understanding and responding to key publics 
information needs and decision-making cognitions. 
 
Contingent accommodation and advocacy 
The paradigm of contingency arose from studies of leadership, management, and 
resource dependency. This approach to management, similar to that advanced by 
rhetorical theory, reasons that in contingent matters of organizational leadership there is 
no single best way to perform a function; external or situational factors affect strategic 
actions and outcomes. As part of management, communication professionals, therefore, 
must be part of management assessment of the relevant contingencies and the most 
constructive response options in light of those contingencies, in a range from pure 
advocacy to pure accommodation. Such adjustment is required for resilience and 
adaptation which can lead to growth, change, and transformation. To reach a state of 
coordination that is amenable to each party requires clear and effective communications, 
which is often facilitated by a public relations professional who understands 
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situationally relevant contingencies (Cancel, Cameron, Sallot, and Mitrook, 1997; 
Cameron, Wilcox, Reber, and Shin, 2007; Pang, Jin, and Cameron, 2008, 2009).  
 
Rhetorical theory 
As do excellence theory and contingency theory, the rhetorical approach to public 
relations presumes an important role for functions and structures and contingent 
responses. However, it stresses the essential role socially constructed meaning plays in 
the lives of sentient beings. The contingent context results from discourse positions 
advanced by interested parties more than factors relevant to the nature of organizations 
per se or some fixed preference for symmetry. Especially important for the sorts of 
change management essential to sustainability, the rhetorical approach is intimately 
associated with strategic issues management, crisis management and communication, as 
well as risk management and communication. Infrastructures are essential for the 
locations and structures needed to bring voices together for collaborative decision 
making. All voices have to be present in the public sphere.  
 
Discourse presumes that societal engagement is necessary to solve society’s problem—
the agency of the community in common and aligned interest.  Since the origins of the 
rhetorical heritage in ancient Greece, the nature of the forum has been essential to 
understanding discourse quality and its ability to achieve enlightened choice not as an 
individual matter but a collective one. This is the spirit and functioning of democratic 
deliberation founded on principles of stakeholder participatory engagement.  
 
In discourse, each voice is agent; the collective dialogue is an agency through which 
decisions can be collectively made for and in each community of public interest. For 
that reason, professional practice relies on theories of civil society and 
community/communitarianism (Taylor, 2009, 2010).  
 
If rhetoric is the process of pitting statement against statement, with the intent (but not 
always the outcome), of reaching decisions collaboratively, advocacy is a constructive 
aspect of suasory discourse. One consideration is whether the positions advocated, 
however firmly, follow the paradigm of the good organization communicating well—a 
parallel to source credibility. Such a stance requires that the organization be reflective, 
carefully considering the alignment of interests, rather than merely advocating a 
position supporting its own interests. Hallahan (2004) concluded, “Indeed, healthy 
conflict is possible only within the context of a supportive community” (p. 263).  
 
A society—people and organizations—learns from mistakes. As a profession, public 
relations can serve society by solving these mistakes, understanding problems, and 
offering solutions that invite thoughtfulness and willingness to overcome restraints to 
corrective actions. Public relations can serve organizations by helping them be good as a 
prerequisite for their being articulate. Thus, public relations can assist organizations’ 
narrative enactments.   
 
Critical theory 
Motion and Weaver (2005) reasoned that a critical approach to discourse “involves 
posing questions, including awkward and unpopular ones. It means not merely taking 
information for granted, at face value, but asking how and why these things come to be, 
why they have the shape and organization they do, how they work and for whose 
benefit” (p. xx). Noting the narrowness of analysis on such matters, McKie (2001) was 
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especially concerned that “the so-called discursive, or linguistic, turn in knowledge 
remains underexplored in public relations” (p. 76). Critical theorists have championed 
the role of meaning in society, in part by emphasizing that language is never neutral and 
always political. It also examines the nature of management, organizations, and the 
public arena. 
 
Drawing on a critical perspective, Cheney and Christensen (2001) reasoned that 
effective organizational behavior and communication begins by acknowledging that 
“most traditional and contemporary formulations of public relations” are “parochial, 
utilitarian, and insufficiently self-reflective” (p. 179). Such critique focuses on several 
challenges, including “to become even more intellectually expansive, more critically 
reflective, and more cognizant of the diverse forms of organizational activity in today’s 
world” (pp. 179–180). This search requires having less “imperialistic pretensions” by 
avoiding three biases: “the illusion of symmetrical dialogue, explicit and implicit 
corporatism, and Western managerial rationalism” (p. 180). 
 
Reflecting on the power disparity in society, critical theorists “argue that PR 
practitioners perpetuate the ability of both corporations and government to maintain a 
privileged position in society, usually by dominating the news agenda and excluding 
minority voices from public debate” (Tench and Yeomans, 2006: p. 168). “Wherever it 
is practiced, the profession of public relations emerges from a specific social hierarchy 
or field of power,” Edwards (2010) argued. She reasoned that this set of circumstances 
“profoundly marks the nature and identity of public relations through the interests the 
profession supports and the share of voice it generates for those on whose behalf it is 
employed” (p. 205).  
 
In keeping with these lines of analysis, critical theory features (1) the place, public 
sphere, where discourse occurs and (2) the nature and quality of that discourse as 
dialogue. Weighing such logics, Roper (2005) observed, “Hegemony can be defined as 
domination without physical coercion through the widespread acceptance of particular 
ideologies and consent to the practices associated with those ideologies” (p. 69). The 
roots of power and its disparity reside in the assumptions made salient through 
language, the idioms relevant to the interdependence between organizations and 
between them and stakeholder publics. The key to advancing the dialogue toward 
productive societal advantages is to achieve legitimacy (Roper, 2005). In such contexts, 
the quality of discourse is important; the outcome should be shared or co-created 
meaning that reflects multiple interests in varying degree of alignment. 
 
Championing the role of discourse analysis, Fairclough (1989) articulated two means 
for examining society through a communication lens. The first is more theoretical: to 
help correct a widespread underestimation of the significance of language in the 
production, maintenance, and change of social relations of power. The second is more 
practical: to help increase consciousness of how language contributes to the domination 
of some people by others, because consciousness is the first step towards emancipation 
(p. 1). Even the nature of, the dynamics of structures and functions no matter how 
seemingly neutral, are not merely “natural” but are the result of meanings created and 
brought to bear to define and empower structures and functions.  
 
“Lifeworld organizations grow out of the debates that take place within the sphere” 
(Leitch and Neilson, 2001: p. 132; Leitch and Motion, 2010). As such publics exist in 
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and as they voice, construct, and share belief/evaluation/knowledge systems, zones of 
meaning.  
 
 
Conclusion 
 
Practitioners and academics should be thrilled that projects such as Vision 205 and the 
Stockholm Accords offer them the opportunity bring their best practices as well as 
research and theory to help achieve global sustainability. As such it seems important to 
consider, develop, and promulgate the concept of the communicative organization as a 
prerequisite to that daunting task. And so, we should work to bring to bear the best of 
our analysis to assure that the rationale for the communicative organization is agentic, 
fostering the agency of community, and committed to infrastructures for discourse 
where meaning of sustainability is co-created. In all of this, we are likely to realize that 
the precondition of the communicative organization is the communicative society.  
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Abstract 
 
This paper argues that, in approaching specific stakeholder differences in nations, public 
relations might learn useful lessons from interdisciplinary studies of advertising. Such 
studies also confirm how communication plays a constitutive role in shaping 
perceptions and so support arguments that strategic communicators, such as public 
relations practitioners, are too important to be unrepresented in the dominant coalition. 
The paper illustrates these points through research into gender roles and behaviour in 
New Zealand and French television advertising. The representation of advertising 
characters acts as a useful “barometer” of current cultural values and is therefore 
important to grasp for practitioners in fields other than advertising. This is because such 
representations propose – if not partially impose – potent models of connection between 
people and products, services or brands.   
 
The paper further argues that public relations practitioners can and should learn from 
advertising character representations in order to make better strategic communication 
choices. Methodologically, the research codes the portrayal of advertising characters in 
the two nations and interprets the differences using both content and semiotic analysis. 
The findings reveal cultural differences that have strategic implications, illustrated 
through gender, for framing and addressing messages to different national 
constituencies. The paper concludes that the possibilities for strategic communication 
with key stakeholders in different countries are restricted and can be extended by 
learning from representation research in advertising. 
 
 
Surveying the field: Advertising and gender 
 
Little work has been done on connecting gender issues to national issues in public 
relations. This is despite the existence of restrictively stereotypical portrayals of gender 
in advertising by many empirical studies in countries such as the U.S. (Bretl and Cantor, 
1988; McArthur and Resko, 1975), Portugal (Neto and Pinto, 1998), the United 
Kingdom (Furnham and Bitar 1993; Furnham and Skae, 1997), Italy (Furnham and 
Voli, 1989), and Australia (Mazzella et al., 1992). Studies of gender in advertising are 
obviously not restricted to the study of a single country. Some studies have dealt with 
more than one country; for instance Gilly (1988) compared the role of women in 
television advertising in Australia, Mexico, and the U.S. Also dealing with several 
countries, but with more geographical relevance to the present study, Whitelock and 
Jackson (1997) compared the role of women in television advertising in the UK and 
France. Furnham, Babitzkow, and Uguccioni (2000) also conducted an investigation of 
gender stereotyping in television commercials from France and Denmark, while 
Furnham and Farragher (2000) compared television commercials from New Zealand 
and France.  
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One recurrent finding that does overlap with empirical public relations research on 
gender is that women are numerically underrepresented (Furnham and Voli, 1989; 
Mazella, Durkin, Cerini and Buralli, 1992; McArthur and Resko, 1975; Neto and Pinto, 
1998). Other recurrent findings have been compiled by Furnham and Mak (1999) whose 
study compares the findings from different time periods and countries. Across all 
nations, studies relentlessly report that men are more likely than women to act as 
authoritative central figures in commercials and then conclude that men act as the 
authority of a product more than women who are usually typecast as product users 
(McArthur and Resko, 1975; Bretl and Cantor, 1988; Neto and Pinto, 1998; Furnham 
and Voli, 1989; Mazzella et al., 1992; Furnham, Babitzkow, and Uguccioni, 2000).  
 
Studies also show that, in commercials, men are often associated with practical or 
pleasurable rewards while females are associated more often with social approval or 
self-enhancement (Furnham, Babitzkow, and Uguccioni, 2000; Furnham, Mak, and 
Tanidjojo, 2000; Neto and Pinto, 1998). Another recurrent observation is that women in 
commercials are consistently portrayed as younger than men. Most studies show that 
young women and middle-aged men are the main age categories of central characters of 
commercials (Furnham, Babitzkow, and Uguccioni, 2000; Furnham and Skae, 1997; 
Neto and Pinto, 1998; Whitelock and Jackson, 1997).  
 
Although some studies in the U.S. and Europe have illustrated that women no longer 
have the exclusivity of featuring in commercials for domestic products (and are more 
present in commercials for non-domestic products), most studies agree that these 
features have not clearly evolved since the 1970s (Bartsch, Burnett, Diller, and Rankin-
Williams, 2000; Wolin, 2003). Nevertheless, Weigel and Loomis (1981) and Knill, 
Pesch, Pursey, Gilpin, and Perloff (1981) indicated changes toward a broader 
representation of female roles with more women given more authoritative roles as 
consumers and product representatives. Furnham and Skae (1997), in Britain, and 
Whitelock and Jackson (1997), in Britain and France, detected small changes in finding 
that women were less dependent on, and less tied to, domestic settings and products 
than previously. This paper argues that such findings should help shape gender research 
in public relations. To support this we present our findings on gender in advertising 
messages in two under-researched nations.  
 
 
Gender in advertising in France and New Zealand 
 
Few studies on gender role stereotyping in French advertising have been undertaken and 
have generated different, and sometimes contradictory, results. Furnham, Babitzkow, 
and Uguccioni’s (2000) findings are in line with previous results from the U.S. or the 
UK. Furnham et al. (2000) noted that, in French commercials, most female central 
figures were product users and men were more likely to be depicted as authorities (see 
Whitelock & Jackson, 1997). Also, the percentages of women and men portrayed as 
professionals in French commercials were similar but women were more likely than 
men to be portrayed as dependent (Furnham et al., 2000). Whitelock and Jackson (1997) 
also found that females in France and in the UK were less likely to be portrayed in a 
work situation than males.  
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New Zealand has only been the subject of one content analysis study of gender roles in 
television commercials. Furnham and Farragher (2000) found that 57% of visually 
represented central figures and 81% of voice-overs were male. In terms of age, the 
majority of female characters were young (55%) and the majority of males were 
middle-aged (57%). Men were significantly more likely than women to be depicted as 
autonomous, in an occupational setting, or at leisure than women. Women were 
significantly more likely to be depicted in a domestic setting and portrayed in familial 
roles than men.  
 
Clearly the research shows that advertising messages formulate and disseminate certain 
knowledge about the nature of men and women’s roles. They have culturally embedded 
assumptions with material consequences for gender roles. The fact that females are 
more likely to be portrayed in a domestic situation than males would reinforce the idea, 
for example, that women have a life based at home and dominated by family, and that 
marriage and parenthood are more important to a woman than to a man. Similarly, the 
fact that women are portrayed as younger than men perpetuates the idea that women 
must remain youthful in appearance whereas men are allowed to show signs of aging. 
As social attitudes change communicators who do not change with them run the risk of 
failing to engage positively with key stakeholders, such as women. Similarly discourse 
technicians need to be aware of these constructions and their national variations and this 
study offers a method of exploring them and detailed evidence of discursive 
constructions. 
 
 
Method 
 
A total of 338 commercials containing characters in the New Zealand corpus and 302 in 
the French corpus were used in this study. Following other studies (Mazella, Durkin, 
Cerini, and Buralli, 1992; Neto and Pinto, 1998), all commercials containing cartoon, 
fantasy characters, animals, and other central figures that were not human were omitted. 
Commercials which used crowds were taken into account provided that a prominent 
male and female character could be easily identified. Following Gilly (1988) no more 
than three central characters were coded in each commercial. If more than three 
characters were present in one commercial, the three most prominent figures were 
selected for coding. In the final sample of commercials, 451 central characters from the 
French corpus and 494 from the New Zealand corpus were coded. 
 
 
Coding procedure 
 
The coding of commercials was carried out following a specifically designed list of 
variables based on previous studies (Furnham and Bitar, 1993; Gilly, 1988; Harris and 
Stobbart, 1986; Mazella, Durkin, Cerini, and Buralli, 1992; Neto and Pinto, 1998; 
Schneider and Schneider, 1979; Whitelock and Jackson, 1997). All these studies built 
on the comprehensive content categories developed by McArthur and Resko’s (1975) 
ground breaking study (see Furnham and Mak, 1999). The variables selected for the 
present study were simplified and adapted to provide a relevant, and also a workable, 
framework for the size of the corpus.  
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Two coders, one male and one female, included to provide gender balance, both fluent 
in English and French were involved in the coding process of this part of the study. 
Reliability of coding was ensured by each coding 30 commercials independently and 
subsequently discussing their findings. The rest of the commercials were coded by both 
coders simultaneously. As in studies by Schneider and Schneider (1979), and Gilly 
(1988), disagreement between the coders was resolved via discussion and consensus. 
 
A complementary second step in the analysis of gender roles and behaviours involved 
conducting a semiotic analysis of the characters’ behaviours and interactions. This 
process, carried out by one of the authors, considered how commercials marked out 
character roles through denoted and connoted signs, and how advertising characters 
interacted with each other through visual and aural signs such as gestures and language. 
It also studied how characters were used as signs directed to subject viewers with a view 
to make them consume brands or products. Of course the previous content analysis 
coding by both coders helped considerably in the process of identifying recurring 
patterns of interaction or behaviours of male and female characters.  
 
 
Results (1): Gender and frequency 
 
The frequency of use of male and female characters in commercials was calculated to 
see if there was a pattern in the use of gender in each particular advertising environment 
(see table 1). Firstly, following Al-Olayan and Karande (2000), a calculation was made 
of commercials in which only males appeared, secondly, one of commercials in which 
only females appeared, and thirdly, one of commercials in which both males and 
females appeared.  
 
The majority of the French commercials used situations involving both males and 
females (58.95% or n=178), the next largest group was that in which only females were 
represented, (22.85% or n=69), and the smallest one (18.21% or n=55) involved only 
males. Quantitatively, in line with the findings of similar research (Whitelock and 
Jackson, 1997; Furnham, Babitzkow, and Ugguccioni, 1999), the results indicate that 
French advertising discourse represents both genders quite evenly.  
 
New Zealand commercials revealed a different pattern. New Zealand television 
advertising used a lot of commercials in which only male characters were featured 
(41.12% or n=139). Commercials which used situations involving both genders were 
the next important group with 133 commercials (39.34%) using both males and females. 
Commercials in which only females were used amounted to a total of 66 (19.52%), less 
than half the number of commercials solely using males.  
 
The striking difference between the two advertising discourses resided in the fact that, 
in New Zealand television advertising, there were twice as many commercials featuring 
only males than in French television advertising. This finding can be paralleled with 
findings that revealed that voice-overs in New Zealand were mostly male whereas in 
France the vocal environment was more balanced (Desmarais, 2001). This study also 
revealed that French television advertising tended to use more commercials in which 
characters of both genders were used. 
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Results (2): Central characters 
 
The distribution of central characters according to gender and product type also 
produced contrasting findings (see table 2’s distribution of central characters according 
to product types). In French television advertising, men and women central characters 
were used equally for most product categories (9 out of 13 product categories). In other 
words, as many men as women were found to be central characters in commercials for 
food and drinks, entertainment, clothing, electronic/household appliances, do-it 
yourself, services, and even automobiles and accessories. The product categories that 
revealed a difference were “personal and beauty care products”, and “household and 
cleaning products”: French women were more frequently shown with personal and 
beauty care products (n=39, 16.4%) than their male counterparts (n=20, 9.3%); French 
women were also more often associated with household and cleaning products (n=20, 
8.4%) compared to French males (n=11, 5.2%); and were slightly more likely to be used 
as central figures in commercials for drugs and medicine (n=16, 6.7%) than males 
(n=13, 6.1%). 
 
New Zealand revealed more dramatic differences between the genders. For certain 
products the distribution of genders was equitable: as many men as women were found 
to be central characters in commercials for clothing; for services; and food and drinks 
(29.7% men vs.  29.4% women). Many other product categories were very gender 
specific. Men appeared much more than women in commercials for entertainment 
(7.9% vs. 2%), for automobiles and accessories (11% vs. 4.4%), for do-it-yourself 
products (11.7% vs. 3.4%), for farming products (1.4% vs. 0%), for sporting products 
(2.8% vs. 0.5%), and for public services (8.6% vs. 6.8%). On the other hand, women 
were more frequently portrayed with: electronic/household appliances (8.3% vs. 3.8%); 
personal and beauty care products (7.4% vs. 1%); household and cleaning products 
(9.8% vs. 3.1%); and with drugs and medicines (6.9% vs. 3.4%).  
 
 
Results (3): Product categories and male characters 
 
A comparison of male central characters in French and New Zealand television 
advertising revealed striking similarities as well as differences. About the same 
proportions of New Zealand males (29.7%) as French males (25.8%) were found to be 
central characters in commercials for food/drinks. French male characters were used 
much more in personal and beauty care commercials (9.3% vs. 1%). French men were 
also more likely to be used as central characters in commercials for automobiles and 
accessories (13.7% vs. 11%), household and cleaning products (5.2% vs. 3.4%), drugs 
and medicine (6.1% vs. 3.1%), clothing (5.2% vs. 2.4%), electronic/household 
appliances (9.3% vs. 3.8%), and services (18.8% vs. 13.1%). Overall, French male 
characters were used more in commercials for domestic products. 
 
New Zealand males were more often used in commercials for entertainment products or 
services (7.9% vs. 4.7%) and, significantly more, as central characters in the do-it-
yourself category (11.7% vs. 0.9%), farming products (1.4% vs. 0%), sporting products 
(2.8% vs. 0.5%), and public services (8.6% vs. 0.5%).  
 
 
Results (4): Common threads 
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The product type-gender connections illustrate how advertising creates a natural match 
between certain gender segments of the population and specific product categories. The 
association of male characters in both discourses with entertainment products, with 
automobiles and accessories, and in New Zealand especially, with do-it-yourself and 
sporting products, reinforce ideas of the male as guardian of the practical, entertaining, 
athletic, and physical, world. The association of female characters with beauty products, 
or household and cleaning products, similarly reinforces certain associations in both 
discourses. The association of female characters with cleaning products clearly suggests 
that a woman’s place and responsibility are firmly located within both the French and 
New Zealand home environments. This phenomenon was already noted 30 years ago by 
Dominick and Rauch (1971) and also validated by subsequent studies (Courtney and 
Whipple, 1983; Leigh, Rethans, and Reichenbach, 1987; Lovdal, 1989; McArthur and 
Resko, 1975; Schneider and Schneider, 1979).  
 
Similarly, the stereotypical use of women as comforting and caring has been denounced 
by feminists as stemming out of a western discursive formation that creates a strong 
knowledge on the natural role and qualities of women (Autain, 2001; De Beauvoir, 
1976; Friedan, 1965; Lips and Colwill, 1978). What emerged from the research was that 
advertising communicators, across two different western cultures, were caught in this 
powerful discursive formation. In order to communicate efficiently and quickly to 
audiences, they created messages that fitted with the widely accepted regime of truth 
that articulates womanhood with caring. Caring and womanhood were mechanically 
articulated in both cultural environments. Nevertheless the study found that the 
phenomenon of matching product categories with genders was more or less accentuated 
depending on the cultural context. French female characters were, for example, much 
more frequently portrayed with personal and beauty care products or clothing products 
than their New Zealand counterparts.  
 
There were also divergences. French male characters tended to be included in 
commercials for traditionally female product categories such as beauty products, or 
household and cleaning products. Conversely, in New Zealand television advertising, 
female characters were included in traditionally male product categories. The 
comparative approach therefore showed that New Zealand female characters, in 
participating in traditional male activities such as building and playing sports, were 
represented as being drawn into traditionally masculine territory more than their French 
counterparts.  
 
 
Conclusion 
 
This paper reported findings on the use of gender in two national advertising discourses. 
Its uncovering of imagery patterns that influence advertising discursive practices has 
other practical implications. Not only does it enable a better grasp of another culture’s 
cultural understandings of gender, but, more importantly, it enables strategic positioning 
in relation to the understandings that are present in that culture. Knowledge of the main 
gendered discursive formations influencing messages provides a framework within 
which practitioners and others, can make informed strategic decisions. One of the 
largest is to decide whether to design their communication to fit inside dominant gender 
discourse, or to challenge established conventions through risk taking. Greater 
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knowledge can stimulate innovation, since things can be done differently elsewhere and 
therefore the status quo has options, and security, since other nations already do it in 
other ways without abandoning advertising success.  
 
The marked absence of image concerns and gender aspects in public relations in 
general, and in public relations’ considerations of nations in particular, suggests this 
area needs research. We concur and hope to have shown that studies in advertising 
research have much to offer the public relations field. 
 
 
 
Table 1: Frequency of gender specific commercials in New Zealand and French 
television. 

Commercials 
with only 
men. 

Commercials 
with only 
women. 

Commercials 
with both 
men and 
women. 

Total of 
commercials 
with 
characters 

 

n % n % n % N 
New 
Zealand 139 41.12 66 19.52 133 39.34 338 

France 
 55 18.21 69 22.85 178 58.95 302 

 
 
Table 2. Distribution of central characters according to gender and product type. 

 
Services: Banks, insurances, real estate agents, travel agents, 
telecommunication/telephone companies. 
 
Public services: Drink driving campaigns, ACC campaigns, army commercials, and 
retirement planning. 

France New Zealand 
Men Women Men Women Types of goods and services 
n % n % n % n % 

Food/drinks 55 25.8 55 23.1 86 29.7 60 29.4 
Entertainment 10 4.7 9 3.8 23 7.9 4 2 
Personal and beauty care 20 9.3 39 16.4 3 1 16 7.4 
Automobiles/accessories/oil 
companies 

29 13.7 27 11.3 32 11 9 4.4 

Household/cleaning products 11 5.2 20 8.4 9 3.1 20 9.8 
Clothing 11 5.2 10 4.3 7 2.4 6 2.9 
Do-it-yourself  2 0.9 2 0.8 34 11.7 7 3.4 
Drugs and medicine 13 6.1 16 6.7 10 3.4 14 6.9 
Electronic/household appliances 20 9.3 18 7.6 11 3.8 17 8.3 
Farming products 0 0 0 0 4 1.4 0 0 
Sporting products 1 0.5 2 0.8 8 2.8 1 0.5 
Services 40 18.8 39 16.4 38 13.1 36 17.6 
Public services 1 0.5 1 0.4 25 8.6 14 6.8 
Total 213 100 238 100 290 100 204 100 
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Abstract  
 
One symptom of the knowledge economy characterising contemporary, developed 
society is the blurring of the once-clear demarcations between work and home, labour 
and leisure, and economic and cultural value. Individuals increasingly cross borders that 
are not only physical and technological but also emotional, psychological, relational and 
temporal. We are interested in understanding the ways in which public relations 
practitioners, as knowledge workers, are positioned as individual, gendered subjects 
responding to the pressures induced by this shifting, complex relational landscape. 
Therefore, in this study we explore the ways in which public relations practitioners 
improvise, communicate and negotiate their personal–professional identities and the 
tensions inherent in the encounter between self and other, private and public, economic 
and cultural. 
 
We interviewed women of different ages, in various stages of family life, and at 
different levels in their professional careers: unmarried, married, with and without 
children, in junior and senior roles, working in consultancy and in-house. The rich 
descriptions we gained of the ways in which the women invest their professional and 
personal experiences with meaning reveal how they constitute the work–life 
interrelationship discursively; how they navigate these tensions and make sense of them 
reflexively; and their impact on the practice of public relations. We posit that public 
relations is a profession whose resources and focus resemble those with which the 
notion of identity and the negotiation of work–life balance are themselves preoccupied: 
the relationships between people, time, space and communication technologies. Thus, 
recognising the importance of personal–professional identities coupled with the notion 
of who does public relations work, what it involves, and how it is accomplished 
becomes central to any understanding of knowledge production and individual 
wellbeing in the contemporary knowledge economy.  
 
 
Introduction 
 
Over thirty years ago, Rosabeth Moss Kanter refuted the notion that the public and 
private are separate spheres, arguing that it is untenable to ignore the intrinsic 
connection between individuals‘ work lives and their home or family lives because each 
has an influence upon the other with consequences for how work is carried out (Kanter, 
1977). Since then, researchers have noted that the linkage between work and home has 
been accentuated by the increasing dependence of western economies on knowledge as 
the key factor of production and wealth generation, and technology as the key resource 
for production (Castells, 2010). This has motivated changes to work patterns, modes of 
employment and occupational structures. Wireless connections and mobile devices, for 
example, have led to the emergence of the boundaryless organisation, the virtual office 
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and the flexible workforce with its non-standard forms of employment (e.g. flexible 
hours, part-time, self-employment). New communication technologies enable constant 
communication between work and home, encouraging disciplines from the work realm 
such as planning and control to invade non-work lives. At the same time, the once clear 
demarcations between work and home, labour and leisure, and economic and cultural 
value have become blurred. Individuals increasingly cross and coexist simultaneously 
across borders that are not only physical and technological but also emotional, 
psychological, relational, spatial and temporal.  
 
We are interested in exploring the implications of these interconnected spheres for the 
construction of identity in public relations. We posit that in the present knowledge 
economy, the negotiation of professional and non-work identities is a complex process 
which, as Nyström (2009) has argued, is shaped by both personal and social 
imperatives, including, we suggest, the professional. Wenger has drawn attention to the 
notion of identity ―as a pivot between the social and the individual� (1998, p. 145). 
He rejects the notion that the two are dichotomous; rather, he draws attention to the 
centrality of lived experience within particular social milieux. The term 
―multimembership designates individuals‘ identities as belonging to and realised 
through different ―communities of practice which he defines as the specific formal or 
informal grouping with which we are involved and the various ―practices, routines, 
rituals, artifacts, symbols, conventions, stories and histories� that characterise them 
(Wenger, 1998, p.6). In turn, multimembership also constitutes the ―living experience 
of boundaries― (Wenger, 1998, p. 161). 
 
Hence, taking Wenger‘s cue, it appears that individuals weave their way within and 
across the various spheres of their lives which those boundaries (however tenuously or 
porously) demarcate. Identities and the ―landscape of practice― (the different 
communities in which people participate) both reflect and shape one another, as part of 
an ongoing process of identity (as becoming). For Wenger, none of this is to suggest the 
view that individuals have ―multiple identities―, since this would elide the ways in 
which participation in different communities of practice (from individuals‘ perspective, 
as workers, mothers, partners, etc.) ―interact, influence each other, and require 
coordination― (1998, p.159).  
 
Our study aligns with the views of Wenger in defining identity not as a static, 
monolithic whole or something ―we turn on and off― (Wenger, 1998, p. 159), but as 
the nexus of multiple identifications with a range of different spheres which individuals 
may perceive and articulate as relatively discrete, blurred or flexible. The negotiation 
among the spheres of social and personally derived imperatives shape professional and 
personal identities which may be multi-faceted rather than separable.  
 
We posit that this is accentuated in so-called knowledge work, such as public relations. 
Public relations is a profession whose resources and focus share a resemblance to those 
with which the notion of identity and the negotiation of work–life balance are 
themselves preoccupied: the relationships between people, time, space and 
communication technologies. We are interested in understanding the ways in which 
public relations practitioners, as knowledge workers, are positioned as individual, 
gendered subjects, and how they are called to respond to the pressures induced by this 
shifting, complex relational landscape, in both their home and work lives. Therefore, in 
this study we explore the ways in which public relations practitioners improvise, 
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communicate and negotiate their personal–professional identities and the tensions 
inherent in encounters between self and other, private and public, economic and 
cultural. The importance of personal–professional identities coupled with the notion of 
who does public relations work, the approaches that people take to their work, and the 
implications for how public relations work is accomplished is central to any 
understanding of knowledge production and individual wellbeing in a knowledge 
economy.  
 
 
Methodology  
 
We explore these questions through consideration of female public relations 
practitioners’ various articulations of how they perceive and experience the relationship 
between the professional and private spheres of their lives. To do this, we focus on how 
and why women describe how they put together (whether self-consciously or apparently 
intuitively) certain aspects of their lives into one or more spaces and the extent to which 
they perceive boundaries around or borders between these spaces.  
 
We chose to focus solely on women in this study on the basis that, firstly, public 
relations is a feminized industry where women as practitioners outnumber men, for 
example in Australia: (de Bussey and Wolf, 2009), and in the USA(Cline et al, 1986), 
and secondly because, despite assuming a greater role in the labour force, women 
continue to maintain their primary caregiving and domestic work roles in the home 
(Australian Bureau of Statistics, 2009; Crompton & Lyonette, 2006).  
 
We employed an interpretive approach to the investigation, collecting and analysing 
data iteratively through five stages based on a purposive sample of 35 public relations 
practitioners based in Western Australia, all women of different ages, in various stages 
of family life, and at different levels in their professional careers: unmarried, married, 
with and without children, in junior and senior roles, working in consultancy and in-
house. Although not all participants were mothers, almost all defined themselves, at 
least in part, in relation to the choices they had made or hoped to make about having 
children as well as a professional life. We began collecting the data by conducting two 
interviews with senior women, both working in-house, to help us identify some of the 
key issues related to the interaction of their working life and other aspects of their lives, 
and to focus our research questions. We then carried out two focus groups with women 
in their twenties and early thirties. These findings suggested that the issues might differ 
according to women‘s age, seniority and family life-stage. Consequently, we conducted 
a further focus group with women in their forties and then, because we considered that 
our discussions with senior women (mostly in their fifties) might reveal some 
potentially sensitive information as they reflected on their experiences with both young 
and now grown-up children, we opted for one-to-one interviews rather than group 
interviews. We completed data collection by presenting our findings and nascent 
interpretations to participants in an informal, social setting, encouraging women to 
discuss freely their further opinions. This forum acted not only as a member check but 
also allowed further ideas and explanations to emerge. Some of our hunches and 
emergent propositions were confirmed through this process. 
  
We analysed the data thematically according to notions of how identities emerge in the 
navigation of borders, boundaries and perceptions of life ―balance as revealed in the 
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literature, and from the emergent themes in the primary data, such as generational 
differences, and family or professional aspirations. 
 
 
Challenges in the relationship between professional and home life spheres  
 
The public relations industry in Western Australia could be described as thriving, with 
multiple consultancies, freelance operators, and large in-house departments servicing a 
range of sectors. Most lucrative is the booming resources sector which feeds a global 
market increasingly dominated by the demands of a fast-growing Chinese economy. 
Unlike most other countries, Australia has been affected only relatively lightly by the 
global economic crisis. Therefore, in Western Australia, the employment opportunities 
for public relations practitioners are plentiful and secure.  
 
However, there are multiple challenges affecting the professional and home spheres of 
those employed in public relations. The multi-national companies involved in mining 
for minerals and natural gas, for example, require practitioners to work in both local and 
global time zones. Even at a regional level, there are time differences, with up to three 
hours between the zones in the west and those in the more populated eastern states. This 
can result in work concerns intruding into the hours allocated by practitioners for non-
work such as home or leisure activities. Such intrusions are accentuated by the type of 
role in which practitioners engage such as media relations or corporate spokesperson, 
when the deadlines and agenda of the media may determine the proportion of time 
available for work or personal life. Further, it is easier now for work to permeate home 
life because of the uptake of communication technologies. While challenges such as 
these affect men as well as women, the repercussions are arguably greater for women 
because of their role in the private sphere as primary homemaker, caregiver and in many 
cases that of mother.  
 
 
Negotiating time  
 
Many women in public relations described the demands on their lives as 
―overwhelming because of a lack of time in which to do the various tasks properly or 
in-depth. The unpredictable nature and flow of work, including bursts of activity 
coupled with tight deadlines, meant that daily routines comprised a range of competing 
and often irreconcilable demands which necessitated a constant juggling by practitioners 
of the relationship between work and home: When the press calls, I drop everything and 
this is affecting me, like all the other stuff that I have that is deliverable stops and I deal 
with the press and all that entails. 
  
In order to cope, some ―manoeuvred bits of time― by choreographing various public 
and private tasks. For example, if a tight deadline for submission of a report required 
extended, after-hours work, a mother might create ―a chunk of time with [the] 
children� by going home early in order to have an early meal with them, and then 
continuing to write from home when the children had gone to bed. Alternatively, 
strategic or creative thinking might be done during leisure activities, such as on the 
treadmill in the gym or in the shower. In reflecting on work in her own consultancy, a 
practitioner noted that ―I‘d work like a trooper for ten months of the year [then would 
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take two months off to go and help look after grandchildren] ... I‘ve had to try and 
manoeuvre bits of time in and around my other work. 
 
Such time shifting involves not only the moving and acceptance of work-related 
activities into the private sphere (or vice versa), but also the incursion of the 
professional into the psychological or personal realm. In order to more effectively 
negotiate and manage the different life spheres, others traded time by exchanging 
extended periods of hard work and long hours for leisure. A participant responsible for 
the annual report noted that during its production ―life was manic― but ―when the 
work gets a little bit lighter ... then you‘re able to spend more time at home―. Others 
stated that they might work until very late—sometimes 10 or 11 pm—in order to enable 
them to take time off. One participant stated: I was just very conscious of working hard 
so that I could earn the time off when I needed it ... you just want to earn the respect [of 
your colleagues] so if you say I really need to go down to the childcare or I really need 
to do this and be in a bit late today, there’s no formality about it, they just let you do it.  
 
Those who traded time, therefore, did so on the basis that this gave them licence to 
achieve some form of flexibility in their professional life. One senior practitioner 
working long hours in-house described that she coped by:  
 
Mak[ing] sure you never start a job by sitting there at the desk between eight and five 
consistently, because then the minute you don‘t do it, someone will notice. ... Always 
make sure you are out and about [saying to your colleagues] Oh yes, I‘ve got to be 
going here, going there‘. It‘s amazing what [personal things] you can get done.  
 
Such impression management enabled this practitioner to introduce the home into the 
workplace by undertaking personal chores such as family shopping during work time.  
 
A third strategy for managing time was to ―draw a line― around certain activities, in 
other words, to create boundaries that either defined the public and private spheres, or 
which separated the psychological from the material. For example, major forthcoming 
professional activities would be entered into the diary in order to highlight spaces 
available for holidays, thus using work to determine the extent and timing of leisure 
periods. One participant used her iPod to prevent distractions while thinking and 
writing, and others chose not to use their telephones or look at emails while on holiday 
or at home, although the nature of public relations work, global time zones and the 
strong identification of many practitioners with notions of professionalism, meant that 
this was often difficult to do:  
 
Eastern states’ times mean you have to keep checking the Blackberry even at home. But 
sometimes you don‘t have to do it, but you still are in the habit of doing it … so it‘s just 
a matter of trying to be disciplined and going. You know what? These other tasks can 
wait. I don‘t have to do this right now. How practitioners’ relationship with time is 
negotiated, however, is dependent not only on personal imperatives such as career or 
family ambitions and commitments, but also the role, type of organisation and sector in 
which practitioners are employed. Most women make active choices about the type of 
work that will best enable them to manage their time. It is not uncommon for those with 
young children or dependent parents, for example, to reject the roles of media relations 
or events management. Some women with families elect to leave the private sector, 
especially consultancy, for the public sector in the belief that employing organisations 
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will offer better work–life balance. Others set up their own businesses or opt for 
freelance or short term contract work in the belief that this will give them more control 
and flexibility, although not all agree that this does occur. For example, a solo operator 
who chose to work from home to enable her to spend more time with her children 
highlighted the tensions involved in balancing the demands of family and profession 
when she related the story of how she took her daughter to swimming lessons during a 
working day. While she was in the pool, the regional newspaper called twice for 
comment by her client. By the time she picked up the message and called back, the 
newspaper had found another source, thus depriving her client of valuable media 
coverage. 
 
Practitioners therefore negotiate different temporalities as they cross the psychological, 
relational and physical borders between the different, socially constructed spheres of 
their lives. Women perceive the professional sphere as a space that includes their work 
and professional practice, and their identifications with this. The private sphere 
comprises home life, leisure activities, relationships with friends and family, and their 
relationship to this. It also comprises the personal or internal self, including women‘s 
reflections on themselves. The interconnectedness between the spheres is driven to 
some extent by professional notions of time related to the planning, controlling and 
scheduling of public relations work, especially that involving media relations and the 
servicing of clients, as well as notions concerning the value of communication 
technologies in the public relations role. Woven together with the social or cultural 
imperatives associated with the professional community are the personal values and 
motivations related to practitioners’ membership of the home or non-work community, 
such as family. 
 
 
Negotiating the boundaries of different life spheres 
 
Three different categories of identity emerge from the data to illustrate the emphasis 
that women give as they endeavour to juggle with and cross the borders of the inter-
related spheres: segmented, overlapping and merged. The categories themselves do not 
pre-exist women‘s practices, and neither do they reify their experiences. Instead, they 
describe how women improvise, communicate and negotiate their personal–professional 
identities in specific situations and the tensions inherent in their encounters among self 
and other, private and public, economic and cultural.  
 
Segmented identity  
This identity is characterised by its internal composition by defined boundaries and a 
separation between the professional and non-work spheres. This implies that women 
make a choice in different situations to prioritise either their professional role or their 
home role, depending on the situation, thus making a conscious effort to create a 
separation between the two. While a segmented identity is discernible in all age groups 
and levels of seniority, it is most pronounced among some young women in the early 
stages of their careers, or when mothers have young children and have made choices to 
work part-time for minimal hours, or when senior women have reflected on their careers 
and opted for a more balanced lifestyle. The segmented identity is (with greater or lesser 
ease) able to release its attachment to the professional sphere in order to concentrate on 
the private, and vice versa.  
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How women define and use psychological and socio-physical boundaries in order to 
distinguish the different spheres of their lives is exemplified in the following quotations:  
While you are away [travelling for work], you can completely focus on work.  
 
[Travelling home from work is] a transition ... I try to do like this little mini-meditation  
before I pick up my daughter ... so I‘m not all angsted up.  
 
Women in this category tend to prioritise home over work, emphasising their quality of 
life. One woman who had been employed at the most senior level, internationally, 
stated: I‘ve done the big corporate jobs, I‘ve done the big consultancy jobs, I‘ve worked 
the fifteen-hour days and I‘ve come to the conclusion that I don‘t need to do that 
anymore ... My health was more important than the hours and the contribution that I was 
putting in at work, over the balance of health and life at home.  
 
She chose instead to write a book and undertake a variety of freelance projects, some in 
public relations, others within the arts and entertainment fields. Wellbeing and work-life 
balance, then, were major influences on the decision to segment lives, including not 
only reducing the hours of work, or the energy put into building careers, but also in 
planning extended periods of time out of the profession in order to concentrate on home 
responsibilities.  
 
The instrumental compartmentalising of professional and home spheres by public 
relations practitioners with segmented identities results in their experiencing less 
conflict between the demands and different temporalities of the public and private 
spheres. Identification with one sphere or another was determined by the situation as 
well as women‘s self-conscious attempts to retain distinct facets of their identity.  
 
Overlapping identity  
Overlapping identity is characterised by boundaries that are blurred, with spheres that 
are separate in some situations while overlapping in others. As with the previous 
category, women‘s strong identification with both the professional and non-work 
spheres indicates their attachment to the expectations, motivations and values of the 
public relations community, as well as the home or non-work realm and its related roles, 
for example, mother, wife, partner, and friend. Although the majority of women who 
participated in this study are described as having overlapping identities, certain groups 
were more active in the process of communicating different aspects of their identity 
simultaneously. These included women who chose freelance work or who set up 
businesses from home, working as sole operators, in order to spend more time with 
family.  
 
At work, I am very organised. But ... I‘m more spontaneous outside of work and free-
flowing and I actually prefer that... I‘m just two different people... [But] I am always 
thinking about work... The reality is that work and home have an impact on each other. 
You make it work, you just juggle – I don‘t get stressed about it. If you let people 
[clients] know you‘ve got a sick child or whatever, they are understanding. It‘s all about 
communication.  
 
This public relations consultant and small business owner constructed a border between 
the professional and the home through the mechanism of discipline at work and 
relaxation or spontaneity at home. However, she recognised the impossibility of 
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disentangling the spheres. At the same time as her identity was segmented, it also 
overlapped to some extent. A woman working in-house illustrated the constant 
oscillation that occurred when the boundaries between work-home spheres became 
blurred, allowing learning from the home sphere to contribute to learning in the 
professional, and vice versa.  
 
I always say to people “You have to be like an elastic band, and you have to be able to 
stretch, and then you have to be able to come back in. But don‘t snap. But you have to 
be flexible and you have to be mutable. Because if you come in with black and white 
and go. This is what I‘m going to get done today, you just set yourself up for failure… 
Just like you have in your household. Things will come out, kids will get sick or 
something will come out of the blue. You just go with it... I just find if you are flexible, 
it‘s a lot easier”. 
  
The flexibility associated with an overlapping identity extends to choices about when 
and how to work, in a similar way to the segmented identity. In their 30s and early 40s, 
many women choose to work from home to facilitate their mothering role, but this does 
require certain pre-determined tactics to ensure that the home sphere does not intrude 
into the hours set aside for work. One woman employed a child minder for her young 
child in order that she could work undisturbed in the next room.  
 
This separation of spheres and the situational overlapping of aspects of both the 
professional and non-work spheres is not always by choice, however. Therefore, while 
there are positive aspects to negotiating an overlapping identity, in many cases this is 
not always the case, as one senior practitioner working in the public sector reported: PR 
isn‘t a nine-to-five job. For most of the time that I have worked, I have been on call 
24/7, so I have taken phone calls at 11 o‘clock at night, and gone out and picked up 
newspapers to find out what the news headlines is at 11 o‘clock at night when the first 
edition comes out. I‘ve taken calls —mostly around the crisis in media stuff, media calls 
on weekends— while I‘ve been painting the kitchen, and all those kinds of things. So 
it‘s been fairly intrusive on my family life. 
 
The overlapping identity, then, is continually redefined and reproduced as different 
imperatives are emphasised according to factors such as location, life stage, and strength 
of identification with one or other sphere. While flexibility is ingrained in the 
overlapping identity, this characteristic may be less benign than it at first appears.  
 
Merged identity  
In this category of identity, the professional and non-work spheres are integrated 
because the boundaries between them have been, either willingly or reluctantly, 
dissolved. Women may identify with either sphere equally and simultaneously blending 
the two, or, in contrast, they may privilege or foreground one, so that the other gives 
way. This orientation towards non-differentiation of the spheres is necessary in order to 
handle their responsibilities with the rest of their lives. This is discernible in young 
women intent on establishing their professional credentials before having a family, also 
in many senior women at the peak of their careers, and also single women without 
family obligations or women without children.  
 
The data indicated that young women who chose not to segment their lives did so 
because of personal career ambitions. Many worked very long hours at the expense of 
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having a social life, or in some case partners, so that when they chose to start a family, 
their financial position and professional reputation in the industry would allow them to 
step down for a few years. In five years I‘d like to have had a baby and work part-time 
in PR. I‘d like to set myself up financially before then so I can have a few years off with 
my child. 
 
Older practitioners in the industry laughed at what they considered the naivety of such 
aspirations but nevertheless were admiring of such determination, recognising 
themselves at that life-stage when they too had had integrated identities.  
 
[When I was younger] I wanted to be in a position where I could call the shots and work 
my own hours, so to speak. But when you do that, because you want to be successful 
and you‘re driven, you end up working incredibly long hours.  
 
Where a merged identity was seen positively, women appeared confident about 
themselves as both professionals and as mothers.  
 
I‘m the same person I am at work as I am at [home]. We always talk [in the office] 
about what we‘re doing, if one of the children is sick, or you‘ve got to go [home] 
because … a parent has to go because a child is sick … sometimes the kids will come in 
[to the office].  
 
It appears that the boundary dissolution that leads to a merged identity is the outcome of 
a subtle interplay of both the personal and social/professional. Certain expectations 
about the role of public relations and the perception of how it should be conducted 
influence the manner in which women integrate the professional and home spheres. 
However, while the term ‗integration‘ implies some ease of reconciling or merging 
different aspects of identity, in fact the women whose identities could be thus described 
were acutely aware of the way in which they feel disempowered or overwhelmed by this 
orientation when the professional is foregrounded.  
 
You can‘t set boundaries in PR. That doesn‘t work in our profession. It just doesn‘t 
work. But I wonder to what extent that is my capacity not to be able to let go and see if 
that actually might work.  
 
There is an awful lot of responsibility as you get further along so that the time that 
you‘re thinking about your work away from work is more stressful than creative. It‘s 
more the sense of anxiety about keeping all the balls in the air constantly. The physical, 
emotional and psychological impact that may be an outcome of a merged identity can 
drive some to make conscious efforts to segment their lives or even, in the case of one 
participant, of retiring from public relations altogether: 
 
When I was younger ... I was who I was because of my work not because of me. .. now I 
don‘t particularly need to be good at anything, except being happy each day.  
 
In summary, all women working in public relations face the challenge of juggling roles 
as worker, mother, partner, parent or grandparent. The manner in which they construct, 
communicate and negotiate their identities depends on their life- and career-stage, 
situation including organisation culture, and the personal and socially-derived 
imperatives associated with their multi-membership of different communities (in this 
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case, the professional and home or non-work). Their identification with different 
spheres determines the nature of their identity: segmented, overlapping or merged which 
is continually renegotiated and redefined.  
 
 
Discussion and conclusion  
 
Thus, as our research has found, some women do make a concerted effort to keep their 
work and home lives separate. This suggests that they attempt to live the different 
aspects of their identities in sequence rather than concurrently (Wenger 1998: 159). For 
Wenger, however, because individuals’ identities are not separable, not processes that 
can be turned on and off, such an effort to enact identities in sequence can, on the one 
hand, result in women privileging one sphere over another or, on the other, lead to their 
sense of the disconnectedness between the different aspects of their lives.  
 
By contrast, and in relation to those women for whom the boundaries of home and work 
life are blurred or overlapping, it would appear that the different aspects of their 
identities are active simultaneously (albeit by favouring one or the other in different 
contexts). Nonetheless, as we found, this flexibility’ of identity does require women‘s 
ongoing juggling and negotiating of their different roles and responsibilities in the 
various spheres of their lives. 
 
Finally, for those PR women whose lives and identities are characterised by dissolved or 
non-differentiated boundaries (whether because these are solo women, women without 
dependent children or women who choose to privilege work over home lives), the 
pervasiveness of the 24/7 knowledge economy, produced and sustained by various 
communication technologies makes it much harder to resist work as an all-
encompassing activity and as the marker of a meaningful identity.  
 
The communicative, relational, temporal- and context-sensitive demands of the 
professional environment in which women are involved as part of the knowledge 
economy reinforce (or extend) precisely those pressures they may feel when negotiating 
their identities and activities across different the (variously permeable) boundaries of 
work and home life. It seems that PR women‘s personal investment in the industry is 
significant if they are to regard themselves and be regarded by others as competent and 
valuable workers. However, because such investment is impossible to quantify, it is 
often not articulated in the public domain and therefore remains invisible or 
unrecognised by either employers, clients, or, indeed, prospective PR women 
professionals.  
 
We suggest that further research might consider the negotiation of relationships and 
identity as those are pertinent to public relations education, and might re-imagine the 
approaches and practices of the public relations industry itself.  
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Abstract 
 
Producing proper media-monitoring reports are essential for  PR specialists as well as 
for media-researchers. As for Journalists and associates, they can apply this research-
based knowledge to become more result-oriented.   
 
Research Question: what are the elements that exist in the story or event and cause 
positive or negative media reflection, framing of the news?  
 
Hypothesis 1: The elements that influence on media tone are in correlation with each 
other and the more elements/symbols exist in the story, the more influence they have on 
media-coverage. Hypothesis 2: These elements might be used during event-planning, 
agenda-setting for adjusting the media stance of the relevant organization and framing 
the positive or negative media-positioning. Hypothesis 3: There could be some 
correlation between the relevant organization’s pro activeness, which shapes the 
organization’s niche in the media, and the negative news niche about the organization.   
 
The goal of the research: identify the indicators/elements, that cause the positive or 
negative make up of the media content. Also, provide the recommendations for media-
researchers, as well as for PR specialists and journalists.  
 
Methods: using quantitative and content-based analysis, more than 10,000 news stories 
covering the fields of Education and Science, in broadcast media have been analyzed.   
 
Findings: based on the research the main elements that cause positive and/or negative 
coverage in the media have been identified. According to the findings of the survey 12 
positive and 12 indicators/element had been detected. These elements in the study have 
the unique name: “Magic 12”. 
 
Research limitations: the research observes the only branch – education and science, 
and shows the particles of event-planning, which might be suitable or not for any other 
context, branch and environment.   
 
Future research context: conduct the survey to determine major and minor elements, 
that are more or less significant for the public.         
 
With the additional help of a custom-made pattern and coding system it becomes easier 
to analyze the relevant organization’s stance in particular news network and efficiency 
of media-relations, as well as assessing the media-product itself (accuracy of coverage) 
and the company’s result vector (in setting the agenda). Efficiency of the above 
mentioned media-monitoring reports were tested and applied in Georgia’s Ministry of 
Education and Science in 2007-09.      
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Research 
 
Producing proper media-monitoring reports are essential for the PR specialists as well 
as for the media-researchers. As for Journalists and associates, they can apply this 
research based knowledge to become more result-oriented.  
 
During the ambitious reform (2005-07) of the Education and Science system in Georgia, 
which was designed by the Minister Alexander Lomaia and his team after the Rose 
Revolution, the vital goal was to raise people’s awareness about the ongoing reform, 
evaluate the outcome and correct the PR approach if needed.  Preliminary goals and 
objectives of the research have been conducted on a commission from the minister in 
May, 2007, when I was an adviser on public relations. Media-monitoring reports 
appeared to become the additional effective measurement instruments in agenda-setting.  
 
Preliminary hypothesis was that analytical-research organizations and consulting 
agencies in Georgia, while producing media-monitoring accounts and data-bases, used 
inaccurate and/or insufficient indicators for determining if the news stories were 
positive, negative or neutral. On the first stage, more than 1, 000 news stories have been 
analyzed and preliminary findings of the survey proved that hypothesis. It also became 
clear that during PR-planning, practitioners were not familiar with specific positive 
elements and were planning the event without considering the input. Further analysis 
made it clearer that several elements have shown the object’s full make-up, and it was 
preferable to consider them in future PR-planning.  
 
The study shows that special elements do exist within the story and they have their point 
of destination in the media-coverage: positive, negative or neutral. Being aware of the 
abovementioned indicators can assist media researchers in looking deeper into the 
media-text and its make-up, as well as enabling them to be more productive.  
 
First of all, were determined the RQ (Research Question) and Hs (Hypothesis).  
 
RQ: what are the elements that exist in the story/event and cause positive or negative 
media reflection, framing of the news?  
 
H1: The elements that influence on media tone are in correlation with each other and 
the more elements exist in the story, the more influence they have on media-coverage.  
 
H2: These elements might be used during event-planning, agenda-setting for adjusting 
the media-stance of the relevant organization and framing the positive or negative 
media-stance.     
 
Hypothesis 3: There could be some correlation/interaction between the relevant 
organization’s pro activeness, which shapes the organization’s niche in the media, and 
the negative news niche about the organization.   
 
Using quantitative and content-based analysis, more than 10,000 news stories covering 
the fields of Education and Science, in broadcast media have been analyzed during 
2007-09.   
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As for the goal of weekly basis reports, it was essential to: 1. Report in a timely manner 
about organization’s current media-stance; 2. Analyze the media-coverage; 3. 
Determine the levels of the PR and media-relation’s efficiency;  
 
What the frame of the report should look like? The media-information, which had been 
analyzed, was put together in this particular way (see the table 1, p. 6). The template 
consisted of: 1. Targeted media-sources (airtime-code, frequency of coverage); 2. 
Events initiated by the organization; 3. Assessment indicators: elements that are used to 
evaluate the news story, etc.  
 
The template the report was updated on a daily basis. Mandatory items for the report 
were: 1. Main findings; 2. Content and data-analysis of the media-coverage; 3.The 
recommendations.  
 
Using quantitative and content-based analysis, more than 10,000 news stories covering 
the fields of Education and Science, in broadcast media have been analyzed.   
Using statistic and content-based analysis, more than 10,000 broadcasted news stories1 
(period: 2007-09) in the following 7 Television stations about the field of Education and 
Science had been analyzed: 1th Channel (GPB) - Georgian Public Broadcaster2 
(government funded); Broadcasting Company “Rustavi 2”3 (commercial), 
Broadcasting Company “Imedi”4 (commercial), TV Mze5 (commercial), Broadcasting 
Company “Alania”6 (commercial), which is called from 2009 The Regional TV, 
Maestro TV7 (commercial), TV company “Kavkasia”8 (commercial). 
 
The 38% of news coverage only about the Science stories comes on GPB (according to 
analysis during period Feb. 2007 to Aug. 2011).  The Georgian Public Broadcaster was 
overcoming by 7% other TVs news stories while covering the education and science’s 
field, according to 6 month period analysis (Jan. 2007 to Jun. 2007). 48% of stories 
using positive tone also come on GPB. The further analysis of media policy had been 
carried on monthly-based reports.  
 
As the background of the outcomes, it should be mentioned, that the annual media-
monitoring reports showed that the absolute majority of events, which were scheduled 
by the Ministry, were covered in the media: 
 
Throughout 2007, only 65% of press-releases have been reflected in the media. After 
some analysis of the abovementioned reports, the data had been improved and in 2008 
has reached 99%, in 2009 – 97%.   
 
The assessment indicators, that cause positive or negative stance, hereinafter we name 
as positive and negative elements. These elements are so much alike to Elementary 
                                                
1 News archive of Analytical-consulting group “Primetime”, www.primetime.ge. Accessibility has been 
provided from Ministry of Education and Science.      
2 1th Channel - Georgian Public Broadcaster, www.gpb.ge 
3Broadcasting Company “Rustavi 2, www.rustavi2.com 
4 Broadcasting Company “Imedi”, www.imedi.ge 
5 TV Mze, www.mze.ge 
6 Broadcasting Company “Alania”, www.alania.ge 
7 Maestro TV, www.maestro.ge 
8 TV company “Kavkasia”, www.kavkasiatv.ge 
  



 54 

Particles, which exist in the Universe and are explored with a great interest by 
physicists, all around the World. Of course, the Big Bang has nothing to do with this 
survey, but a lot of people have no rest with the question “what the Universe consists 
of?” myself included. From professional perspective, Journalism and Communications, 
as “technology of informing (gaining, processing, transmitting the information) is an 
academic field, that observes and researches the Universe as well. While the field in 
many cases is applied, as scientific discipline leaves the tracks of basic studies as well. 
During my visit In CERN (The European Organization of Nuclear Research) the 
Georgian physicists used to give details indefatigably, that the Universe consists of 
Elementary Particles, not all of them are discovered yet and the monitors in CERN are 
transmitting the valuable information about them all day and night long. Here came the 
issue for discussion: what element does the information consists of?”9 
 
Indeed, there are a lot of Particles around us. We can’t see them, but they do influence 
our lives and are in correlation with each other. And then, some Elementary Particles do 
exist in information, media-text and in Public Relation Agendas. 
 
Based on the research, elements which caused the positive media-tone have been taken 
out of the stories and then, activated in the practice. According to the content analysis 
there were detected what I’ve named them “MAGIC 12”: 12 positive and 12 negative 
elements. They are as follows:  
 
Positive Elements (PE), according to 12 assessment indicators, are: 
PE 1: Positive political response;  
PE 2: Showing the defending or defender of human rights.  
PE 3: Showing the true motive of the story in an attractive way; 
PE 4: Properly chosen air-time, message and speakers (celebrities, public figures 
included); 
PE 5: Positive response to and/or outcome of the event and/or issue - from the 
benefiters;  
PE 6: Attractive visual environment; 
PE 7: Procedure awareness for media conducted via protocols and guidelines; 
PE 8: Demonstrate success stories/cases, achieved goals; 
PE 9: Self-Initiated issues, that consists of some risk; 
PE 10: Context: additional news stories, events that took place the same day/week and 
were somehow connected to the story  
PE 11: Simultaneous coverage in several media-outlets;  
PE 12: Show the satisfied people;  
 
Negative Elements (NE), according to 12 assessment indicators, are: 
NE 1: Negative political resonance;  
NE 2: Exposing the act of human rights violation and or violator, or ignoring human 
rights.  
NE 3: Imbalanced or biased information;   
NE 4: Incorrectly chosen air-time, message and speakers (celebrities, public figures 
included); 
NE 5: Negative response to and/or outcome of the event, issue from the benefiters; 
NE 6: Poor visual environment; 

                                                
9 Gersamia, M. (2011). Elementary  Particles in Journalism. Tbilisi: Tbilisi State University  
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NE 7: Poorly coordinated media-procedures, lack of media-awareness; 
NE 8: Show the environment that demonstrates unachieved goals; 
NE 9: Countering/responding to the issues post-factum, after they were released from 
other parties; 
NE 10: Context: additional news stories, events that took place the same day/week and 
were somehow connected to the story;  
NE 11: Simultaneous coverage in several media-outlets;  
NE 12: Dissatisfied people;  
 
The abovementioned elements were inserted into the template, coding system and was 
simply, marked by the researcher in the case if this or that element has been detected 
during content-analysis (see table 1, p. 8). Here, the correlation between existed 
elements and the frequency of media-coverage the template showed: 1. how 
successfully the elements have been activated; 2. how they have been reflected in the 
media; 3. how many times they’ve been existed in the media. E.g. if the represented 
evaluation depicted data: 2/2 - that meant that only two elements existed in the story and 
the news was covered only 2 times. If the represented assessment depicted data: 8/10 
that meant that eight elements existed in the story and the news was covered ten times. 
  
There has been also summarized the following figures, such as: 

 The amount of press releases and it’s coverage in the media; 
 The amount of news stories, top-news/stories, and stories in nightly news 

broadcasts that were put forth through the organization’s pro-activity.  
 The total amount of beat-stories and targeted news (i.e. around specific field, on 

which the organization was focused on). Among targeted news, separately have 
been analyzed (case by case): 1. the amount and significance of news stories in 
negative niche; 2. the amount and value of news stories in an organization’s 
niche.  

 
As the Hypothesis 3 was that there could be some correlation between the relevant 
organization’s pro activeness, which shapes the organization’s niche in the media, and 
the negative news niche  about the organization, the balance between the organization’s 
niche and negative niche were properly measured and figured into percentages.  
 
In 2007 Ministry’s Niche was: 15% (out of the whole amount of the field’s media-
coverage), in 2008 it reached 29%, and in 2009: 20%. The average number of stories 
about education and science reached 250 stories per month. Among them 30% 
(approximately 75 stories per month) were initiated by the Ministry.  
 
Research showed that as soon as an organization’s niche had been reduced, it 
simultaneously reflected on the negative niche, which increased, unexpectedly. That is 
another reason to recommend that it’s preferable not to drop any organization’s niche 
under 20% (out of the whole news-coverage), as well as monitor not to let negative 
news niche up to 20%.  
 
The media-monitoring report estimated the amount of negative topics that had been 
dominating throughout the year. E.g. in 2007, 13 topics out of 22 (i.e. 60 %) had 
dominated throughout the year (correlation data: 22/13). In 2008 this correlation had 
been reduced to under 11/2. Negative news stories made up 21% in 2007, only 8% in 
2008 and 2009.  
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The findings confirmed that during January-June (2007), in every case, when the 
officials hadn’t commented on a topic, news was covered in a negative way. On the 
other hand, almost every event, scheduled by the Ministry was covered accurately 
(among them 19% - in a positive way, 78% - in a neutral way).  
 
In addition, when positive or negative tone was taken in the news coverage, specific 
elements become dominant/major. Some of them were strongly related to each other.  
 

 In 2007, most relative negative elements were: 1. Dissatisfied people (NE 12); 2. 
Imbalanced or biased information (NE 3); 3. Show the environment that 
demonstrates unachieved goals (NE 8); 4. Negative response to and/or outcome 
of the event, issue from the benefiters (NE 5); 5. Exposing the act of human 
rights violation and or violator, or ignoring human rights (NE 2).  

 
 In 2008, the most commonly used positive element was: 1. Showing the motive 

of the story in attractive way (PE 3), dominated in 20% of stories; negative 
element was: 1. Show the environment that demonstrates unachieved goals (NE 
8), dominated in 11% of stories). 

 
 In 2009, the most proximate negative elements were: 1. showing the motive of 

the story in attractive way (PE 3); 2. Properly chosen air-time, message and 
speakers (celebrities, public figures included) (PE 4); 3. Attractive visual 
environment (PE 6); negative elements were: 1.Show the environment that 
demonstrates unachieved goals (NE 8); 2. Imbalanced or biased information (NE 
3); 3. Negative response to and/or outcome of the event, issue from the 
benefiters (NE 5). 

 
For countering the negative niche it was essential to break up the story into multiple 
pieces and counter every negative element of the story that caused the negative 
outcome. With this approach PR managers were aware of every “week point” and tried 
to correct them accordingly. The recommendations were drawn up on weekly, monthly 
and annual-based reports. They assisted the PR practitioner in drafting the short-term 
and long-term strategy. For drawing out the recommendations, positive and negative 
symbols were put side by side, to illustrate the contrast and track that should be 
followed by the PR practitioners as well as policy-makers. 
  
With the additional help of a custom-made template of the report it becomes easier to 
analyze the organization’s stance in particular news network and efficiency of media-
relations, as well as assessing the media-product itself (accuracy of coverage) and the 
company’s result vector (in setting the agenda). Analysis illuminates the gaps in media-
coverage, which might be caused by organization’s or even media’s lack of efficiency. 
Media-monitoring Reports indicate the outcome of such co-working and co-existing. 
There could be some details for discussion or even disagreement, because every 
environment sets its unique context for media and PR.   
 
The Research has its limitation: the research observes the only branch – education and 
science, and shows the particles of event-planning, which might be suitable or not for 
any other context, branch and environment.   
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The Research has the following future context: to analyze other field’s media-coverage 
and conduct the surveys to determine which symbols and elements are more or less 
significant for the audience.      
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Abstract  
 
This paper presents the term of Public Diplomacy, which is quite new in the domain of 
Polish foreign policy and in the field of international public relations. Although this 
term is used increasingly often by political scientists, communications experts as well as 
politicians it is still an area, which is relatively little known. The concepts of public and 
cultural diplomacy are intertwined with the concept of ‘branding’ or to put it simply 
brand management. It may be assumed that the basic principles in building the brand of 
a country are the same as in the commercial sphere of identity building. Art and culture 
and economy are in the forefront of many countries’ promotional efforts. These 
countries recognize that showing their cultural heritage provides them with an 
opportunity of showing who they are, creating a positive image, thus helping to achieve 
their political aims. This paper analyses also the development of public diplomacy 
campaign in Poland, focuses on Polish preparations of EU Council. The main findings 
of the analysis suggest that although the need for coherent concept of public diplomacy 
in Poland has been acknowledged, the field needs coordination.  
 
 
Introduction 
 
In embarking on the subject of the instruments of the public instruments of Poland’s 
diplomacy it should be noted that Poland has problems in taking up efforts aimed at 
promotion abroad.  For a number of years now attempts have been made to establish 
one strategy of public diplomacy , to coordinate the undertakings of several dozen 
different institutions, which function in different sectors. Poland rates badly in global 
rankings, when compared with other European countries. The Country Brand Index 
2010, which showed how the country is perceived among 3 thousand business and 
leisure travellers from 13 countries, placed Poland in 82 place from among the 110 in 
the survey. Only Estonia and Romania ranked below Poland from among EU-member 
states.   
 
Poland’s efforts to join the European Union became, in a sense, the main goal of the 
country’s public diplomacy. It is worth noting that such undertakings were not 
embarked on a such a wide scale in the past. In the period leading up to pre-accession 
efforts the debate on the subject began. The term ‘public diplomacy’ was not used then, 
with promotion of Poland abroad being the preferred label. It is noteworthy that  no 
promotional activities had been undertaken in the past by states aspiring to EU 
accession. According to V.M. Reyes (2000) this was not necessary for two reasons. 
First of all, EU extension was viewed as a matter for the political elites thus the citizens 
did not see themselves as entitled to take part in this debate. Secondly, the social 
distance of the citizens of most EU member states was not as great as in the case of 
Poland. The task before us was, therefore, more difficult.  
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Theoretical background 
 
In embarking on the subject of the instruments of public diplomacy it is worth starting 
with a definition of this term. B. Ociepka (2011) defines PD as a form of political 
international communication aimed at the public abroad. The task of public diplomacy 
is to create or reinforce a positive image of the country and its society, and by 
influencing public opinion to shape positive attitudes toward the country, and in the 
consequence to make the achievement of international policy goals easier. It should be 
understood as the long term, symmetrical, dialogical communication of governments 
and NGO’s with broad audiences abroad. Public diplomacy may be viewed from the 
perspective of international public relations. G. Szondi feels that DP is one of the pillars 
of managing the country’s reputation. He understands international PR “is the planned 
communication activity of a (multinational) organisation, government or a supra- or 
international institution to create a positive and receptive environment through 
interactions in the target country which facilitates the organisation (or government) to 
achieve its policy or business objectives without harming the interests of the host 
publics (Szondi, 2006, 115). Two other researchers into public relations B. Signizer and 
T. Coombs, traced the similarities between theories of public relations and theories of 
public diplomacy. Traditional diplomacy was based on formal relations between 
governments or government communication. Diplomacy was a process of talking over 
differences, clarifying aims and exploring alternatives to maintain peace with other 
states. It entailed highly skilled communication among trained envoys”. The authors 
note that, “the field of diplomacy is shifting from traditional diplomacy toward public 
diplomacy”. They define public diplomacy as “the way in which both government and 
private individuals and groups influence directly or indirectly those public attitude and 
opinions which bear directly on another government’s foreign policy decisions”. Today, 
they added, governments speak to other governments but they also speak and listen to 
the people (Signizer, Coombs, 137-147).  
 
In discussing aspects of public diplomacy and its connections with international public 
relations reference must be made to models of public relations put forward by J. Grunig 
and T. Hunt. As the authors note, these models were originally developed to explain the 
history of public relations in the United States, but they also describes international 
public relations”. The first model of press agency describes PR programs aimed solely 
at attaining favorable publicity for an organization in the mass media – often in 
misleading way. The second model – the public information is similar to press agency 
because it too is one –way model that sees public relations only as the dissemination of 
information. These two models are one-way models of PR: They describe 
communication programs that are not based on research and strategic planning. They 
attempt to change the behavior of the public but not of the organization (Gruning 1993, 
144). Grunig also describes two more professional models. The first, two-way 
asymmetrical uses social sciencies research to identify attitudes and develop messages 
that appeal to those attitudes that persuade publics to behave as the organizations wants. 
As an example of this model Grunig quotes the campaign by Hill & Knowlton entitled 
“Citizens for a Free Kuwait”.  Grunig’s last model is the two- way symmetrical, which 
describes public relations that it based on research and that uses communication to 
manage conflict and improve understanding with strategic publics. It is symmetrical 
because it assumes that both organization and practitioner may change their behavior as 
result of communication program (Gruning 1993, 144). The author of the models notes 
that the campaigns conducted within the realm of international public relations 
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(including those on behalf of countries) primarily used the model of press agentry or the 
public information model. Gruning, in confirming his thesis quotes  A. Albittron and J. 
Manheim, who conducted a content analysis of the coverage of five nations in the New 
York Times – Argentina, Indonesia, Korea the Philippines and Turkey – after these 
countries contracted public relations firms. They found, that the public relations firms 
were successful in reducing the amount of coverage, particularly the negative news, 
making the valence of coverage more favorable and suggesting that the interest of the 
country were compatible with U.S. interest. Manheim and Albiritton argued that the 
media are vulnerable to manipulation because they devote limited resources to 
international affairs. They also argued that the improvement coverage produced by 
public relations firms affects people’s so-called images, or cognitions, of these countries 
because, for most , the media are their only source of information about other countries. 
This is viewed differently by Kunczik, who notes that “In all countries the great 
majority of people are totally disinterested in international affairs and a small group of 
people are well informed. It is these opinion leaders and decision makers one has to 
reach” (Kunczik 1990, 76) 
 
In describing the notion of public diplomacy it also necessary to make reference to its 
dimensions and, what follows, its instruments. M. Leonard (2002) writes about three 
dimensions of public diplomacy, i.e. information management, strategic communication 
and relationship-building. While the first dimension is seen as a short-term activity and 
is most reminiscent of traditional diplomacy, the two successive dimensions are long-
term in their nature. The communications strategy is based on mass-media instruments, 
advertising and public relations. It is an active, long-term activity. The last dimension is 
that of relation building. This is based on the organization of scientific exchanges, 
conferences and presentations of the given country’s culture. Leonard also indicates 
three spheres: political/military, economic, and social/cultural; two types of public 
diplomacy: cooperation and competition; and five public diplomacy instruments: NGO 
diplomacy, Diaspora diplomacy, political party diplomacy, brand diplomacy, and 
business diplomacy. E. Gilboa (2008) in the article entitled. ‘Searching for a Theory of 
Public Diplomacy’ in a sense completes the tools of public diplomacy ordering them 
according to the time-frame of their impact and the level of the government’s 
involvement in public diplomacy.  
 
Range Immediate Intermediate Long 
Time Hours/days Weeks/months Years 

 
Purpose Reactive Proactive Relationship 

 
Media/public 
opinion 

News management Strategic 
communication 

Building favorable 
conditions 
 

Government Closely linked Partially linked Remotely linked 
 

Public diplomacy 
instruments  

advocacy, 
international 
broadcasting, cyber 
PD 

international PR, 
corporate diplomacy, 
diaspora diplomacy 

cultural 
diplomacy, 
exchanges, 
branding. 
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The table indicates that the tools of public diplomacy differ depending on the aims 
before them and their time-frame. Every level presents a different stance towards the 
media and public opinion, different connections with the government and the 
instruments of public policy adjusted to it. At the first level is an immediate reaction to 
events, with the aim of minimising the negative impact of the news. Such undertakings 
are usually conducted by government officials. The intermediate level allows much 
more time for proactive planning and implementation of policies. It is based on 
techniques of strategic communication and conducted by a combination of 
governmental and nongovernmental agencies during periods lasting between a few 
weeks and a few months. The long-term range is the closest to traditional public 
diplomacy. It is designed to produce supportive attitudes among publics around the 
world. Such initiatives require years of efforts to build mutual trust and favorable 
conditions for friendly relations with states and non-state actors (Gilboa 1998, 72-73). 
 
 
Instruments of public diplomacy: Polish speciality 
 
G. Szondi (2005) in discussing the situation of East and Central European countries 
rightly notes that, o „after the fall of the Berlin Wall the CEE countries faced the 
challenge of the transforming their poor images into young dynamic and promising 
ones”. The process of public diplomacy in Central Europe has become institutionalized 
it means that special governmental organizations were set up to develop and 
communicate international public relations activities with varying degrees of success. 
The process itself has often been more significant than the outcome (Szondi 205-206). 
The situation was similar in the case of Poland. The first promotional programme was 
adopted by the Council of Ministers in June 2000 and was called ‘The Framework 
Programme for the Promotion of RP to the EU abroad (2000, 2001, 2002). This 
document outlined a strategy of promotional undertakings in the contaxt of EU 
accession and the instruments to facilitate this. In terms of the programme a series of 
measures aimed at researching what the image of Poland and Poles is like in EU 
countries. The strategy utilized the model of a two-level flow of information and 
measures aimed directly at those who shape public opinion. After coordinate the above-
mentioned programme ended in 2002 the Council of Ministers adopted the ‘Programme 
for the Promotion of Poland during period of ratification of the Accession Treaty.’ The 
aims were similar with the pre-ordinate aim being the reinforcement of Poland and 
Poles as future EU members, and stressing the fact of Poland’s presence in the political, 
cultural and economic life of Europe over manty centuries with the proces of EU 
integration portrayed as a logical step in this process. In implementing the two 
programmes the following promotional instruments were used:  

• study visits for politicians (in particular parliamentarians), journalists, civil 
servants and other decision-shapers;  

• conferences, seminars, lectures and other meetings on the subject of European 
integration (with the participation of parliamentarians and other representatives 
of institutions which played a key role in the Accession Treaty); 

• publications and promotional materials for offices (preparation and distribution 
of promotional leaflets devoted to Poland); 

• cultural events used for political and general promotion;  
• promotion of an economic type 
• other events in the sphere of publicity and public relations.  
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Both programmes were rather general in their nature and contained no ready solutions 
or even methods of reaching their target groups. What is more, they did not contain the 
aims of the promotion only defined the instruments which should be used.  
 
The two above-mentioned programmes were not the only ones in the domain of 
promoting Poland in the EU. Among the most important ‘The Polish Tourism 
Organisation framework programme for 2001-2004’ is noteworthy as well as ‘Poland’s 
Cultural Policy Abroad and its priorities between 2001-2003’ which set out the 
priorities for Poland’s cultural policy and its aims. As far as culture is concerned the 
events under the auspices of ‘Poland Year’ organised in Spain, Austria, Sweden and 
France were highly significant.  Among the undertakings connected with economic 
diplomacy the ‘Programme for the Economic Promotion of Poland until 2005’, which 
had set as its aim a programme of promoting the Polish brand,  was adopted in 
September 2003. One of the more important image-building programmes for Poland 
was the National Marketing Programme created by the Poland Promotion Foundation – 
Institute of Polish Brand in August 2002.  The assumptions of the programme, were set 
out by the Stratosfera public relations agency, which specializes in brand building 
strategies.  These assumed increasing the competitiveness of Polish companies and 
products be engendering positive associations and and by building knowledge about 
Poland and products „made in Poland”. The aim of the national marketing exercise was 
to build a strong, competetive, clear and modern Polish brand, which would facilitate 
the improvement of the image, reputation and authority of the country, boost the 
competetiveness of Polish companies and products and therefore the economy as a 
whole, so that the country could advance in terms of civilization to the position close to 
its demographic potential (Ryniejska, 2007).  
 
The promotional activities outlined above were characterised by a lack of coordination 
as they were dispersed around a number of different institutions between 2000-2003.  
What was ignored was the fact that these campaigns can be conducted on the basis of 
inter-ministerial cooperation. Although the Ministry of Foreign Affairs was supposedly 
the coordinator, this was not the case in practice.   In 2004 an attempt was made to 
establish an institution which would coordinate the promotional activities. The Council 
for the Promotion of Poland was set up which was presented with the task of 
coordinating the activities in the sphere of promotion of the country, charged with 
formalizing the cooperation between different institutions. The Council was chaired by 
the Minister of Foreign Affairs with the Under-Secretary of State at the Economy 
ministry deputising and representatives of the following ministries making up the 
numbers: Culture and Heritage, Public Finance, Higher Education, Education, Tourism, 
Regional Development, Defence, Agriculture, Rural Development and European 
Integration.  The establishment of the Council was meant to ensure continuity and 
coherence in measures to promote Poland. Unfortunately, this is not the case as the body 
does not possess formalised prerogatives in terms of planning projects.  What is 
symptomatic is the Council only met 3 times between 2004-2006 and passed three 
motions, two on organisational matters and one on the ‘Brand for Poland’ project. The 
weakness of the Council is its politicization as evidenced by who sits non it and further 
by its members lack of experience in the fields of national branding, public diplomacy 
and public relations.  The majority of the decisions in terms of promotional policy is 
taken at the level of particular ministries and agencies subordinate to them. What was 
meant to be its main attribute, ie the planning of communication strategies at the inter-
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ministerial level, coordination of activities and rational planning of expenditure on 
promotion is not being implemented at the moment. 

 
In 2004 yet another idea emerged for a strategy to promote Poland. It was to be outlined 
by Wally Olins, founder and director of the British marketing consultants Saffron Brand 
Consultants. The strategy was that the first part of the Programme was to be based on 
meetings that W. Olins was to hold with persons interested in building a good reputation 
and attractive image of Poland in the world. These were to include marketing 
specialists, entrepreneurs, politicians, representatives of art and culture, intellectuals, 
Polish diplomats and the media. The task before the participants of these meetings was 
how to promote the country and transform it from an anonymous former Eastern Bloc 
country. Conclusions drawn from these meetings served W. Olins and his team to 
formulate a programme of action needed to show Poland as a modern, economically 
strong country, attractive both for investors and tourists. The strategy was to be based 
on a number of assumptions. Firstly, Poland is a bridge between the East and West. The 
second is that an important feature of Poland is individualism. The third pillar is that as 
a result of the changes and the culmination of energy Poland is in a state of flux, which 
may be described as working progress.   Another concept that appeared is that of 
„polarity”, which spoke of the contradictions in Poland. These signals gave W. Olins the 
idea of „creative tension”. Below is a condensed version of a core idea for Poland 
proposed by W. Olins:  
 
“Poland draws its personality, power and perpetual motion from a wealth of apparently 
opposing characteristics. For example: Poland is part of the West and also understands 
the East; Polish people are passionate and idealistic and also practical and resourceful; 
the Polish character is ambitious and also down to earth. 
 
These tensions create restlessness unsatisfied with the status quo, and a boisterousness 
that is always stimulating and often astonishing. This creative tension is why Poland 
produces so many entrepreneurs, artists and sportspeople. It’s why Poland is constantly 
changing and evolving, sometimes tumultuously. And it’s why Poles have always tried 
to achieve the seemingly impossible – and often succeeded” (Olins 2006). 
 
Unfortunately, although a general idea for the promotion of Poland appeared the details 
of its implementation were not taken care of. A lot of debates took place but no final 
decisions were taken. In 2007 W. Olins decided to suspend his cooperation with Poland 
giving the political situation and J. Kaczyński’s  Prawo i Sprawiedliwość coming to 
power as well as difficulties in cooperation with Poles. As he said in an interview for 
Daily Teleghaph, “Poles find authority offensive and are very good at destroying it, but 
not so good at constructing something else in its place. Solidarity is a good example. 
They find it difficult to work together to build things”. Olins, despite the announcement 
did not end his cooperation with Poland completely. Among other undertakings he took 
an active part in the organization of “Polska Year!” in Great Britain in 2009. Among its 
assumptions it was to help Britons discover the word “Polska”, hitherto unknown to 
them with the idea making reference to earlier ideas centered on the concept of “creative 
tension”.  
 
In 2008 a re-organisation of the system of promotion in Poland took place. The above-
mentioned Council for the Promotion of Poland was re-activated.  Furthermore the 
department of promotion that had hitherto functioned at the Ministry of Foreign Affairs 
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was replaced with The Departament of Public and Cultural Diplomacy, which was to 
oversee the whole range of image-building activities. The Department defines the 
directions of public and cultural diplomacy, oversees the efforts undertaken in that 
respect by Polish diplomatic missions abroad, negotiates cultural cooperation 
agreements in the area of education, science and information as well as youth 
exchanges, cooperates with foreign and domestic institutions and foreign media, 
manages MFA’s Internet portal and coordinates operation of Internet sites of Polish 
diplomatic missions abroad (www.msz.gov.pl). 
  
Also in 2008, in September a 12-week campaign to promote the Polish economy and 
tourism was launched on CNN International. It was an important event in the context of 
promoting Poland’s image as it was the first such large undertaking to promote Poland. 
Moreover, it is worth noting that it was created thanks to cooperation with the Ministry 
of Foreign Affairs, Polish Information and Foreign Investments Agency, Polish 
Tourism Organisation and LOT Polish Airlines. Its aim was to present Poland as a 
modern, dynamic country which is an attractive tourism destination, a credible business 
partner and a good place to invest.  It should be added that the campaign was 
supplemented by a series of programmes prepared by CNN entitled, “Eye of Poland”, 
which were broadcast between 6 and 12 October 2008. Their desired effect was to 
ensure that when the viewers attention was focused on Poland, the advertising spots 
were to reinforce this interest. The campaign cost around 250 thousand euro.  According 
to research carried out by CNN the aim of the campaign was achieved as 43% of 
viewers who watch CNN twice a week and 51% who watch it daily expressed an 
interest in coming to visit Poland. About 70% of viewers were convinced that the 
promotional campaign improved the position of our country as the potential destination 
for tourists and as a country with a significant economic and business potential. It is 
worth adding that this cycle of programmes had broadcast programmes on countries 
such as Russia, China, India, South Korea, Brazil and the Republic of South Africa.   
 
Often within the context of the term public diplomacy, the concept of historical 
diplomacy appears. It can be understood as a series of undertakings aimed at shaping 
opinion about the country with the aid of information about its history or promoting it 
with the help of history. It is often a sensitive matter, especially when it comes to 
promoting the image of Poland in Germany and Russia. As experience shows, however, 
a good idea and well chosen promotional tools may help to promote the image of 
Poland. In 2009 the Ministry of Foreign Affairs started the “es begann in Danzig” 
campaign, which was to be a part of the 20th anniversary of the fall of the Berli Wall. 
The campaign was aimed at informing that the overthrow of communism was achieved 
jointly by efforts of both countries. Promotional banners were used to communicate this 
information, with the first showing the round-table talks and the second with Gary 
Cooper as a cowboy. The latter was familiar to Poles as part of the campaign for 
Solidarity-backed candidates in the first free elections in 1989. An identical poster was 
displayed at the Berlin Hauptbahnhof station. The concept of this campaign was to 
intrigue its recipients and give them food for thought in wondering how the process of 
overthrowing communism began. The German media acted as a conduit for 
information, not only noticing the Polish campaign but also explaining to the German 
public the message behind the campaign. This campaign undertaken by Polish 
diplomats was supported by the Polish Institute in Berlin. The cultural institution 
organized a series of concerts, artistic events and film shows during the 
commemorations. On 9 October 2009, 20 years after the events which lead to the re-
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unification of Germany had taken place Lech Wałęsa pushed the first domino which 
toppled 19 others. This event symbolised the fall of communism and the toppling of the 
first domino by the Polish president was a symbol of the fact that the breakthrough had 
started in Gdańsk.  Moreover, many German politicians stressed the fact that the fall of 
the Berlin Wall would not have been possible had it not been for the earlier events in 
Poland. These statements can be seen as tangible effects of the campaign. The German 
jubilee was celebrated jointly, which can be further evidenced by the banner on a 
building on Unter den Linden with the slogan “Es gelang zusammen" (“We did it 
together") with colourful kites representing the flags of countries freed from under 
communist rule, to remind passer-bys about the events of the transformations of 1989 
(Galuba, 2010). As far as using historical diplomacy, although in a sense, managing a 
crisis, one of the tools in building an image i salso to counter-act negative stereotypes. 
The Ministry of Foreign Affairs in the foreign media when the term ‘Polish Death 
Camps’ is used.  
 
 
A Framework Strategy for the Promotion of Poland 
 
In 2009 for the first time, the Ministry of Foreign Affairs prepared a strategy for the 
promotion of Poland in the shape of a document entitled ‘Directions in the Promotion of 
Poland until 2015’. The document was accepted by the Council for the Promotion of 
Poland. It is a framework document where different sectors should be filled in according 
to their heading, i.e. tourism, the economy, culture or regions. The document has been 
criticized by experts for a lack of cohesion and consistency and for the lack of modern 
marketing tools. Similarly to previous documents on the shaping of the image of Poland 
it is not based on sociological research concerning the current perception of Poland. The 
Ministry of Foreign Affairs uses data based on certain assumptions instead of scientific 
research which would provide an objective assessment of the image of Poland. What is 
also worthy of note is that the effects of certain future undertakings are mentioned 
without a mention being made of the tools and means of implementing them.   
 
The document has been divided into six sections:  

1.  The aim and assumptions of the framework strategy for Poland until 2015. 
2. A diagnosis of the situation, including an indication of the promotional attributes 

of Poland, a description of the image of Poland abroad and description of the 
system of promotion employed so far.  

3. The priorities for the promotion of Poland until 2015, including public 
diplomacy, promotion of Polish culture, the economy (BIZ?), tourism and 
foreign or military aid.  

4.   Priorities for the promotion of Poland in the geographic context.  
5.  Proposed changes in the system of promoting Poland.  
6. Suggested time-frame for the promotion of Poland until 2015.  

 
It is worth noting that the document yet again draws attention to the necessity of 
articulating a basic promotional message, which should succintly sum up the Polish 
experience, encapsulating what Poland is and what it wants to be in the future. This 
message should be taken into account by the authors and those who implement all the 
specialized campaigns, taking into account their own specific character. This is not a 
new idea as attempts at formulating this were taken up by the above-mentioned W. 
Olins. What is also worth noting is that once again mention is made of the need to 
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coordinate the undertakings in the domain of promotion by beefing up and giving a 
wider scope for the Council for the Promotion of Poland as a government tool in 
planning the promotion of the country. It is clear then, that the strategy does not 
introduce anything new to the system of promotion. Attention is also drawn to the 
financial resources earmarked for government promotion. Their structure is outlined in 
the table below.    

 
Public 

Diplomacy, 
Cultural 

Diplomacy  
 

 Ministry of 
Foreign Affairs 

Promotion by 
cultural means 

 
Ministry of 
Culture & 
National 
Heritage 

Promotion of 
the economy 

 
Ministry of 
Economy 

Promotion of 
tourism 

 
Ministry of 
Sport and 
Tourism 

Promotion of 
science and 
education 

Ministry of 
Science & 

Higher 
Education,  
Ministry of 
Education 

About 50 mln. 
zł budget funds 

About 51,3 mln 
zł budget funds 

About 55,8 mln 
zł budget funds 
+ about 5 mln 
euro from EU 

funds 

About 33,8 zł 
budget funds + 
about 1,6 mln 
euro EU funds 

About 58,7 zł 
budget funds + 
about 300.000 
zł EU funds 

 Source: Framework Strategy for the Promotion of Poland until 2015, p. 62.  
 
A comparison with the Czech Republic or Hungary shows how modest these sums are. 
Although these are much smaller countries they allocate much bigger sums of money to 
their promotion. The budget of the Swedish Institute in Stockholm is 8 times bigger 
than for the whole Adam Mickiewicz Institute. Undoubtedly this budget will not 
increase significantly in the near future, thereforeit can be assumed that the promotional 
activities will be modest. This can be shown by the budget plan in the sphere of 
promotion until 2015, part of which was already implemented in 2008-9.  
 
2008   Preparation of the ‘Framework Strategy for the 

Promotion of Poland until 2015’  
Preparation of the ‘Marketing Strategy for 
Poland in the Tourism Sector between 2008-
2015’  
Preparation of the ‘Main assumptions for the 
strategy of promoting Polish culture abroad 
until 2015’  

Polish Year in Israel, EXPO 
in Zaragoza  

2009 
r  

Preparation of the  „Strategy for the promotion 
of Polish science abroad” 
Preparation of the government programme to 
promote foreign students coming to Poland 
Preparation of a ‘strategy to internationalise the 
Polish economy’  
Preparation of a strategy of promotion for the 
period of the Polish presidency in the EU  
Preparation of ‘A Plan of promotional action 
connected with the EURO 2012 project’  
Preparation of the assumptions for ‘A strategy 

Polish Year in Israel- 
continuation and ending 
Polish Year in Great 
Britain- beginning 
Promotion of the 5 
anniversary of Poland 
joining the EU  
Promotion of Poland in 
connection with the 
anniversary of the fall of 
communism in East and 
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for Polish public diplomacy until 2015’  
Preparation of a ‘strategy for the promotion of 
Polish culture until 2015’  

Central Europe  
Promotion of Poland in 
connection with the 
anniversary of the outbreak 
of WW2   
Commemorations of the 
10th anniversary of Polish 
membership in NATO  
Presentation of Polish 
culture in connection with 
Vinius- European Culture 
Capital 2009.   

2010  Polish Year in Great 
Britain- continuation 
International Chopin Year 
commemorations 
Expo in Shanghai 
Implementation of 
prioritized promotional 
programmes in selected 
Asian countries to coincide 
with the Year of Chopin  
Polish Days in Lithuania 
30th anniversary of 
Solidarity  

2011    Implementation of the 
promotion of Poland in 
connection with Poland’s 
Presidency in the EU  

2012  Promotion of Poland as a 
host of EURO 2012  

2013  The beginning of work on the next ‘Framework 
Strategy for the Promotion of Poland’ for 
2020/2022, especially identifying priority 
projects between 2016-2017 and start 
preparation for them. Preparation of the ‘Polish 
Year’ in Italy project.   

 

2014 
r.  

Continuation of work on the ‘Framework 
Strategy for the Promotion of Poland’ for 
2020/2022  

 

Source: Framework Strategy for the Promotion of Poland until 2015, p.67  
 
It is also worth mentioning the strategies implemented by particular ministries and 
sectoral institutions to show the direction taken by the promotion of Poland abroad.  In 
2010, within the framework of the ‘Innovative Economy’ two programmes started. One 
was the ‘Promotion of the Polish economy on foreign markets’ and ‘Support for the 
participation of entrepreneurs in promotional programmes’ for which 366mln zloty from 
EU funds was earmarked. It is quite a high amount of money, bearing in mind the sums 
of money in the table above. Within the framework of the first programme Polish 
exporters will have their task made easier as research into their image will be carried 
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out. This is highly significant as such measures had not been taken before and their 
results can help in planning successful strategies. The second task assumes the support 
enterprises which take part in sectoral support programmes and one-off events to 
support the Polish economy and Poland at home and abroad. These events have been 
defined by the Economy Ministry on a separate list (so-called general promotion 
programmes). These support programmes enable all the entities interested to obtain up 
to 300 thousand zlotyfor participation in a sectoral programme and 25 thousand zloty in 
a one-off event or trade fairs.  These programmes have set themselves the task of 
strengthening the competitiveness of the economy by boosting its image among 
international partners and by facilitating easier access to information about Poland. A 
further 22mln zloty is to be earmarked for the organization of promotional events to 
boost the recognition of Poland around the world.  
 
As far as the promotion of Polish tourism is concerned the ‘Marketing strategy for 
Poland in the tourism sector between 2008-2015’ is now being implemented. Its desired 
effect is to increase the recognition of Poland internationally as a country which is 
attractive for tourists and which has high-class but competetive tourism products to 
offer. The document is to be the basic instrument for the Polish Tourism Organisation 
and to provide the basis for defining how the EU structural funds are to be used in this 
domain. As I mentioned earlier the need for the document arose directly from the 
guidelines set out in the Framework Strategy for the Promotion of Poland until 2015 by 
the Ministry of Foreign Affairs and Directions for the Development of Tourism until 
2015 by the Ministry of Sport and Tourism. The strategy was also meant to be the 
signpost for regional documents in the field of tourism such as strategies for the 
promotion of tourism in voivodeships. On the basis of these documents strategies at the 
sub-regional and local level are formulated. The document consists of three basic 
componenets, which are closely linked. Component A covers promotional activities 
with the use of modern marketing tools in order to promote ‘POLAND’ as a tourist 
brand. Component B is aimed at establishing an integrated system of tourist information 
about Poland and its implementation by developing the e xisting  www.polska.travel 
website. Actions within the sphere of Component C are centered on obtaining, 
popularising and exchanging knowledge through the organisation of training sessions, 
workshops and conferences for potential participants who may benefit from the project. 
As the strategy document says, „the tourism industry should principally be seen as a 
‘product’”. That is why, bearing in mind the great role of the tourist product in the 
promotion and development of tourism POT will aim to stimulate the development of a 
professional product and on the other to promote it at home and abroad. The financial 
resources aimed at the promotion of Polish tourism come both from the budget as well 
as EU funds. In 2008, i.e. when the strategy was being formulated the funds from the 
budget amounted to 38,378 thousand zł, and in 2009 38,760 thousand zł. As far as EU 
funds are concerned around 30,000,000 euro (85% -from the EU , 15% - from the 
budget) was earmarked for the promotion of Polish tourism at home and abroad. From 
the ‘Innovative Economy’ 2007-2013 as part of the Promotion of tourism in Poland. 
And 5,882,352.95 euro (85% - from the EU, 15% - from the budget) for the promotion 
of Eastern Poland.  Another  117,300,000 euro is to come from the EU to co-finance  
tourist attractions as part of the ‘Innovative Economy’ 2007-2013 programme, actions 
6.4- investment into products above the regional level. The remaining funding will be 
from domestic sources and will make up between 15% and 70%. The remaining tourism 
infrastructure is to be the target of planned promotional campaigns 
(http://orka2.sejm.gov.pl/IZ6.nsf/main/5EF05C08). Tourism industry specialists say 
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that in Poland tourism is beginning to be seen as a dynamically developing sector. The 
table below shows this. 
 
Expenditure in the Tourist industry between 2005-2009 

Type 2005 2006 2007 2008 2009* 
Money spent by foreign visitors in Poland 20,3 22,4 24,3 23,5 23,3 
Money spent by Poles on travel in Poland 15,7 18,9 20,5 23,9 21 
Money spent by Poles on foreign travel  4,2 6,8 7,4 9,2 7,9 
Money spent on business travel 7,1 6,1 6,8 7,3 7,4 
State expenditure on tourism 2,5 2,7 2,9 3,1 3,2 
Total expenditure in the tourism sector 49,8 56,9 61,9 67 62,8 
Share of tourism in GDP % 5,1 5,4 5,3 5,3 4,9 
   */ initial data (in 2009 GDP growth by 1.7%) 
 
In 2009 expenditure in the tourist sector amounted to 62.8bn PLN and were 4.2bn down 
on 2008. In 2009 tourism amounted to 4.9% of the GDP. This was 0.4% down on 2008. 
It should be remembered that Poland was one of the few EU member states which 
posted a growth in its GDP in 2009 (+1,7%). The tourism sector saw losses throughout 
the world in 2009. That is why the share of tourism in the GDP fell as other sectors of 
the economy developed more dynamically than tourism in 2009.  
 
Another area for analysis in discussing Polish public diplomacy is culture. According to 
experts in the field, including B. Zdrojewski, the Minister of Culture and National 
Heritage (2009) ‘culture in the age of economic globalisation remains the most 
important distinguishing factor of national identity and also the main vehicle for 
promoting the image of the country abroad. Using the tools of cultural promotion it may 
be possible to effectively supplement political actions, as well as boost trade and, what 
is most obvious the attractiveness of the country for tourists. That is why I feel that 
there is no more effective tool of promotion than culture. It is thanks to culture that 
Poland can and should play a significant role on the world stage”. The institution called 
upon to promote the image of Poland is the Adam Mickiewicz Institute (IAM). There 
are plans, however, to pass a law to establish an institution to effectively compete on the 
world stage and create an image internationally commensurate with Poland’s position in 
the world. The Culture Ministry has recently completed inter-ministerial consultations 
on a bill to establish a ˝Kultura Polska˝ Institute, which is to be set up after the IAM is 
transformed, to become an effective base for a strengthened effort to promote the 
country. Apart from the Adam Mickiewicz Institute there are also the Book Institute, 
Theatre Institute, Polish Film Institute and the National Audio-visual Institute which 
function in the cultural diplomacy domain. Another institution which plays a significant 
role in promoting Poland’s role in protecting artistic heritage is the Kraków-based 
International Cultural Centre, established in 1991.  
 
One of the more important documents in the domain of cultural diplomacy is ‘The 
National Strategy for the Development of Culture 2004-2013’, in which the importance 
of promoting of our country is stressed. The Ministry also conducts a program entitled 
‘The Promotion of Poland’s Culture Abroad.’ The aim of the program is to create a 
positive image of the country abroad using Polish culture, Polish artists and their work, 
the implementation of international cooperation in the field of culture in terms of 
international agreements and treaties. As far as the countries where this effort should be 
particularly prioritized are all the countries of the European Union, Russia, other 
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European countries (including the Ukraine) and Israel. When it comes to the basic 
instruments of cultural diplomacy the following were listed in a report entitled, ‘From 
cultural exchange to new intelligent force. Promotion of Poland through culture.’The 
report was prepared by the Ministry of Culture and mentions:  

• Seasons – Polish culture days- events aimed at presenting the Polish cultural 
offer (historical and modern) in all areas of culture. As a result of their character 
and length they require an intensified level of cooperation between cultural 
institutions and artists from Poland with those of the partner country. The pre-
ordinate aim of the seasons is to establish long-term cooperation, directly 
between the partners and its continuation after the completion of the given 
season.  

• Study visits- inviting to Poland artists and managers, curators and critics, 
representatives of opinion-making environments, directors of cultural 
institutions, public opinion leaders who constitute a numerous group of 
influential advocates for change around the world. A great advantage of this  
type of diplomacy is its cost-effectiveness, i.e. the ratio of costs to benefits 
clearly points to the latter.   

• Iconic figures in Polish culture- presentation of Poland’s contribution to 
universal culture by the popularisation of both historic and contemporary 
figures. A significant role is played by getting the patronage of UNESCO (e.g 
the Year of Jerzy Giedroyc (2006), Year of Joseph Conrad (2007). 

• The participation by Polish artists in international cultural events. Supporting the 
artists from Poland is a very important promotional instrument. Their presence is 
valuable not just at cultural events but also at international trade fairs, where the 
subject may not be directly connected with art. (such as the Polish cultural 
programme at the EXPO)  

• International co-productions and joint ventures by a few cultural institutes from 
different countries with prestigious and active partners which may lead to long-
term cooperation.   

 
Among the most important events organised in the recent past to promote Polish culture 
were the Polish Year in Israel in 2008/09 and the Polish Year in Great Britain 2009/10 – 
both aimed at achieving long-term effects and the establishment of contacts in many 
cultural sectors. Another significant event was the events surrounding the Frederic 
Chopin Year in 2010, which was the first event on such a large scale. The events 
organised in many countries around the world lead not only to increasing the popularity 
of Chopin’s music but also boosting interest in Poland and its culture.   
 
Polish cultural diplomacy also makes use of other tools, such as scholarship programs. 
One of them is addressed to citizens of Eastern Europe Trans-Caucasia, Iraq and 
Afghanistan. This program was launched in 2003 at the initiative of the MSZ and is 
implemented by the Ministry of Science and Higher Education in cooperation with the 
Institute of Eastern European Studies at Warsaw University. The scholarship is open to 
applicants who specialize in Polish subject-areas, particularly in the context of the XXth 
Century, with around 60-70 scholarships awarded annually.  
 
Unfortunately, just as in previous areas a huge problem is caused by budgetary 
constraints, which hamper the effective promotion of Polish culture. The table below 
shows the financial resources allocated to the Adam Mickiewicz Institute and the 
International Cultural Centre. 
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Table. Subsidies to the Adam Mickiewicz Institute and the International Cultural 
Centre in Kraków 2000-2008  

Grant to institution in thousands of zloty  
Year 

 
The Adam Mickiewicz  Institute 

The International Cultural Centre 
in Kraków 

2000 697 1,222 

2001 8,388 2,022 

2002 2,200 2,126 

2008 27,558 4,186 

2009 36,950 5,715 

Source: MKiDN (http://orka2.sejm.gov.pl/IZ6.nsf/main/5D57163C), retrieved 
12.09.2010. 
 
 
A look ahead- The EU Presidency and Euro 2012 
 
In discussing the tools of public diplomacy it is difficult not to mention upcoming 
events which have a very big potential from a promotional point of view. Namely the 
Polish Presidency in the EU (2011) and the European Football Championships (2012).  
 
As far as the former is concerned Poland will take over the Presidency in the EU on 1 
July 2011. During the Presidency Poland will host most EU meetings and will be 
responsible for their organization. That is why coherent and wide-ranging promotional 
activities are so important. It is with this in mind that the Council of Ministers passed a 
document entitled, ‘Programme of Preparation for the Presidency of the European 
Union .’ As far as cultural diplomacy is concerned the framework of the undertakings is 
outlined in the document entitled, ‘The Strategic assumptions of the Polish Presidency 
in the II half of 2011’. As T. Grosse (2007) wrote, an assessment of the presidency can 
be made on two levels. The first is the effectiveness of implementing European aims 
and the second the implementation of national aims while presiding, i.e. a particular 
influence on European affairs. Studies carried out in 2006 by J. Tallber show that 
countries usually place emphasis on their own interests while they perform this 
function. It is undoubtedly true that the Presidency will give Poland an opportunity to 
improve its image on the international stage but the experience of other countries shows 
that this is not always the case.  The Czechs went through a government crisis while 
they presided in the EU in 2009, while the Hungarians debated on a media law and 
internal matters clouded their presidency with domestic affairs taking first stage. One 
may talk of a certain marginalization of Hungary during their presidency. As specialists 
say one of the more successful presidencies was that of France in 2008. What was 
worthy of note were actions undertaken by President Sarkozy during the war in Georgia 
and steps taken to minimise the effects of the world financial crisis. As I’ve said before, 
apart from its strictly political side, the presidency i san opportunity in the country’s 
image-building sphere. As far as {Poland is concerned cultural diplomacy is 
undoubtedly going to be used. The aim is to promote Poland in the EU, the EU in 
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Poland and Poland and the EU around the world (Poland as an ambassador of the EU).  
In view of the subject of the article the first set of actions are of interest to us. The key 
message articulated in the documents mentioned earlier is ‘Poland is a responsible 
partner and interesting country.’ In view of the subject of this paper it is the first two 
sets of measures that are of interest us. The idea of ‘Poland as a responsible partner and 
interesting country’ is the key concept as well as the image-building aims. These are 
raising the level of awareness about Poland and showing Poland as a partner who can 
fulfill the function of a responsible leader. A further aim is to show Poland as a country 
with a rich cultural heritage but that is open and modern and to encourage both business 
and tourist interest in Poland. As far as the target groups are concerned these are 
primarily EU institutions and particular member states. Because of the model of the 
presidency particular emphasis is to be placed on communication with our trio, i.e. 
Denmark and Cyprus. It is also important to communicate with countries such as The 
Czech Republic and Hungary (partners from the Vyshehrad Group) and our Eastern 
neighbours. As far as the channels of communication are concerned these will include 
cooperation with the media (a press and information centre set up for this reason), the 
establishment of a website, a system of visual identification, design of gifts and gadgets 
as well as information and education understood as the preparation of a package of 
training materials concerning the Polish presidency.   
 
As I have already mentioned the greatest emphasis will be placed on the cultural 
programme. The body responsible for its design and implementation is the National 
Audiovisual Institute (NIA) and the cultural events abroad are to be the responsibility of 
the Adam Mickiewicz Institute. The guiding motto of the NIA is ‘Polska 2030’.- the 
potential of culture as a tool of social change. The Polish government has earmarked 
around 30mln zloty for additional cultural events. The works of Czesław Miłosz, 
Stanisław Lem, Karol Szymanowski are to be promoted, as well as a programme of e-
culture, which will be based on the implementation of projects in city space. 
Additionally five films are to be prepared on the subject of Poland and Poles. In May 
2011 a logo of the presidency will be unveiled. Supplements will be published in 
international publications such as the  „International Herald Tribune” – to promote 
Poland and talk about different aspects of life in the country. It is also to promote the 
cuisine and show the most beautiful places in the country. Already the website on the 
Polish presidency has been launched with information about it, 
www.prezydencjaue.gov.pl and the official presidency page, www.pl2011.eu. What is 
more Poland is also promoted on social networks such as Facebook and there is a 
special channel on YouTube entitled ‘Polish Presidency 2011’ as well as thematic group 
on Goldenline.pl. Reports on the progress of the presidency will also appear on Twitter. 
The Polish Ministry of Foreign Affairs has signed a contract with Burson-Marsteller 
Sprl, who are to provide logistical back-up in the information aspect of the presidency, 
i.e. renting conference roomsfor press conferences or conferences for experts in 
Brussels, the preparation of study visits for journalists in Poland, training for Polish 
officials and spokesmen and monitoring foreign press [Pawlicki 2011]. Burson-
Marsteller Sprl does not, however, have any influence on the strategy of the information 
campaign. The fee for the company’s services from April until the end of 2011 is 
1.12mln euro. 
 
The second significant event, but somewhat different in character is Euro 2012, co-
organised with Ukraine. In discussing the promotional effects of this event it is worth 
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referring to S. Anholt who claims that countries communicate through a hexagonal 
channel of communication. See the diagram below.   

 
Diagram: The hexagon of communication channels 
Source: S. Anholt, J. Hildreth, Brand America. The secret of the mega-
brand. Polish Brand Institute, Warsaw 2005, p.14. 

 
As far as the most important channel is concerned in the case of EURO 2012 it is tourist 
promotion. According to S. Anholt (2005) tourist authorities have the biggest budget at 
their disposal and the best marketing experts. Moreover tourism, in itself creates 
promotional possibilities.  Spain is an example of a country, which based itspromotional 
strategy on this industry. The Olympic Games in Barcelona and the World EXPO in 
Seville accented the changes taking place in the country and contributed to changing the 
image of the country. A similar case was that of Portugal, which partly owes its success 
to the organization of the EXPO in 1998. The motto used by the organisers in Lisbon 
was, ‘All Roads Lead to the EXPO’. It was meant to ease the path of the visitors making 
their way to the EXPO. It can, therefore, be assumed that it was easier for Portugal to 
organize the European Football championships in 2004 with the communications and 
hotel infrastructure in place. Euro 2004 offered Lisbon an opportunity for promotion in 
Europe and beyond. The effect was that the city, already popular with tourists from 
around the globe posted a growth in the number of visitors of around 15 percent.  As far 
as Poland is concerned an important element of its offer for tourists are its cities, their 
atmosphere and the events organized in them. In many cases the cities, which are 
organizing matches during the Euro are also bidding for the title of European Cultural 
Capital 2016, thus there is a cumulative effect with the promotional undertakings 
complementing one another.  The funds for the preparation and implementation of the 
promotional undertakings will, to a large extent, come from the EU, from among others 
the ‘Let us Promote Poland Together’ project, part of the Action 6.3, ‘Promotion of 
Poland’s Tourist Assets’, a priority axis of the Operational Programme of an Innovative 
Economy 2007-2013. Thanks to funds from this source a presentation of the potential of 
Polish tourism will be made on selected markets abroad. Taking advantage of the 
context of the European Football Championships it will be targeted on the citizens of 
the countries where following football is the greatest, including the United Kingdom, 
Germany and France.  The choice of the methods and marketing tools will take into 
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account the universal values representative for European societies, taking into account 
certain national characteristic and cultural diversity. These were contained in the above-
mentioned ‘Marketing Strategy for Poland in the Tourism Sector between 2008-2015’. 
 
A very significant channel of communication in the context of Euro 2012 is the 
country’s cultural activity and the export of culture, such as the works of great masters 
but also the successes of national sports teams and of individual sportsmen. We can 
observe the appearance of interdisciplinary such as the European Stadium of Culture. 
The idea is to incorporate art into this undoubtedly great sporting event.  For the third 
time in the history of the Euro it is to be co-hosted by two countries. (earlier: 
Belgium/Holland in 2000 and Austria/Switzerland in 2008). The main aim is to create a 
common cultural space to enable joint projects and to promote a feeling of community 
between the citizens. A further aim is to build a joint image of Poland and Ukraine 
through culture.  
 
Looking at S. Anholt’s hexagon of communication in the context of the organisation of 
the European championships one may note that we are dealing with all the channels. 
The promotion of the country on the world stage through sport is become clearer as the 
television broadcasts of the great sporting events (the Olympic Games and World 
Championships in the mass spectator sports) are reaching more and more people. An 
effective promotion of the brand of a city or country is an opportunity to attract 
investors. Investors who cooperate with sporting organisations in a given region or 
country by means of sponsorship, also build their own brand.  
 
It i salso worth noting that sport is one of the most important phenomena of the so-
called mass culture. With reference to the economic aspects of sport there is a duality in 
its perception. On the one hand, free time, demand for leisure , the trend towards a 
healthy lifestyle mean that sport is becoming a product to which the rules of marketing 
apply. On the other, the ability of sport to create a spectacle and draw crowds mean that 
it is an important element of promotion used not just by companies, but also cities and 
countries which organise the particular event. One can point to a number of reasons why 
sport helps to shape the image of cities or countries. Firstly, it gives vent to emotions, 
which accompany the sporting struggle and that leads to a faster and better cognition 
and people remember the names of products, companies and, of course, the countries 
and cities where the event takes place. Sport brings associations that many would like to 
exploit. Football is the main sport in Europe and what follows, the most popular. As S. 
Anholt rightly notes, countries should remember that simply winning the right to host a 
mass sporting or cultural event is not an automatic ticket to gaining publicity. It is an 
opportunity to show oneself in the media and the given city or country should decide 
what they want to say about themselves. An example of a positive use being made of 
the European championships is that of Austria, who co-hosted this event with 
Switzerland in 2008.  The income generated for the Austrian economy amounted to 
415,2 mln Euro. There was also a record growth in the number of incoming visitors 
(+16%) and overnight stays (+16,4%) in May 2008, and studies on the image of Austria 
(particularly in the Czech Rep and France) showed a marked improvement. The most 
frequent associations with Austria were: high quality, rest, hospitality, peace and 
pleasure (Kobenter 2009).  
 
It is reasonable expect that the combination of Poland’s presidency and Euro 2012 
present an opportunity for the promotion of a positive image of Poland and that this will 
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translate to boost tourism in the country. These events are what specialists term as 
‘media anchors’ as their potential makes it easier to reach the media. We have to work 
to ensure that the message we have to communicate is cohesive and attractive. 
Otherwise we will struggle to overcome the negative stereotypes that exist among 
foreigners.  
 
 
References 
 
Anholt, S. and Hildreth, J. (2005). Brand America. Warszawa: Tajemnica magamarki, 
Instytut Marki Polskiej. 
 
Galuba, J. Polish Public Diplomacy in the making (promocja Polski w Niemczech). 
Retrieved from www.psz.pl/blogi/33404-Polish-Public-Diplomacy-in-the-making-
promocja-Polski-w-Niemczech-33404 [Accessed 16 February 2019]. 
 
Gilboa, E. (2008). Searching for a Theory of Public Diplomacy. The Annals of the 
American Academy of Political and Social Science, 616, 55-77. 
 
Grosse, T.G. (2007). Czy polska prezydencja może być sukcesem? Polski Przegląd 
Dyplomatyczny, 4(38), 29- 52. 
 
Grunig, J.E. (1993). Public Relations and International Affairs. Efect, Ethics and 
Responsibility. Journal of Internetional Affairs, 47. 
 
Kobenter, F. M. UEFA EURO 2008 a austria.info. Retrieved from 
dms.msport.gov.pl/app/document/file/641/euro_2008.ppt?field=file1 [Accessed 11 
March 2011]. 
 
Kunczik, M. (1992). Images of the Nations and International Public Relations. Bonn: 
Fredirch Ebert Stiftung. 
 
Leonard, M., Stead, C., and Smewing, C. (2002). Public Diplomacy, London: The 
Foreign Policy Centre. 
 
Martínez Reyes, V. (2000). Reguły gry czyli o negocjacjach i łączeniu się Europy. 
Warszawa: Scholar. 
 
Olins, W. (2006). Wally Olins on nation branding and Brand Poland. Retrieved from 
http://nation-branding.info/2006/06/14/wally-olins-branding-poland [Accessed 14 
February 2007]. 
  
Ociepka, B. (2011). Within the EU: New Members’ Public Diplomacy. Retrieved from 
http://www.allacademic.com/meta/p_mla_apa_research_citation/5/0/2/9/1/p502914_ind
ex.html?phpsessid=50b5b72e585ff64a53415a953956b63a. 
 
Pawlicki, J. (15/04/2011). Kontrakt na polską prezydencję w UE za milion euro. Gazeta 
Wyborcza.  
Quetteville, H. (17/10/2007). Poles tired of politicians who live in the past. Daily 
Telegraph. 



 77 

  
Signizer, B., Coombs, T., „Public Relations and Public Diplomacy: Conceptual 
Convergences”, Public Relations Review 18, no. 2 (Summer1992), pp. 137-147.  
 
Szondi G. (2005). The pantheon of international public relations for nation states: 
country promotion in Central and Eastern Europe. In: Ławniczak, R. (ed.) Introducing 
market economy institutions and instruments: the role of public relations in transitions 
economies. Poznan: Piar.  
 
Ryniejska-Kiełdanowicz, M. (2007). Public relations Polski w okresie kandydowania 
do Unii Europejskiej. Wrocław: Uwr. 
 
 
 
 



 78 



Communication and Web 2.0: New skills, new professionals 
(Comunicación y web 2.0: Nuevas competencias, nuevos profesionales) 
 
Carmen Silva (Open University of Catalonia, csilvaro@uoc.edu), and Gloria Jiménez 
(University of Sevilla, gloria_jimenez@us.es) 
 
 
 
Abstract (Resumen) 
 
We face a different technology, a new way to entertain and inform, to buy and consume 
media and information. This is the era of interactive marketing, Web 2.0 and many still 
do not realize. We need to unite creativity and technology, but above all to educate 
ourselves in this new environment to meet the brands with more accurate proposals and 
to explain to customers how to reach their targets and what to do with them. This new 
economic reality expressed, on four basic principles: openness, peer interaction, sharing 
and global action. 
 
All these new skills and competencies and this new environment for business 
communication show that we need new job descriptions, qualified people who can 
handle the tools, understand the network environment, you can put the strategies and 
objectives of trademarks ‘thought 2.0’ and integrate the corporate culture of the 
company. Executives, creative, coordinators, planners, etc. must learn this new language 
to cope with its challenges. What some are assuming a real problem, jump on the 
bandwagon of new technology-for others implies a universe of opportunities. 
 
Companies and institutions need a mixture of profiles currently psychologists, 
sociologists, communication, anthropologists... to identify the behaviors of the 
consumer-prosumer. They also require content experts to develop proposals attractive, 
relevant and relevant to multicultural audiences segmented hyper. In short, are 
clamoring for multidisciplinary joint teams and journalists, creative, psychologists, 
marketing, producers, publishers, artists, intellectuals generate enriching and stimulating 
experience for Internet users. 
 
This study analyzes the current market needs 2.0 to compose the teams in the work 
environment that meet these needs, what skills are most in demand, how are media 
professionals 2.0?, Can we talk about profiles always or adaptations of the traditional? 
 
Spanish 
 
Estamos ante una tecnología diferente, un nuevo modo de entretenernos e informarnos, 
de comprar y de consumir medios y de informarse. Estamos en la era del marketing 
interactivo, de la web 2.0 y muchos aún no se dan cuenta. Debemos unir creatividad y 
tecnología, pero sobretodo educarnos en este nuevo entorno para satisfacer a las marcas 
con propuestas más exactas y poder explicarles a los clientes cómo llegar a sus targets y 
qué hacer con ellos. Esta nueva realidad económica la expresan, en cuatro principios 
básicos: apertura, interacción entre iguales, compartir y actuación global. 
 
Un nuevo entorno que requiere habilidades y competencias diferentes. La comunicación 
2.0 requiere nuevos perfiles profesionales, gente preparada que sepa manejar las 
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herramientas, entienda el entorno de la red social, pueda poner las estrategias y 
objetivos de las marcas en ‘pensamiento 2.0’ e integre la cultura corporativa de la 
empresa. Ejecutivos, creativos, coordinadores, planners, etc. han de conocer este nuevo 
lenguaje para enfrentarse a sus desafíos. Lo que para algunos supone un problema -
subirse al carro de las nuevas tecnologías- para otros implica un universo de 
oportunidades laborales.  
 
Las organizaciones necesitan una mezcla de perfiles psicólogos, sociólogos, técnicos de 
comunicación, antropólogos... para identificar los comportamientos del consumidor-
prosumer. Requieren especialistas en contenidos que elaboraren propuestas atractivas, 
pertinentes y relevantes para audiencias multiculturales e hiper segmentadas.  Piden a gritos 
equipos mixtos y multidisciplinares: periodistas, creativos, psicólogos, técnicos de 
marketing, productores, publicistas artistas, intelectuales que generen experiencias 
enriquecedoras y estimulantes para los internautas. 
 
Este estudio analiza las necesidades 2.0 del mercado actual para componer equipos de 
trabajo que respondan a esas necesidades: ¿qué competencias son las más demandadas?, 
¿cómo son los profesionales de la comunicación 2.0?, ¿podemos hablar de los perfiles 
de siempre o de adaptaciones de los tradicionales? 
 
 
Introduction (Introducción) 
 
Estamos ante una tecnología diferente, un nuevo modo de de entretenernos e 
informarnos, de comprar y de consumir medios e información. Nos encontramos en la 
era del marketing interactivo, de la web 2.0 y muchos aún no se dan cuenta. ¿Qué es una 
campaña en AdWords? ¿Cuántos clicks, cuánto dinero, cuántas visitas son poco o 
mucho?  ¿Qué hace una organización en las redes sociales?, ¿Por qué hablan de una 
marca en los blogs especializados del sector? Nos hace falta unir creatividad y 
tecnología, pero sobretodo educarnos en este nuevo entorno para poder satisfacer a las 
firmas con propuestas más exactas y poder explicarle  a los clientes cómo llegar a sus 
targets y qué hacer con ellos. 
 
En un entorno tan cambiante como el de Internet, los profesionales que trabajan con la 
imagen y la identidad corporativa, se enfrentan a una serie de nuevos retos que, en 
muchas ocasiones, están suponiendo un problema para ellos y para las propias empresas 
e instituciones puesto que no saben cuáles son sus auténticas necesidades. 
 
 
Objectives (Objetivos) 
 
Con el presente trabajo se pretende: 

• Describir la Web 2.0 como entorno laboral. 
• Comprender las competencias y habilidades necesarias para trabajar en la Web 

social. 
• Realizar un acercamiento a los nuevos perfiles profesionales que se están 

demandando en la Web 2.0 desde el punto de vista de la comunicación. 
• Descubrir la formación y currículum que se necesita para desarrollar trabajos 2.0 
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Methodology (Metodología) 
 
Methodological strategies (Estrategias metodológicas) 
Con la finalidad de describir, comprender, aproximarnos y descubrir estos perfiles nos 
acercamos a la realidad con un estudio de carácter mixto desde el punto de vista 
cualitativo. En primer lugar comenzamos con una revisión bibliográfica y de la 
literatura científica enfocada a tal fin; posteriormente, realizamos una entrevista a una 
muestra seleccionada. Esto es: se efectuaron 10 entrevistas en profundidad con 25 ítems 
base que dieron lugar y pie a otra serie de cuestiones espontáneas.  
 
Selected sample (Muestra seleccionada) 
La población objeto de estudio fueron distintos roles y puestos de trabajo (decisorios, 
línea media y base) tanto de:  

• Empresas de comunicación 
• Empresas anunciantes 

 
También fueron objeto de estudio consumidores reales, posible público potencial y 
comprador en potencia de productos o servicios de las marcas y/o empresas. Con una 
edad superior a los 18 años de edad con independencia de la clase económica, social o 
cultural que ocupen a nivel de estatus. Para nuestra muestra nos hemos centrado en las 
provincias de Sevilla y Barcelona.  
 
Procedure (Procedimiento) 
El procedimiento aplicado para el presente estudio fue:  

a. Preparación de la guía de entrevistas cuestionarios.  
b. Información a la muestra del estudio a realizar.  
c. Realización de la entrevista. 
d. Extracción de datos. 
e. Análisis de los datos.  

 
 
New skills and new profiles (Nuevas competencias y nuevos perfiles) 
 
La web 2.0 tiene unas características concretas y específicas de recepción que la hacen, 
cuanto menos, diferente a las websites de la era 1.9 y versiones anteriores. Los 
conceptos ‘creatividad’, ‘tecnología’, ‘interacción’, ‘simultaneidad’, etc. son términos 
que conviven en esta nueva etapa de la red… Pero, en esta avenencia, el profesional de 
comunicación debe reinventarse, re educarse en este nuevo entorno para poder satisfacer 
así a empresas y sus marcas con propuestas atractivas y eficaces. Y, sobre todo, 
eficientes para, de este modo, poder explicarle a su cliente cómo puede llegar a su target 
y qué puede hacer con ellos. Todo ello mediante estrategias bien pensadas para cada 
público y capaz de diversificarse. En definitiva, cómo trazar la estrategia comunicativa a 
partir de las posibilidades que permite la web 2.0.  
 
La también llamada web social en la que nos movemos ha establecido dinámicas 
propias de comunicación  personales y especialmente sociales (como su nombre indica), 
mediadas por tecnologías digitales en un entorno de convergencia mediática ya ha 
llegado a generar una cultura propia que Henry Jenkins denomina “cultura 
participativa” y que define con las siguientes características (Jenkins et al, 2006): 
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1. Apenas impone barreras a la expresión artística y al compromiso cívico. 
2. Se percibe un fuerte apoyo para crear y compartir las creaciones personales con 

otros. 
3. Se ofrece cierto tipo de tutoría informal por la cual aquello que es conocido por 

el más experto es transferido a los más novatos. 
4. Donde los miembros creen en que sus contribuciones son valoradas. 
5. Donde los miembros sienten algún tipo de conexión social entre ellos (donde al 

menos se toma en cuenta lo que otras personas piensan sobre lo que han creado) 
6. Donde no todos los miembros deben contribuir, pero al menos todos se sienten 

libres para contribuir cuando estén preparados y creen que su contribución será 
valorada apropiadamente 

 
Una cultura participativa que marca el trabajo de gestión de la comunicación en la red y  
un concepto que nos ayuda a dilucidar cuáles son las competencias que deben 
desarrollar sus profesionales en estos entorno. 
 
Applications for web 2.0 (Las aplicaciones por y para web 2.0) 
Pero para entender la adaptación del profesional de la comunicación a la web 2.0, 
previamente hemos de comprender en qué medida ha de adaptarse a esta web 2.0. Y es 
que, según O’Reilly (2006), las distintas aplicaciones web podrían situarse en tres 
niveles o escalones distintos. Éstos son: 

• Tercer nivel: Una aplicación funciona única y exclusivamente en Internet 
dejando de existir fuera de la red. Estos ejemplos los encontramos en Skype o 
Wikipedia, por ejemplo. El caso de Google (a través de su aplicación ‘Google 
Desktop’ supone una excepción, un híbrido entre on line y off line).   

• Segundo nivel: Encontramos aquí aplicaciones que tienen razón de ser fuera del 
campo Internet pero sólo como mero valor añadido, no como funcionalidad en 
sí. El ejemplo más claro sería el de Flickr, que proporciona al usuario un 
programa para gestionar imágenes pero sólo puede compartir las mismas al tener 
una conexión directa a través de Internet.  

• Primer nivel: Es el caso de aplicaciones que tienen el mismo uso on y off line. 
Ejemplo claro: Google Docs.  

 
A estos grados hay que sumarle un cuarto nivel, el que se denominaría Nivel raso, base 
o 0, que consiste en todas aquellas aplicaciones creadas, en principio, para trabajar a 
través de Internet pero que, fuera de la red, funcionan exactamente igual. Sería el caso 
de Google Maps.  
 
Professionals: the competences and web 2.0 (Profesionales: las competencias por y 
para web 2.0) 
Tapscotty y D. Williams, autores de Wikinomics1, aportan algunas ideas sobre 
transformaciones que abarcan incluso el aspecto económico: una nueva economía 
impulsada por el cambio tecnológico, la demografía y la globalización, que motoriza el 
cambio y la innovación basados en nuevas formas de colaboración. Es la web 
colaborativa (término que, aunque aún no está reconocido en la RAE, ya se plantea para 
su aceptación en próximas ediciones). Esta nueva realidad económica la expresan en 
base a cuatro principios básicos:  

• Apertura 
                                                
1 www.wikinomics.com 
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• Interacción entre iguales 
• Compartir  
• Actuación global 

 
Retomando las características que citábamos anteriormente como las propias de la 
cultura participativa; Henry Jenkins (2008)  analiza más detenidamente este concepto y 
propone una serie de destrezas sociales y competencias culturales que deben ser 
fomentadas y ejercitadas desde los espacios educativos; y que, desde una perspectiva 
comunicacional, entendemos tienen que ser igualmente asumidas por los profesionales 
de la publicidad, relaciones públicas y periodismo con el objetivo de ajustar lo máximo 
posible las propuestas diseñadas. Estas capacidades son, según este autor: 

• Juego: Capacidad para experimentar con el entorno como una forma de aprender 
a resolver problemas.  

• Representación: Habilidad para adoptar identidades alternativas con el propósito 
de la improvisación y el descubrimiento.  

• Simulación: Habilidad para interpretar y construir modelos dinámicos de 
procesos del mundo real.  

• Apropiación: Habilidad para reinterpretar y remezclar contenido mediático.  
• Multitarea: Habilidad para examinar el propio entorno y centrar la atención 

cuando se necesite en los detalles significativos.  
• Pensamiento distribuido: Habilidad para interactuar de forma significativa con 

herramientas que expanden las capacidades mentales.  
• Inteligencia colectiva: Habilidad para sumar conocimiento y comparar las notas 

con otras personas en función de una meta común.  
• Juicio, Criterio: Habilidad para evaluar la fiabilidad y credibilidad de diferentes 

fuentes de información.  
• Navegación transmediática: Habilidad para seguir el flujo de las historias y la 

información a través de diferentes medios.  
• Trabajo en red: Habilidad para buscar, sintetizar y diseminar información. 
• Negociación: Habilidad para viajar a través de comunidades diversas, 

percibiendo y respetando las múltiples perspectivas, y comprendiendo y 
siguiendo normas alternativas. 

 
Todas estas nuevas habilidades y competencias, y este novedoso entorno para la 
comunicación empresarial, ponen de manifiesto que estamos necesitando nuevos 
perfiles profesionales, gente preparada que conozca realmente y sepa manejar las 
herramientas que tenemos en la red. Personal cualificado que pueda adaptar las 
estrategias y los objetivos de las empresas y sus marcas en ‘pensamiento 2.0’ e integre 
la cultura corporativa de la organización y comprenda y comulgue con el concepto de 
Web colaborativa. Ejecutivos, creativos, coordinadores, planners deben conocer este 
nuevo lenguaje para hacerle frente a sus desafíos. Lo que para algunos está suponiendo 
un auténtico problema (dominar el lenguaje de las nuevas tecnologías y pensar en 
hipertexto) para otros implica un universo de oportunidades laborales.  
 
El futuro se presenta con grandes posibilidades para aquellos profesionales capaces de 
interpretar las necesidades, intereses, inquietudes, aspiraciones, humores y percepciones 
de la gente y desarrollar las habilidades exigidas para este mundo colectivo. Pero que 
además sean capaces de captar la cultura de la empresa. 
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Las empresas necesitan actualmente una mezcla de perfiles: psicólogos, sociólogos, 
técnicos de comunicación, antropólogos, etc… que nos permitan identificar los 
comportamientos del consumidor-prosumer (definido en Wikipedia2 como un acrónimo 
formado por la fusión original de las palabras en inglés producer (productor) y 
consumer (consumidor). También requieren especialistas en contenidos que permitan 
elaborar propuestas atractivas, pertinentes y relevantes para audiencias multiculturales 
hiper- segmentadas.  
 
Y es que, como expresa Martín Hazan en El modelo de la nueva agencia (2009:11): 
“Necesitamos recursos humanos interdisciplinarios e inquietos, redactores que puedan 
sintentizar toda una noticia en un buen titular, pero que, a su vez, tengan su blog como 
hobbie, y que participen en redes sociales, que entiendan la forma de comunicarse e 
informar en Internet. Es esencial que entiendan de SEO y SEM (Posicionamiento y 
marketing en motores de búsqueda). No sólo su forma de escribir, que conozcan cómo 
funcionan los buscadores y que sepan sobre marketing online, para poder redactar para 
la Web, de la misma manera que un periodista debe entender cómo funciona un diario”.  
 
Así, en línea con esta afirmación, podemos decir que no hay duda de que las 
corporaciones, grandes o pequeñas, para dar respuesta a sus demandas en materia de 
comunicación necesitan personal polivalente, multidisciplinar. En palabras del mismo 
Hazan, “directores de arte que puedan manejarse en los diversos medios, directores de 
arte multimediales”. O, en otros términos, ser capaz de dominar el lenguaje audiovisual, 
el del mobile marketing, etc. Nos referimos a equipos mixtos donde periodistas, 
creativos, psicólogos, productores, publicistas artistas, intelectuales generen 
experiencias enriquecedoras para los internautas, que tengan la capacidad de 
provocarlos con mensajes movilizadores que tengan la virtud de adaptarse a los 
diferentes formatos con inteligencia y flexibilidad.  
 
El presente lo está marcando un cambio en la manera que tenemos de comunicarnos, un 
cambio en las plataformas y soportes, un cambio en la actitud de los consumidores, un 
cambio en las propuestas… y todo ello implica un cambio en los profesionales pero sin 
olvidar cuáles son los objetivos de las marcas. 
 
A este respecto, Lucas (en AA.VV., 2009) dice que: “Consideramos que la irrupción de 
este verdadero paradigma emergente de la colaboración, requiere algo más que la 
simple incorporación de nuevas tecnologías, aunque éstas sean importantes. Nuestra 
perspectiva resalta la necesidad de desarrollar nuevas prácticas, sensibilidades y 
habilidades pragmáticas en el management, para poder moverse efectivamente en la era 
de la colaboración en redes virtuales que se avecina con el desarrollo de la web social. 
A este nuevo entendimiento y a esta nueva praxis de la gestión la denominamos 
Management 2.0. 
 
Toda tecnología que se traduce en una innovación implica nuevas o mejores prácticas, 
una suerte de desvelamiento de un nuevo espacio de posibilidades. En este caso, el uso 
del software social devela un rasgo medular del fenómeno humano: los seres humanos 
se constituyen y crean su mundo en el lenguaje, en conversaciones. La Web 2.0 está 
mostrando palmariamente lo que podríamos sintetizar en tres conceptos. En primer 
lugar, que los mercados son conversaciones. En segundo lugar, que las organizaciones 

                                                
2 http://es.wikipedia.org/wiki/Prosumidor  
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son bien entendidas también, como redes de conversaciones. Por último, que la práctica 
de administrar es, en lo esencial, conversar”. 
 
Siguiendo las directrices de este autor, podemos sintetizar que esta forma de realizar 
‘managament 2.0’ implica: 

• Gestión del conocimiento: enlaces, autoría,  etiquetas, extensiones, señales, 
impulso del aprendizaje, fortalecimiento de las redes sociales., capacidad de 
penetración, expandir la experiencia del blogging, hacerse presente y notorio, 
networking en eventos y conferencias, conocimiento y descubrimientos 
inesperados, fomentar el desarrollo de habilidades sociales, etc.  

• Visión clara frente a un plan detallado: la intuición, la flexibilidad y la capacidad 
de adaptación son centrales en los inicios 

• Liderazgo. 
• Movimientos rápidos, en tiempo real,  aprendiendo en la acción: no quedarse 

quieto, comunicar, pulsar opiniones, recibir propuestas. Estas llegarán tanto de 
los principales jugadores del sector como de cualquier internauta anónimo (pero 
no por ello desdeñable). 

 
Se está poniendo el acento en una comunicación que contempla al consumidor en sus 
distintas facetas de relación con la marca, con ‘su’ marca. Y a eso hay que sumarle que 
cada herramienta tiene sus propias características, lenguajes y formas específicas de 
comunicación. 
 
En esta nueva realidad los pioneros comienzan ya a distinguir claramente esas 
demandas laborales. Porque, como ya se expresa desde AERCO –Asociación Española 
de Responsables de Comunidad- (2009): “Cada día aumenta el abanico de nuevos 
perfiles cuyas tareas pueden resultarnos difíciles de distinguir: community manager, 
social media director, chief social media officer, moderador, dinamizador, social media 
PR, etc. Por sorprendente que parezca, el perfil que resulta menos novedoso es el del 
Community Manager. Sin embargo, con el tiempo, han ido modificando y adaptando 
algunas de sus tareas. Foros, chats, comunidades, y en general los primeros medios de 
comunicación online, que ahora mismo serían los abuelos de las redes sociales y demás 
herramientas colaborativas tal como las conocemos hoy, estaban liderados por los 
responsables de comunidad, que a su vez estaban apoyados por los moderadores o 
dinamizadores.”  
 
A este respecto los colaboradores de Territorio Creativo (2009) aclaran que existen una 
serie de protagonistas y participantes en esta nueva telaraña y panorama que supone la 
web 2.0 y su entorno. Así, nos encontramos con unos actores denominados 
‘moderadores’ quienes velan por la calidad del contenido generado por el usuario (user 
generated content), asegurándose de que cumple las pautas de conducta de una 
comunidad o canal de comunicación y evitar que haya problemas de convivencia entre 
sus miembros. Existen también los llamados ‘dinamizadores’, miembros de las 
comunidades que generan conversaciones, participan y en definitiva ayudan a que éstas 
estén vivas. Los ‘analistas de medios sociales’ (social media analysts) y los ‘jefes de 
medios sociales’ (chief social media officer), quienes utilizan los medios sociales para 
las relaciones públicas, proponer estrategias de marketing (promociones y campañas), 
pero no buscan necesariamente crear o mantener comunidad entorno a algo o alguien. 
Su punto de vista es corporativo y no tienen que ser necesariamente usuarios. 
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Cristina Aced en su obra Perfiles Profesionales 2.0 habla de profesionales 
especializados en optimizar la reputación on line. Entre los ámbitos que destaca como 
más habituales en la ejecución de estas tareas se encuentran disciplinas como: 
periodismo, relaciones públicas, publicidad y marketing.  Aced habla de perfiles nacidos 
al calor de la red; expertos en analítica web, gestores de contenidos digitales, arquitectos 
de la información, expertos en usabilidad; y algunos más destacados: directores de 
marketing relaciones y/o comunicación 2.0, community managers, responsables de 
reputación online, consultor de comunicación digital, responsable de grupos de trabajo 
(es un community de communities) Como se puede comprobar algunos de estos perfiles 
son  adaptaciones Web de categorías off line.  Del mismo libro se desprende que, en 
mayoría de los casos, estos profesionales han aprendido a realizar sus tareas de manera 
autodidacta y destaca de ellos el interés por los avances tecnológicos, las habilidades 
multitareas y la capacidad de ser versátil y trabajar en diferentes temas y plataformas, 
distribuyendo adecuadamente el tiempo de su jornada laboral.   
 
Milán Berzosa, community managers de Ideas4all, en unas declaraciones realizadas 
para Expansión&Empleo (12/06/2010. Pág. 3) resaltaba como competencias deseables 
para estos perfiles …las aptitudes personales y las ganas que le pongas para conseguir 
objetivos tangibles. 
 
Mónica Morales en su blog Transiciones, especializado en RRHH, bebe de Cristina 
Aced para destacar las siguientes competencias 2.0 deseables para trabajar en entornos 
2.0: 

1. Flexibilidad y capacidad de adaptación.  
2. Creatividad y capacidad resolutiva.  
3. Innovación 
4. Trabajo en equipos virtuales. Capacidad de aprovechar la tecnología actual para 

llevar a cabo el trabajo en equipo. Reuniones a través de servicios de 
webmeeting, compartir el conocimiento a través de las redes, trabajar con 
soportes tecnológicos, etc.  

5. Capacidad crítica. Saber discernir entre toda la información que encontramos en 
la red.  

6. Generación de confianza. 
7. Gestión de la incertidumbre. Capacidad de trabajar bajo presión y gestionar los 

momentos difíciles.  
 
Estamos hablando de competencias que se han hecho imprescindibles. De El modelo de 
la nueva agencia (AA.VV., 2009) se desprende, asimismo, que el nuevo profesional de 
la comunicación 2.0 debe entender las necesidades de los proyectos y saber trabajar en 
equipo: 
 
“Al Director de Arte le puede parecer que cierto sitio debería ser en flash, pero el 
programador puede tener muy buenas razones, más prácticas, más tangibles, sobre por 
qué debería ser en HTML. Esta interacción es necesaria. Debe entender de experiencia 
de usuario y poder trabajar en equipo con el director de arte para lograr herramientas 
que estén a la altura de internet.  
 
Tiene que estar constantemente actualizado y poder integrarse a las nuevas plataformas 
y servicios web que los usuarios están demandando. Internet avanza todos los días y 
esta persona debe avanzar también.  
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El equipo de cuentas, la cara de la agencia, tiene que poder comunicarse con todos ellos, 
y transmitirlo al cliente, por lo tanto debe entender, en menor medida, lo que todos ellos 
entienden.  
 
Tiene que saber de diseño sin saber diseñar y saber de tecnología sin saber programar.  
Tiene que conocer todos los medios y todas sus posibilidades.  Hoy el famoso ‘lleva y 
trae papeles’ se va a quedar sin trabajo, porque la campaña ya no es sólo en papel. Hoy 
la agencia tiene que presentarle al cliente formatos nuevos, que éste no conoce y esto no 
es tarea fácil. Esto solo puede hacerlo alguien que entienda qué está pasando y no 
alguien que lleve, repita y sonría” 
 
Y, ¿cómo es la interactuación con el público objetivo, con ese target intermedio 
formado por la propia empresa, la organización y con el pretendido consumidor final? 
 
User generated content  
El término con el que se denomina el acto de participar en la generación de los 
contenidos de los sitios web 2.0 es el de User Generated Content. El UGC se  refiere a 
los sistemas de colaboración donde el usuario no se limita a navegar entre las 
informaciones producidas por otros sino que se convierte él mismo en productor.  
 
Isaac Mao habla del término sharismo3 para referirse a la cultura participativa. Para 
Mao, se trata de un estado mental neuropsicológico que nos lleva a compartir 
conocimientos motivados por las características tecnológicas de la Web Social 2.0 y las 
prácticas culturales que sostienen movimientos como el de Creative Commons y de las 
comunidades de software libre. 
 
El sharismo es, según este autor, una propiedad innata de nuestro cerebro, abierto 
siempre a establecer relaciones neuronales y compartir información en procesos 
creativos de producción de conocimiento: 
 
“Cuanto más abiertos y fuertemente conectadas estén nuestras neuronas, mejor será el 
entorno colaborativo para todo el mundo. Cuanto más colectiva sea nuestra inteligencia, 
más inteligentes serán nuestras acciones. La gente siempre ha encontrado las mejores 
soluciones a través de las conversaciones. Ahora podemos ponerlas todas online.” (Isaac 
Mao) 
 
En línea con dicho término encontramos otro, recientemente acuñado, que se ha 
convertido en todo un fenómeno desde un punto de vista comercial: el crowdsourcing. 
Para entender plenamente su significado debemos comenzar definiendo el término y 
concepto del que surge: el outsourcing. El outsourcing se refiere al acto que realiza una 
empresa cuando encarga un trabajo determinado en el exterior, con el fin de ahorrar 
costes principalmente. Esto es, la subcontratación de terceras empresas para externalizar 
parte del trabajo de su cadena productiva.  
 
Originalmente, en empresas productivas los encargos realizados eran trabajos de 
manufacturación que no requerían ninguna aptitud especial y los lugares escogidos 
solían ser China e India, países sin formación cualificada pero con un gran potencial de 
                                                
3 http://freesouls.cc/essays/07-isaac-mao-sharism.html [Accessed 26 June 2010]. 
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trabajo. Sin embargo, con el tiempo el trabajo se ha ido multiplicando y especializando, 
de forma que estos países no sólo se han ido formando en técnicas concretas de la 
cadena productiva sino que, además, se han convertido en verdaderos motores del 
outsourcing. El ahorro en costes que supone esta actividad para la mayoría de las 
empresas es altísimo y si a ello le sumamos las ventajas fiscales que posee, el resultado 
es la enorme popularidad de la que goza dicha actividad. 
 
Una vez definido el concepto original, pasemos al que ahora nos concierne. El 
crowdsourcing supone una forma de outsourcing, en el sentido de que supone ofrecer  
la posibilidad de trabajar en un proyecto externo a una gran cantidad de personas 
anónimas (crowd significa en inglés masa). El término nace de la mano del escritor Jeff 
Howe en la revista especializada en tecnología Wired, y consiste en “externalizar el 
trabajo, sobre todo intelectual, a través de Internet, es decir, utilizar el potencial de 
millones de cerebros conectados a la red” (Bosco y Caldana, 2007). 
 
Como podemos observar, la idea es deudora principalmente del outsourcing, con 
algunos matices. La principal diferencia la encontramos en el hecho de que  no importa 
donde se sitúe el trabajador (o cerebro), ni su experiencia o conocimiento del problema 
a tratar; lo que importa únicamente es el resultado. La otra gran diferencia es que no 
existe un lugar físico de encuentro, sino que todo es a través de la red. Por otro lado, 
también podemos señalar que el fenómeno se sirve a su vez del Used Generated 
Content, pues se nutre de la participación activa de los usuarios de Internet.  
 
La actividad del crowdsourcing nació principalmente en el ámbito científico, ámbito en 
que sigue siendo utilizado tanto por pequeñas empresas como por grandes 
corporaciones o incluso por instituciones de la talla del MIT (Massachussets Institute Of 
Technology). Uno de los centros que más recurren a esta práctica es Innocentive.com, 
fundada por la farmacéutica Lilly. Esta página publica los problemas o desafíos en busca 
de soluciones; y a su vez se inician grandes líneas de investigación de multinacionales 
como los gigantes Procter&Gamble, Boeing o Nestlé Purina. La dinámica es la 
siguiente: se plantea el problema y por cada solución la empresa ofrece un premio 
económico. Los desafíos se dividen en las categorías de química y biología, y la 
remuneración suele estar entre 15.000 y 60.000 dólares. El esquema se basa, por tanto, 
en sustituir la actividad que antes realizaban los propios empleados, por una enorme red 
de personas anónimas, donde se pueden esconder grandes cerebros a un precio 
económico. El negocio es perfecto: se aglutinan muchas ideas y el coste siempre es 
infinitamente menor; hay menos riesgos y muchas más rentabilidad (Bosco y Caldana, 
2007).  
 
La idea, sin duda, está respondiendo y por ello, está traspasando a otros ámbitos. Por 
ejemplo la empresa de juguetes Lego presentó una convocatoria en busca  de inventores 
para crear una nueva generación de robots, los llamados Lego Robotic. Asimismo, otro 
ejemplo lo encontramos en Zazzle.com que paga por diseño de postales, camisetas y 
otro tipo de productos; simplemente hay que crear una galería de diseños y éstos se 
aplican a diferentes artículos, pudiendo ganar hasta un 17% de la venta de los productos 
(Anónimo, 2006).  
 
Los medios de comunicación tampoco se han quedado atrás. Un ejemplo de ello es el 
archivo fotográfico iStockphoto.com. En un principio los bancos de imágenes se nutrían 
de fotógrafos profesionales; sin embargo, ahora irrumpen en escena fotógrafos 
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aficionados que cuelgan sus fotos en la red. Como señala el autor publicitario Ezequiel 
Triviños “esta pléyade de nuevos agentes está multiplicando exponencialmente la oferta 
y pulverizando los precios. En iStockphoto.com se pueden licenciar imágenes de 
excelente calidad entre un dólar y cuarenta la pieza” (Treviño, 2006, p. 24). Por otro 
lado, en producción audiovisual también encontramos televisiones que empiezan a 
nutrirse de páginas de UGC (contenido generado por usuarios) como Youtube o iFilm. 
La televisiones licencian el contenido y lo emiten por un precio mucho más bajo que el 
de la producción propia. Así encontramos ejemplos como el del canal estadounidense 
Current TV, en la que el 30% de la programación viene dada por este tipo de contenidos 
(íbidem).  
 
Ante ello, el ámbito publicitario está comenzando a responder ya que se encuentra ante 
sí un nuevo modelo mucho más económico, que rompe con la estructura clásica y en 
crisis de  la agencia de publicidad y que, sin duda, abre una puerta a pequeños y 
medianos anunciantes para hacer publicidad en el medio televisivo. Sin embargo, el 
modelo y sus diferentes variantes chocan con los planteamientos publicitarios por los 
que el sector publicitario lleva décadas combatiendo.  
 
 
Results (Resultados) 
 
A continuación se exponen los diversos resultados obtenidos a partir de la labor 
realizada:  
 
Applications (Aplicaciones) 
Si atendemos a la información aportada por las personas realizadas y la labor de 
revisión realizada nos encontramos con que, si nos referimos a estudiantes, los 
conceptos de ‘nivel 0’, ‘Tercer nivel’, ‘Segundo nivel’ y ‘Primer nivel’ cada vez son 
más conocidos, dominados y entendidos a nivel de un lenguaje más. Sin embargo, 
cuando nos referimos a profesionales, aquéllos que superan los 40-45 años de edad la 
mayor parte de ellos conocen la existencia de estos términos pero no dominan el 
lenguaje de las aplicaciones como un lenguaje aprendido más.  
 
Competences (Competencias) 
A nivel de competencias nos encontramos que, igual que en el caso anterior, a medida 
que el nivel de edad aumenta, los conceptos de colaboración, actuación global, apertura, 
interacción, etc. disminuyen. Aunque, también es cierto, esto no se da en la totalidad de 
la muestra entrevistada. 
 
User generated content 
Un elevado número de las personas entrevistadas parte de que el concepto de User 
Generated Content aporta más que resta. No obstante, al igual que en los epígrafes y 
estudios anteriores, conforme la edad del entrevistado es menor, el grado de opinión 
positiva acerca de que sea el usuario el que genere los contenidos aumenta. 
 
 
 
Discussion and conclusions (Discusión y conclusiones) 
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En función de los resultados y a la luz de los datos obtenidos podemos afirmar que la 
tecnología que avanza aporta y añade aspectos más positivos que negativos. Asimismo, 
no sólo aporta sino que, además, nos encontramos ante una nueva manera de 
enfrentarnos a la realidad mediática. Este debate, que parte de la interactividad, nos 
lleva a un contexto donde los términos ‘colaborativo’, ‘solidaridad’ y ‘compartir’ se 
hacen más que patentes en el desarrollo de los quehaceres y labores del profesional de la 
publicidad, de las relaciones públicas y, por ende, de la comunicación.  
 
Por otra parte, los nuevos profesionales tienen que poseer necesariamente un carácter 
multidisciplinar y claramente hipertextual para poder trabajar en esos equipos mixtos. 
Que la filosofía 2.0 se instale totalmente e incluso que se incremente con tecnologías 3.0 
y superiores es cuestión de tiempo. Cuanto más tiempo tarde el profesional en adaptarse 
a este nuevo panorama, más tardará en aprehender las reglas del juego y, consecuencia 
de ello, más ralentizado irá el progreso del desempeño del trabajo. Así, desde esta óptica 
abogamos por una adaptación al novedoso mapa que se nos traza incitando al sector a 
una conciliación con esta perspectiva mediática 2.0 que, todavía, casi podemos 
considerar como novel.  
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