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Empathy

Expectancy Violations Theory

Face Negotiation Theory

Family and Marital Schemas and Types

Field Theory of Conflict

Gender and Biology

Gender Schema Theory

General Semantics

Heuristic-Systematic Model

Humorous Communication Theory

Immediacy

Impression Formation

Inoculation Theory

Interaction Adaptation Theory

Interaction Involvement

Interaction Process Analysis

Intercultural Communication Competence

Interpersonal Deception Theory
Intrapersonal Communication Theories
Leadership Theories

Learning and Communication
Linguistic Relativity

Meaning Theories

Media Effects Theories

Motivated Information Management Theory
Negotiation Theory

Nonverbal Communication Theories
Persuasion and Social Influence Theories
Politeness Theory

Power, Interpersonal

Privacy Management Theory
Problematic Integration Theory
Public Opinion Theories

Reasoned Action Theory

Religious Communication Theories
Rhetorical Sensitivity
Self-Categorization Theory
Self-Disclosure

Sense-Making

Social and Communicative Anxiety
Social Exchange Theory

Social Information Processing Theory
Social Judgment Theory

Social Penetration Theory

Spiral of Silence

Style, Communicator

Trait Theory

Uncertainty Management Theories
Uncertainty Reduction Theory

Uses, Gratifications, and Dependency
Values Studies: History and Concepts

Rhetorical Orientations

Agency

Argumentation Theories

Classical Rhetorical Theory
Critical Rhetoric

Dramatism and Dramatistic Pentad
Genre Theory

Hermeneutics

Identification

Ideological Rhetoric

Invitational Rhetoric
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Metaphor

Myth and Mythic Criticism
Narrative and Narratology
Organizational Control Theory
Political Communication Theories
Religious Communication Theories
Rhetorical Sensitivity

Symbolic Convergence Theory
Visual Communication Theories

Semiotic, Linguistic, and Discursive Orientations

Accounts and Account Giving
Action-Implicative Discourse Analysis
Activity Theory

Actor-Network Theory
Archeology and Genealogy
Argumentation Theories
Autoethnography

Chronemics

Classical Rhetorical Theory
Constitutive View of Communication
Conversational Constraints Theory
Conversation Analysis

Critical Discourse Analysis
Cultural Studies

Deconstruction

Ethnomethodology

Feminist Rhetorical Criticism
Genderlect Theory

General Semantics

Genre Theory

Hermeneutics

Identification

Ideological Rhetoric

Interpretive Theory

Intrapersonal Communication Theories
Kinesics

Language and Communication
Linguistic Relativity

Materiality of Discourse

Meaning Theories
Metacommunication

Metaphor

Narrative and Narratology
Neocolonialism

Nonverbal Communication Theories
Paralanguage

Politeness Theory

Popular Culture Theories
Positioning Theory
Poststructuralism

Proxemics

Semiotics and Semiology
Silence, Silences, and Silencing
Speech Act Theory

Speech Codes Theory

Stories and Storytelling
Symbolic Convergence Theory
Symbolic Interactionism

Visual Communication Theories

Social-Interactional Orientations

Accounts and Account Giving

Action-Implicative Discourse Analysis

Activity Theory

Actor-Network Theory

Agency

Agenda-Setting Theory

Audience Theories

Autoethnography

Bona Fide Group Theory

Communication and Language Acquisition and
Development

Communication Theory of Identity

Community

Community of Practice

Consequentiality of Communication

Constitutive View of Communication

Conversational Constraints Theory

Conversation Analysis

Coordinated Management of Meaning

Co-Orientation Theory

Cultural Performance Theory

Dialogue Theories

Diffusion of Innovations

Discourse Theory and Analysis

Dramatism and Dramatistic Pentad

Ethnomethodology

Facework Theories

Framing Theory

Functional Group Communication Theory
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Gender Role Theory

Grounded Theory

Hawaiian Ho‘oponopono Theory

I and Thou

Identification

Identity Theories

Immediacy

Impression Management

Interpersonal Deception Theory

Interpretive Communities Theory

Intrapersonal Communication Theories

Invitational Rhetoric

Leadership Theories

Meaning Theories

Membership Categorization
Analysis (MCA)

Negotiation Theory

Nonverbal Communication Theories

Organizational Control Theory

Organizational Co-Orientation Theory

Organizational Culture

Organizing, Process of

Palo Alto Group

Performance Theories

Politeness Theory

Positioning Theory

Postmodern Theory

Poststructuralism

Privacy Management Theory

Privilege

Proxemics

Relational Control Theory

Relational Development Theories

Relational Dialectics

Relational Maintenance

Rogerian Dialogue Theory

Rules Theories

Social Action Media Studies

Social Construction of Reality

Social Identity Theory

Social Interaction Theories

Social Penetration Theory

Speech Act Theory

Spiral of Silence

Stories and Storytelling

Structuration Theory
Symbolic Convergence Theory
Symbolic Interactionism

Symbolic-Interpretive Perspective on Groups

Values Studies: History and Concepts

Values Theory: Sociocultural Dimensions and

Frameworks

Theory, Metatheory,
Methodology, and Inquiry

Autoethnography

Conversation Analysis

Critical Discourse Analysis
Critical Ethnography
Definitions of Communication
Discourse Theory and Analysis
Epistemology

Ethics Theories

Ethnography of Communication
Ethnomethodology

Evaluating Communication Theory
Feminist Rhetorical Criticism
Genre Theory

Grounded Theory

Hermeneutics

Humanistic Perspective

Inquiry Processes

Interpretive Theory

Metatheory

Modernism in Communication Theory
Myth and Mythic Criticism
Ontology

Performative Writing
Phenomenology

Philosophy of Communication
Postpositivism

Practical Theory

Realism and the Received View
Scientific Approach

Stories and Storytelling

Theory

Traditions of Communication Theory
Validity and Reliability
Variable Analytic Tradition






Theorists

Theorists Entry Titles Theorists Entry Titles
Aakhus, Mark Practical Theory Anderson, James  Social Action Media Studies
Abelson, Robert  Cognitive Theories Angell, Norman  International Communication
Abhinavagupta Indian Rasa Theory Theories
Adorno, Broadcasting Theories Anzalduda, Gloria fhl_canzil) Femml'sm
Theodor Critical Theory atino Yerspectives
Frankfurt School Appadurai, Diaspora
Modernism in Communication Arjun Globalization Theories
Theory ) Ardener, Shirley ~ Muted Group Theory
Popular Culture Theories
Power and Power Relations Arendt, Hannah ~ Power and Power Relations
- . . . Public Sphere
Affifi, Walid Motivated Information Management
Theory Argyle, Michael =~ Communication Skills Theories
Uncertainty Management Theories Aristotle Classical Rhetorical Theory
Ajzen, Icek Campaign Communication Theories Community
Persuasion and Social Influence Epistemology
Theories Ethics Theories
Reasoned Action Theory Legal Communication Theories
Allport, Gordon  Public Opinion Theories Media .EtthS Theories
. ) Narrative and Narratology
Values Studies: History and Concepts
Ontology
Althusser, Louis  Critical Discourse Analysis Persuasion and Social Influence
Critical Theory Theories
Cultural Studies Rhetorical Theory
Gender and Media Traditions of Communication Theory
Ideology Values Studies: History and Concepts
Poststructuralism
) Arnheim, Film Theories
Altman, Irwin Interpers_onal Communication Rudolph
Theories
Relational Communication Theory Arundale, Facework Theories
Relational Development Robert
Self-Disclosure Asante, Molefi Afrocentricity
Kete Interracial Communication

Andersen, Peter A.

Immediacy

xxiil

(Continued)
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Theorists

Entry Titles

Theorists

Entry Titles

Ashby, Ross
Aune, Kelly

Austin, John

Babrow,
Austin S.

Baier, Annette

Bakardjieva,
Maria

Bakhtin, Mikhail

Bales, Robert

Ball-Rokeach,

Sandra

Bandura, Albert

Barker, Valerie

Barry, Ann
Marie

Cybernetics
Deception Detection

Ethnomethodology

Language and Communication
Performance Ethnography
Performance Theories
Pragmatics

Rules Theories

Speech Act Theory

Motivated Information Management
Theory

Problematic Integration Theory

Uncertainty Management Theories

Ethics Theories

Critical Constructivism

Cultural Performance Theory
Dialogue Theories

Narrative and Narratology
Performance Ethnography
Performance Theories

Relational Communication Theory
Relational Dialectics

Stories and Storytelling

Group Communication Theories
Interaction Process Analysis
Symbolic Convergence Theory

Uses, Gratifications, and Dependency

Campaign Communication Theories

Communication Skills Theories

Entertainment-Education

Learning and Communication

Media and Mass Communication
Theories

Communication in Later Life

Visual Communication Theories

Barthes, Roland

Bateson,
Gregory

Baudrillard, Jean

Baudry,
Jean-Louis

Bauman,
Zygmunt

Baxter, Leslie A.

Baym, Nancy
Bazin, André

Beatty,
Michael J.

Beck, Ulrich
Bell, Derrick
Bell, Elizabeth

Bem, Daryl

Meaning Theories

Popular Culture Theories
Poststructuralism

Semiotics and Semiology

Visual Communication Theories

Constructivism

Cybernetics

Palo Alto Group

Pragmatics

Relational Communication Theory
Relational Control Theory

Social Interaction Theories

System Theory

Traditions of Communication Theory

Media Ethics Theories
Popular Culture Theories
Postmodern Theory
Poststructuralism
Simulation and Media

Spectatorship

Ethics Theories

Family Communication Theories

Interpersonal Communication
Theories

Relational Communication Theory

Relational Dialectics

Relational Uncertainty

Computer-Mediated Communication
Film Theories

Communibiology
Trait Theories

Globalization Theories
Critical Race Theory
Feminist Communication Theories

Attitude Theory

Attribution Theory

Compliance Gaining Strategies

Persuasion and Social Influence
Theories
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Theorists

Entry Titles

Theorists

Entry Titles

Bem, Sandra

Benjamin,

Walter
Bennett, Lance
Bentham, Jeremy

Berger, Charles

Berger, Peter

Berlo, David

Bernstein, Basil

Bertalanffy,
Ludwig

Bhabha,
Homi K.

Bharata

Bhartrhari

Billig, Michael
Biocca, Frank

Birdsell, David

Gender Schema Theory
Power, Interpersonal
Rules Theories

Critical Theory
Frankfurt School

Legal Communication Theories
Ethics Theories

Cognitive Theories

Communication Goal Theories

Intercultural Communication
Theories

Interpersonal Communication
Theories

Relational Uncertainty

Uncertainty Management
Theories

Uncertainty Reduction Theory

Ethnomethodology

Language and Communication

Institutional Theories of
Organizational Communication

Social Construction of Reality

Empathy
Process of Communication

Elaborated and Restricted Codes

System Theory

Hybridity
Postcolonial Theory

Indian Rasa Theory

Asian Communication Theory
Hindu Communication Theory

Discourse Theory and Analysis
Presence Theory

Interpersonal Communication
Theories

Legal Communication Theories

Nonverbal Communication Theories

Birdwhistell, Ray

Bitzer, Lloyd
Blake, Robert

Blumer, Herbert

Blumler, Jay

Bohm, David

Borel,
Marie-Jeanne

Bormann,
Ernest G.

Bosmajian, Haig
Boulding, Elise

Boulding,
Kenneth

Bourdieu, Pierre

Bowlby, John

Boyd-Barrett,
Oliver

Brashers, Dale

Brown, Penelope

Kinesics
Rules Theories
Social Interaction Theories

Rhetorical Theory

Conflict Communication
Theories

Grounded Theory

Interpersonal Communication
Theories

Learning and Communication

Symbolic Interactionism

Audience Theories
Uses, Gratifications, and Dependency

Dialogue Theories

Constructivism

Group Communication Theories
Symbolic Convergence Theory

Legal Communication Theories
Peace Theories

Peace Theories

Learning and Communication
Popular Culture Theories

Attachment Theory

Flow and Contra-Flow

Motivated Information Management
Theory
Uncertainty Management Theories

Accounts and Account Giving

Compliance-Gaining Strategies

Facework Theories

Impression Management

Interpersonal Communication
Theories

Politeness Theory

(Continued)
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Theorists Entry Titles Theorists Entry Titles
Browning, Organizational List Theory Butler, Judith Feminist Communication Theories
Larry Queer Theory
Buber, Martin Dialogue Theories Performance Ethnograp by
. . Performance Theories
Ethics Theories
l'and "‘Fhou- Cacioppo, John Advertising Theories
Rogér ian Dialogue Theory Elaboration Likelihood Theory
Storlffs' and Storytellmg' ‘ Persuasion and Social Influence
Traditions of Communication Theory Theories
Buddha Asian Communication Theory Political Communication Theories
Buddhist Communication Theory . L )
. .. Calafell, Feminist Communication Theories
Hindu Communication Theory B J Chi Fermini
Values Studies: History and Concepts ernadette fcana Femuist
Buller, David Deception Detection Campbell, Fem%n¥st Cornm%lmcatlf)r'l Theorles
Karlyn Kohrs  Feminist Rhetorical Criticism

Burgoon,
Judee K.

Burke, Kenneth

Burks, Don

Burns, James
McGregor

Interpersonal Deception Theory

Cross-Cultural Communication

Deception Detection

Expectancy Violations Theory

Interaction Adaptation Theory

Interpersonal Communication
Theories

Interpersonal Deception Theory

Nonverbal Communication Theories

Persuasion and Social Influence
Theories

Agency

Chronemics

Critical Organizational
Communication

Critical Rhetoric

Dramatism and Dramatistic Pentad

Empathy

Humorous Communication Theory

Identification

Metaphor

Performance Theories

Religious Communication Theories

Symbolic Interactionism

Rhetorical Sensitivity

Leadership Theories

Campos, Milton

Canary, Daniel

Cannon,
Kenneth L.

Caputo, Joseph

Carey, James

Cassirer, Ernst

Castells, Manuel

Cegala, Donald
Chaiken, Shelly

Chambers,
Robert

Chen, Guo-Ming

Genre Theory
Critical Constructivism

Conflict Communication Theories
Relational Maintenance Theories

Dyadic Power Theory

Ethics Theories

New Media Theory
Power and Power Relations
Social Construction of Reality

Linguistic Relativity

Globalization Theories

International Communication
Theories

Network Society

Interaction Involvement

Heuristic-Systematic Model
Persuasion and Social Influence
Theories

International Development Theories

Asian Communication Theory

Chinese Harmony Theory

Intercultural Communication
Competence
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Theorists

Entry Titles

Theorists

Entry Titles

Cheney, George

Chomsky, Noam

Christians, Clifford

Cialdini, Robert

Cicero

Cixous, Heléne

Cloud, Dana L.

Cohen, Bernard

Collier, Mary
Jane

Collins, Patricia
Hill

Condit, Celeste
Coney, Russell

Confucius

Conquergood,
Dwight

Critical Organizational Communication
Organizational Control Theory
Organizational Culture
Organizational Identity Theory

Communication and Language
Acquisition and Development

Consequentiality of Communication

Critical Discourse Analysis

Language and Communication

Propaganda Theory

Rules Theories

Media Ethics Theories
Compliance Gaining Strategies

Classical Rhetorical Theory
Legal Communication Theories
Metaphor

Rhetorical Theory

Feminist Communication Theories
French Feminism

Ideology
Materiality of Discourse

Media Effects Theories

Cultural Identity Theory
Culture and Communication
Identity Theories

Black Feminist Epistemology
Womanism

Feminist Communication Theories
Advertising Theories

Confucian Communication Theory
Ethics Theories

Taoist Communication Theory
Values Studies: History and Concepts

Critical Ethnography
Cultural Performance Theory
Performance Ethnography
Performance Theories

Cooley, Charles

Cooren, Frangois

Craig, Robert T.

Crenshaw,
Kimberlé

Cronen, Vernon

Crystal, David
Cua, Antonio

Cupach, William

Daft, Richard

Dance,
Frank E. X.

Darwin, Charles

Deetz, Stanley A.

DeFleur, Marvin

De la Garza,
Sarah Amira

Deleuze, Gilles

Interpretive Theory

Learning and Communication
Symbolic Interactionism

Traditions of Communication Theory

Actor-Network Theory

Constitutive View of Communication

Organizational Communication
Theories

Constitutive View of Communication
Practical Theory

Critical Race Theory
Intersectionality

Coordinated Management of Meaning
Interpersonal Communication Theories
Practical Theory

Rules Theories

Paralanguage
Asian Communication Theory

Communication Skills Theories
Competence Theories
Identity Theories

Media Richness Theory

Communication and Language
Acquisition and Development

Cultural Types Theories

Nonverbal Communication
Theories

Realism and the Received View

System Theory

Corporate Colonization Theory

Critical Organizational
Communication

Organizational Communication
Theories

Uses, Gratifications, and
Dependency

Chicana Feminism
Latino Perspectives

Film Theories

(Continued)
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Theorists Entry Titles Theorists Entry Titles

Delia, Jesse G. Communication and Donohue, Conflict Communication Theories
Language Acquisition William

Denzin, Norman

Derrida, Jacques

Dervin, Brenda

Descartes, René

Dewey, John

DiClemente,
Carlo

Dillard, James
Price

Dilthey, Wilhelm

DiMaggio, Paul

Dissanayake,

Wimal

Doane, Mary
Ann

Donohew, Lewis

Donohue,
George

and Development
Constructivism
Interpersonal Communication
Theories

Neocolonialism
Performance Ethnography

Deconstruction
Performance Theories
Poststructuralism

Sense-Making

Agency
Epistemology

Modernism in Communication Theory

Rhetorical Theory

Community

Functional Group Communication
Theory

Group Communication Theories

Interpretive Theory

Learning and Communication

Public Opinion Theories

Campaign Communication Theories

Cognitive Theories
Compliance Gaining Strategies
Communication Goal Theories

Hermeneutics
Interpretive Theory

Institutional Theories of
Organizational Communication

Asian Communication Theory
Spectatorship
Activation Theory of Information

Exposure

Public Opinion Theories

Dow, Bonnie
Duck, Steve

Dunbar,
Norah E.

Duncan, Hugh

Duncan, Starky

Dutta, Mohan J.

Eagly, Alice

Edelman,
Murray

Edwards, Derek

Ekman, Paul

Elkins, James
Ellul, Jacques
Engels, Frederick

Fairclough,
Norman

Fanon, Frantz
Farrell, Thomas
Fassett, Deanna
Fazio, Russell

Feenberg,
Andrew

Festinger, Leon

Fiedler, Fred

Fish, Stanley

Feminist Communication Theories
Relational Development

Dyadic Power Theory

Dramatism and Dramatistic Pentad
Power and Power Relations

Silence, Silences, and Silencing

Cultural Theories of Health
Communication

Gender Role Theory

Political Communication Theories

Discourse Theory and
Analysis

Emotion and Communication
Kinesics
Nonverbal Communication Theories

Visual Communication Theories
Media Ethics Theories
Marxist Theory

Critical Discourse Analysis
Practical Theory

Postcolonial Theory

Rules Theories

Critical Communication Pedagogy
Cognitive Theories

Critical Constructivism

Attitude Theory

Cognitive Dissonance Theory

Persuasion and Social Influence
Theories

Traditions of Communication Theory

Leadership Theories

Interpretive Communities Theory
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Theorists

Entry Titles

Theorists

Entry Titles

Fishbein, Martin

Fisher, Roger
Fisher, Walter
Fiske, John

Fitzpatrick,
Mary Anne

Foerster, Heinz
von

Foss, Sonja K.

Foss, Sonja

Foucault, Michel

Freire, Paulo

French,

John R. P.

Persuasion and Social Influence
Theories

Reasoned Action Theory

Uses, Gratifications, and Dependency

Negotiation Theory
Narrative and Narratology
Popular Culture Theories

Conlflict Communication Theories

Family and Marital Schemas and
Types

Family Communication Theories

Relational Communication Theory

Cybernetics
System Theory

Feminist Communication Theories

Feminist Communication Theories
Invitational Rhetoric

Archeology and Genealogy
Critical Constructivism
Critical Discourse Analysis
Critical Rhetoric

Critical Theory

Discourse Theory and Analysis
Ethics Theories

Ideology

Materiality of Discourse
Neocolonialism

Popular Culture Theories
Postmodern Theory
Poststructuralism

Practical Theory

Queer Theory

Rhetorical Theory

Critical Communication Pedagogy
Dialogue Theories
Learning and Communication

Compliance Gaining Strategies
Dyadic Power Theory
Power, Interpersonal

Frentz, Thomas

Freud, Sigmund

Friesen, Wallace

Gadamer, Hans
Georg.

Galtung, Johan

Gardner,
Howard

Garfinkel,
Herbert

Gearhart, Sally

Miller

Geertz, Clifford

Gerbner, George

Ghandi,
Mohandas

Myth and Mythic Criticism
Rules Theories

Agency

Critical Theory

Humorous Communication Theory
Spectatorship

Kinesics
Nonverbal Communication Theories

Dialogue Theories

Ethnomethodology

Hermeneutics

Interpretive Theory

Modernism

Stories and Storytelling

Traditions of Communication
Theory

Peace Theories

Learning and Communication

Conversation Analysis
Ethnomethodology
Rules Theories

Feminist Communication Theories
Invitational Rhetoric

Dramatism and Dramatistic Pentad
Intercultural Communication Theories
Interpretive Theory

Organizational Culture

Stories and Storytelling

Broadcasting Theories

Cultivation Theory

Cultural Indicators

Gender and Media

Media Effects Theories

Violence and Nonviolence in Media
Studies

Violence and Nonviolence in Media
Studies

(Continued)
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Theorists Entry Titles Theorists Entry Titles
Giddens, Globalization Theories Gottman, John Conflict Communication Theories
Anthony Group and Organizational Family and Marital Schemas and
Structuration Theory Types
Group Communication Theories . . o
.. . Gouran, Dennis  Functional Group Communication
Organizational Communication
) Theory
Theories G C cation Theor:
roup Communication Theories
Power and Power Relations P
Practical Theory Gramsci, Critical Discourse Analysis
Rules Theories Antonio Cultural Studies
Structuration Theory Gender and Media
. . . . Ideol
Gilbert, Nigel Discourse Theory and Analysis ooy

Giles, Howard

Gilligan, Carol
Gitlin, Todd
Glaser, Bernie

Glasersfeld,
Ernst von

Goffman, Erving

Golombisky,
Kim

Goodnight,
Thomas

Accommodation Theory

Communication in Later Life

Cross-Cultural Communication

Intercultural Communication
Theories

Interpersonal Communication
Theories

Ethics Theories
Americanization of Media
Grounded Theory

Constructivism
Cybernetics

Agency

Conversation Analysis

Cultural Performance Theory
Dramatism and Dramatistic Pentad
Facework Theories

Framing Theory

Impression Management
Interaction Involvement
Interpersonal Communication Theories
Performance Ethnography
Performance Theories

Politeness Theory

Rules Theories

Social Interaction Theories

Stigma Communication

Symbolic Interactionism

Feminist Communication Theories

Argumentation Theories

Greene, John O.

Grice, Paul

Griffin, Cindy L.

Grint, Keith

Grize, Jean-
Blaise

Grootendorst,
Rian
Grossberg,

Lawrence

Gudykunst,
William B.

Gullion, Dead
Edmund

Gunaratne,
Shelton A.

Gurevitch,
Michael

Popular Culture Theories
Power and Power Relations

Action Assembly Theory
Interpersonal Communication
Theories

Deception Detection

Language and Communication
Pragmatics

Rules Theories

Feminist Communication Theories
Invitational Rhetoric

Leadership Theories

Constructivism

Argumentation Theories

Cultural Studies
Popular Culture Theories

Cross-Cultural Communication

Media Diplomacy

Anxiety/Uncertainty Management
Theory

Culture and Communication

Intercultural Communication
Theories

Audience Theories
Uses, Gratifications, and Dependency
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Theorists Entry Titles Theorists Entry Titles
Habermas, Asian Communication Theory Hall, Stuart Audience Theories
Jurgen Communicative Action Theory Broadcasting Theories

Hall, Edward T.

Competence Theories

Corporate Colonization Theory

Critical Constructivism

Critical Discourse Analysis

Critical Organizational
Communication

Critical Theory

Culture and Communication

Deliberative Democratic Theories

Ethics Theories

Frankfurt School

Globalization Theories

Hermeneutics

Media Ethics Theories

Medium Theory

Metatheory

Modernism in Communication
Theory

Political Communication Theories

Power and Power Relations

Public Opinion Theories

Public Sphere

Rhetorical Theory

Social Interaction Theories

Traditions of Communication Theory

Chronemics

Cultural Types Theories

Culture and Communication

Intercultural Communication
Theories

Interpersonal Communication
Theories

Nonverbal Communication Theories

Popular Culture Theories

Proxemics

Rules Theories

Values Theory: Sociocultural
Dimensions and Frameworks

Halliday,

Michael A. K.

Hamelink, Cees

Harraway,
Donna

Harré, Rom
Harris, Tina M.
Harris, Zelig
Hart, Roderick

Harwood, Jake

Hasain, Marouf
Hebdidge, Dick

Hecht, Michael

Hegde, Radha

Hegel, Georg

Heidegger,
Martin

Critical Discourse Analysis
Cultural Studies

Culture and Communication
Fans, Fandom, and Fan Studies
Language and Communication
Power and Power Relations
Visual Communication Theories

Critical Discourse Analysis

International Communication
Theories

Feminist Standpoint Theory

Positioning Theory
Interracial Communication
Discourse Theory and Analysis

Theory
Rhetorical Sensitivity

Communication in Later Life

Legal Communication Theories

Fans, Fandom, and Fan Studies

Communication Theory of Identity
Cultural Identity Theory

Identity Theories

Interracial Communication

Feminist Communication Theories
Postcolonial Feminism
Postcolonial Theory

System Theory

Critical Theory

Hermeneutics

Phenomenology

Traditions of Communication Theory

(Continued)
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Theorists

Entry Titles

Theorists

Entry Titles

Heider, Fritz

Held, David
Herbeck, Dale

Hewes, Dean E.

Hirokawa,
Randy Y.

Hobbes, Thomas

Hofstede, Geert

Hoggart,
Richard

Holling,
Michelle

Horkheimer,
Max

House, Robert

Houston,
Marsha

Attitude Theory

Interpersonal Communication
Theories

Interpretive Theory

Persuasion and Social Influence
Theories

Globalization Theories
Legal Communication Theories

Dual-Level Connectionist Models of
Group Cognition and Social
Influence

Functional Group Communication
Theory
Group Communication Theories

Ethics Theories
Humorous Communication Theory

Cross-Cultural Communication

Cultural Types Theories

Culture and Communication

Intercultural Communication
Theories

Values Studies: History and Concepts

Values Theory: Sociocultural
Dimensions and Frameworks

Cultural Studies
Popular Culture Theories

Feminist Communication Theories

Critical Theory

Frankfurt School

Modernism in Communication Theory
Popular Culture Theories

Power and Power Relations

Leadership Theories

Feminist Communication Theories
Genderlect Theory

Interracial Communication
Womanism

Hovland, Carl

Humboldst,
Wilhelm von

Hummert,
Mary Lee

Husserl,
Edmund

Hymes, Dell

Imahori, Tadasu

Todd

Infante,
Dominic A.

Ingelhart,
Ronald

Innis, Harold
Adams

Irigaray, Luce

Ishii, Satoshi
Isocrates

Jablin, Fredric

Attitude Theory

Learning and Communication

Persuasion and Social Influence
Theories

Public Opinion Theories

Scientific Approach

Traditions of Communication Theory

Hermeneutics

Communication in Later Life

Ethnomethodology

Hermeneutics

Interpretive Theory

Phenomenology

Traditions of Communication Theory

Community

Consequentiality of Communication
Culture and Communication
Ethnography of Communication
Rules Theories

Social Interaction Theories

Speech Codes Theory

Identity Theory

Trait Theories
Argumentativeness, Assertiveness,
and Verbal Aggressiveness

Values Theory: Sociocultural
Dimensions and Frameworks

Chronemics

International Communication
Theories

Medium Theory

Feminist Communication Theories
French Feminism

Asian Communication Theory
Classical Rhetorical Theory

Organizational Socialization and
Assimilation
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Theorists

Entry Titles

Theorists

Entry Titles

Jackson,
Ronald L., II

Jackson, Sally

Jacobs, Scott
James, William

Jakobson,

Roman

Jamieson,
Kathleen

Janis, Irving

Jefferson, Gail

Jenkins, Henry

Jenkins, Steven

Jensen, Klaus
Bruhn

Johannesen,

Richard
Jones, Edward
Jourard, Sydney

Jung, Carl

Kahneman,
Daniel

Kant, Immanuel

Karatani, Kojin

Katz, Daniel

Cultural Contracts Theory
Identity Theories
Interracial Communication

Language and Communication
Practical Theory

Language and Communication
Interpretive Theory

Poststructuralism
Pragmatics

Feminist Communication Theories
Genre Theory

Functional Group Communication
Theory

Group Communication Theories

Groupthink

Conversation Analysis
Language and Communication

Fans, Fandom, and Fan Studies
New Media Theory

Ideological Rhetoric

Interpretive Communities Theory

Dialogue Theories

Impression Management

Self-Disclosure

Myth and Mythic Criticism

Cognitive Theories

Agency

Ethics Theories

Media Ethics Theories

Modernism in Communication
Theory

Popular Culture Theories

Attitude Theory

Katz, Elihu

Keane, John

Kelley, Harold

Kelly, George
Kelman, Herbert
Key, Valdimer O.
Kilmann, Ralph
Kim, Min-Sun

Kim, Young Yun

Kincaid, D.
Lawrence

Kintsch, Walter

Klapper, Joseph

Klein, Gary

Kluckhohn,
Clyde

Knapp, Mark

Knobloch,
Leanne K.

Koerner,
Ascan F.

Audience Theories

Media Effects Theories

Two-Step and Multi-Step Flow

Uses, Gratifications, and Dependency

Media Democracy

Attribution Theory
Interpersonal Communication
Theories

Constructivism

Attitude Theory

Public Opinion Theories

Conlflict Communication Theories

Conversational Constraints
Theory

Contextual Theory of Interethnic
Communication

Cross-Cultural Adaptation Theory

Cross-Cultural Communication

Identity Theories

Convergence Theory

Cognitive Theories

Media Effects Theories
Spiral Models of Media Effects

Sense-Making

Values Studies: History and Concepts
Values Theory: Sociocultural
Dimensions and Frameworks

Interpersonal Communication
Theories

Relational Communication Theory

Relational Development

Relational Uncertainty

Conflict Communication Theories

Family and Marital Schemas and
Types

Family Communication Theories

Relational Communication Theory

(Continued)
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Kolb, Deborah

Korzybski,
Alfred

Kraidy, Marwan

Kracauer,
Siegfried

Kramarae,

Cheris

Krippendorff,
Klaus

Kristeva, Julia

Krizek, Robert

Krugman,
Herbert

Kuhn, Thomas

Lacan, Jacques

Lake, Randall
Lakoff, George
Lakoff, Robin

Lang, Annie

Langellier,
Kristin

Lanigan,
Richard

Laozi (Lao-Tzu)

Negotiation Theory

General Semantics

Flow and Contra-Flow
Hybridity
Transculturation

Film Theories

Feminist Communication Theories
Genderlect Theory

Constructivism
Cybernetics

Feminist Communication Theories
French Feminism
Semiotics and Semiology

Feminist Communication Theories
Identity Theories
Whiteness Theory

Advertising Theories

Theory

Critical Theory

Film Theories

Popular Culture Theories
Poststructuralism
Spectatorship

Myth and Mythic Criticism
Metaphor

Feminist Communication Theories
Genderlect Theory
Rules Theories

Cognitive Theories

Performance Theories

Phenomenology

Asian Communication Theory
Taoist Communication Theory
Values Studies: History and Concepts

Lasswell, Harold

Latour, Bruno

Lauretis,
Terese de

Lave, Jean

Lazarsfeld, Paul

Lederach, John
Paul

Lee, Kwan Min
Lee, Wenshu

Lengel, Robert
Leontiev, A. N.

Lerner, Daniel

Levinas,
Emmanual

Levinson,
Stephen

Lévi-Strauss,
Claude

Lewin, Kurt

Lewis, St. Elmo

Broadcasting Theories
Journalism and Theories of the Press
Public Opinion Theories

Actor-Network Theory

Queer Theory
Spectatorship

Community

Audience Theories

Broadcasting Theories

Journalism and Theories of the Press

Media and Mass Communication
Theories

Media Effects Theories

Political Communication Theories

Public Opinion Theories

Two-Step and Multi-Step Flow

Peace Theories

Presence Theory

Queer Theory

Media Richness Theory
Activity Theory

Globalization Theories
International Communication Theories

Ethics Theories
Traditions of Communication Theory

Accounts and Account Giving

Compliance Gaining Strategies

Facework Theories

Impression Management

Interpersonal Communication
Theories

Politeness Theory

Film Theories
Popular Culture Theories

Communication Skills Theories
Field Theory of Conflict
Group Communication Theories

Advertising Theories
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Theorists Entry Titles Theorists Entry Titles
Lindlof, Interpretive Communities Theory Marwell, Gerald ~ Compliance Gaining Strategies
Thomas R.
Marx, Karl Agency
Lippmann, Corporate Campaign Theories Critical Discourse Analysis
Walter Framing Theory Frankfurt School
Learning and Communication Ideology
Public Opinion Theories Marxist Theory
Littlejohn, Conflict Communication Theories Power and Power Relations
Stephen W. System Theory
Traditions of Communication Theory
Lombard, Presence Theory
Matthew Maslow, Humanistic Perspective
Abraham
Luckmann, Ethnomethodology . .
Thomas Language and Matson, Floyd Dialogue Theories
Communication Mattelart, International Communication
Social Construction of Reality Armand Theories
Luhmann, Cybernetics Maturana, Constructivism
Niklas Humberto Cybernetics
Lull, James Social Action Media Studies McCombs, Agenda-Setting Theory
Lundsford, Feminist Communication Maxwell Br oaqcasting Theories
Andrea Theories Framing Theory
Media Effects Theories
Lyman, Stanford  Accounts and Account Giving Political Communication Theories
Lyotard, Narrative and Narratology Public Opinion Theories
Francois Popular Culture Theories McCornack, Deception Detection
Poststructuralism Steven
Madison, Soyini ~ Performance Ethnography McCroskey, Communibiology
Performance Theories James C. Social and Communicative Anxiety

Manalansan,
Martin

Marcuse,
Herbert

Marshall, T. H.
Martin, Judith

Martinez,
Jacqueline

Queer Theory

Broadcasting Theories
Critical Constructivism
Critical Theory
Frankfurt School
Popular Culture

Theories
Power and Power Relations

Citizenship
Identity Theories

Latino Perspectives

McGee, Michael

McGrew,
Anthony

McGuire,
William

Mclntosh, Peggy

Trait Theory

Critical Rhetoric

Critical Theory

Ideological Rhetoric

Myth and Mythic Criticism

Globalization Theories

Attitude Theory

Inoculation Theory

Persuasion and Social Influence
Theories

Privilege

(Continued)
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McKerrow, Critical Rhetoric Meyrowitz, Medium Theory
Raymie E. Critical Theory Joshua
McKersie, Negotiation Theory Miéville, Denis Constructivism
Robert .. . o
ober Miike, Asian Communication Theory
McLuhan, Broadcasting Theories Yoshitaka Interracial Communication
Marshall Globalization Theories

McPhail, Mark
Lawrence

McPhee,
Robert D.

Mead, George
Herbert

Mead, Margaret

Mehrabian,
Albert

Mencius

Merleau-Ponty,
Maurice

Metz, Christian

International Communication
Theories

Meaning Theories

Medium Theory

New Media Theory

Complicity Theory

Constitutive View of Communication

Group and Organizational
Structuration Theory

Group Communication Theories

Community

Empathy

Interpersonal Communication
Theories

Interpretive Theory

Learning and Communication

Meaning Theories

Modernism in Communication
Theory

Political Communication Theories

Symbolic Interactionism

Traditions of Communication
Theory

Cultural Types Theories
Gender Role Theory
Values Studies: History and Concepts

Immediacy
Nonverbal Communication Theories
Paralanguage

Taoist Communication Theory

Phenomenology

Film Theories
Spectatorship

Mill, John Stuart

Miller, Courtney
Waite

Minha, Trinh T.

Mitchell,
W. J. T.

Mohanty,
Chandra
Talpade

Monge, Peter
Montagu, Ashley

Montgomery,
Barbara

Montville, Joseph
Morris, Charles

Mouffe, Chantal
Mouton, Jane
Mulkay, Michael

Mulvey, Laura

Mumby, Dennis

Nagarjuna

Nakayama,
Thomas

Nass, Clifford

Ethics Theories
Public Opinion Theories

Conflict Communication Theories

Postcolonial Feminism

Visual Communication
Theories

Postcolonial Feminism

System Theory
Dialogue Theories

Relational Communication Theory
Relational Dialectics

Peace Theories

Language and Communication
Pragmatics
Values Studies: History and Concepts

Ethics Theories
Conflict Communication Theories
Discourse Theory and Analysis

Feminist Communication
Theories

Popular Culture Theories

Spectatorship

Critical Organizational
Communication
Ideology

Asian Communication Theory

Feminist Communication
Theories

Identity Theories

Whiteness Theory

Media Equation Theory
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Theorists Entry Titles Theorists Entry Titles
Newcomb, Co-Orientation Theory Osborn, Metaphor
Theodore Michael M. Myth and Mythic
Nietzsche, Agency Criticism
Friedrich Ethics Theories Osgood, Charles  Cross-Cultural Communication

Noddings, Nel

Noelle-
Neumann,

Elisabeth

Norton, Robert

Nussbaum, Jon

O’Donnell-
Trujillo, Nick

Oetzel, John G.

Ogawa, Dennis
Ogden, C. K.
Olien, Clarice
Olson, David

Olson, Scot
Robert

Omi, Michael
Ong, Walter

Ono, Kent

Oravec,
Christine

Orbe, Mark P.

Ortiz, Fernando

Interpretive Theory
Ethics Theories

Broadcasting Theories
Japanese Kuuki Theory

Media Effects Theories

Public Opinion Theories

Spiral Models of Media Effects
Spiral of Silence

Style, Communicator
Trait Theories

Communication Across
the Life Span

Organizational Communication
Theories
Organizational Culture

Conflict Communication Theories
Effective Intercultural Workgroup

Communication Theory
Interracial Communication
Meaning Theories

Public Opinion Theories

Family Communication Theories

International Communication
Theories

Racial Formation Theory

Meaning Theories
Medium Theory

Vernacular Discourse

Environmental Communication
Theories

Co-Cultural Theory
Identity Theories
Interracial Communication

Transculturation

Pacanowsky,
Michael

Palmgreen,
Phillip

Panini

Parameswaran,

Radhika
Paramitas

Paredes,
Américo

Parsons, Talcott

Pearce, W.
Barnett

Peirce,

Charles S.

Perelman, Chaim

Peterson, Eric

Peterson,
Theodore

Petronio, Sandra

Persuasion and Social Influence
Theories

Organizational Communication
Theories
Organizational Culture

Activation Theory of Information
Exposure
Uses, Gratifications, and Dependency

Asian Communication Theory

Cultural Studies
Postcolonial Feminism

Ethics Theories

Latino Perspectives

Values Studies: History and Concepts
Values Theory: Sociocultural
Dimensions and Frameworks

Conflict Communication Theories

Coordinated Management of
Meaning

Interpersonal Communication
Theories

Rules Theories

Interpretive Communities Theory
Interpretive Theory

Meaning Theories

Semiotics and Semiology

Traditions of Communication Theory

Argumentation Theories
Rhetorical Theory

Performance Theories

Journalism and Theories of the Press

Self-Disclosure
Privacy Management Theory

(Continued)
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Petty, Richard

Philipsen, Gerry

Piaget, Jean

Plato

Pollock, Della
Pollock, Griselda

Poole, Marshall
Scott

Poster, Mark

Potter, Jonathan

Powell, Walter

Poyatos,
Fernando

Pribram, Karl

Prochaska,
James

Puar, Jasbir

Pudovkin, V. 1.

Advertising Theories

Elaboration Likelihood Theory

Persuasion and Social Influence
Theories

Political Communication Theories

Community

Ethnography of Communication
Rules Theories

Speech Codes Theory

Communication and Language
Acquisition and Development

Communication Skills Theories

Constructivism

Critical Constructivism

Empathy

Intrapersonal Communication Theories

Classical Rhetorical Theory

Learning and Communication
Meaning Theories

Rhetorical Theory

Traditions of Communication Theory
Values Studies: History and Concepts

Performance Ethnography
Spectatorship

Group and Organizational
Structuration Theory

Group Communication Theories

Rules Theories

New Media Theory

Discourse Theory and Analysis
Positioning Theory

Institutional Theories of
Organizational Communication

Chronemics

Silence, Silences, and Silencing

Campaign Communication Theories

Queer Theory

Film Theories

Pukui, Mary
Kawena

Putnam, Linda

Quintilian

Radway, Janice

Rafaeli, Sheizaf

Rancer,
Andrew S.

Raven, Bertram

Rawls, John

Ray, Michael
Reeves, Byron
Reid, Scott
Ribeau, Sidney
Robertson, Roland

Rokeach, Milton

Roloff, Michael

Rosengren, Karl

Ross, W. D.

Rousseau,
Jean-Jacques

Rheingold,
Howard

Richards, I. A.

Hawaiian Ho‘oponopono Theory

Bona Fide Group Theory

Group Communication Theories
Negotiation Theory

System Theory

Classical Rhetorical Theory

Interpretive Communities Theory
Gender and Media
Popular Culture Theories

Computer-Mediated Communication

Argumentativeness, Assertiveness,
and Verbal Aggressiveness Theory

Compliance Gaining Strategies
Dyadic Power Theory
Power, Interpersonal

Community
Ethics Theories
Media Ethics Theories

Advertising Theories
Media Equation Theory
Social Identity Theory
Interracial Communication
Globalization Theories

Values Studies: History and Concepts
Values Theory: Sociocultural
Dimensions and Frameworks

Conflict Communication Theories

Uses, Gratifications, and
Dependency

Media Ethics Theories

Ethics Theories
Public Opinion Theories

Digital Cultures

Meaning Theories
Metaphor
Rhetorical Theory
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Theorists

Entry Titles

Theorists

Entry Titles

Ricoeur, Paul

Robinson, John

Rogers, Carl

Rogers,
Everett M.

Rogers, L. Edna

Rollins, Boyd C.

Roskos-Ewoldsen,
David

Rowe, Aimee
Carrillo

Ruesch, Jurgen
Russell, Daniel

Rust, Paula

Sacks, Harvey

Said, Edward

Sanchez, George

Sankara, Adi

Sapir, Edward

Critical Organizational
Communication
Hermeneutics

Two-Step and Multi-Step Flow

Dialogue Theories

Empathy

Humanistic Perspective

Rogerian Dialogue Theory

Traditions of Communication
Theory

Culture and Communication
Diffusion of Innovations
Entertainment—Education
Two-Step and Multi-Step Flow

Relational Communication Theory
Relational Control Theory

Dyadic Power Theory

Cognitive Theories

Privilege

Pragmatics
Sense-Making

Gay, Lesbian, Bisexual, and
Transgender Theories

Conversation Analysis

Ethnomethodology

Language and Communication

Membership Categorization
Analysis (MCA)

Rules Theories

Culture and Communication

Dramatism and Dramatistic
Pentad

Postcolonial Theory

Latino Perspectives

Hindu Communication
Theory

Cultural Types Theories
Linguistic Relativity

Saussure,
Ferdinand de

Schank, Roger

Schechner,
Richard

Schegloft,

Emmanuel
Schein, Edgar
Schenk-Hamlin,

William
Schiller, Herbert

Schleiermacher,
Friedrich

Schmidt, David
Schramm, Wilbur

Schutz, Alfred

Schutz, William

Schwartz,

Shalom

Consequentiality of Communication
Cultural Studies

Documentary Film Theories

Film Theories

Language and Communication
Meaning Theories

Poststructuralism

Rules Theories

Semiotics and Semiology

Traditions of Communication Theory

Cognitive Theories

Cultural Performance Theory
Performance Ethnography
Performance Theories

Conversation Analysis
Language and Communication
Rules Theories

Organizational Socialization and
Assimilation

Compliance Gaining Strategies

Flow and Contra-Flow

Free Flow Doctrine

Globalization Theories

International Communication
Theories

Power and Power Relations

Hermeneutics
Interpretive Theory

Compliance Gaining Strategies

Constitutive View of Communication

Journalism and Theories of the Press

Media and Mass Communication
Theories

Propaganda Theory

Ethnomethodology
Social Action Media Studies

Interpersonal Communication
Theories

Values Theory: Sociocultural
Dimensions and Frameworks

(Continued)
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Scott, Marvin

Scott, Walter
Dill

Searle, John

Sebeok,
Thomas A.

Sedgwick, Eve
Kosofsky
Selznick, Philip

Sethi, Suresh

Shannon, Claude

Shaw, Donald

Sherif, Muzafer

Shimanoff,

Susan B.

Shome, Raka

Shugart, Helene

Accounts and Account Giving

Advertising Theories

Ethnomethodology

Interpersonal Communication
Theories

Language and Communication

Performance Ethnography

Performance Theories

Speech Act Theories

Semiotics and Semiology

Queer Theory

Institutional Theories of
Organizational Communication

Corporate Campaign Theories

Constitutive View of Communication

Cybernetics

Information Theory

Mathematical Theory of
Communication

Traditions of Communication Theory

Agenda-Setting Theory
Broadcasting Theories
Framing Theory

Media Effects Theories
Public Opinion Theories

Advertising Theories

Attitude Theory

Persuasion and Social Influence
Theories

Political Communication Theories

Social Judgment Theory

Rules Theories

Cultural Studies

Feminist Communication Theories
Postcolonial Feminism
Postcolonial Theory

Feminist Communication Theories

Siebert, Fred
Sigman, Stuart ]J.
Simmel, George
Singhal, Arvind
Skinner, B. F.

Slater, Michael D.

Sloop, John

Smith, Rachel A.
Snowden, David

Solomon, Denise

Spender, Dale

Spitzberg, Brian

Spivak, Gayatri
Chakrovorty

Staat, Arthur

Stephan, Cookie
White

Stephan, Walter
Stewart, John

Stohl, Cynthia

Storey, John
Strauss, Anselm

Strodtbeck, Fred

Journalism and Theories of the Press
Consequentiality of Communication
Interpretive Theory
Entertainment-Education

Attitude Theory

Communication Skills Theories

Learning and Communication

Persuasion and Social Influence
Theories

Spiral Models of Media Effects

Gay, Lesbian, Bisexual, and
Transgender Theories
Vernacular Discourse

Stigma Communication
Sense-Making

Cognitive Theories
Relational Uncertainty

Feminist Communication Theories

Communication Skills Theories
Competence Theories

Feminist Communication Theories
Neocolonialism

Postcolonial Feminism
Postcolonial Theory

Attitude Theory

Conflict Communication Theories

Conflict Communication Theories
Dialogue Theories

Bona Fide Group Theory

Functional Group Communication
Theory

Group Communication Theories

System Theory

Popular Culture Theories
Grounded Theory

Values Theory: Sociocultural
Dimensions and Frameworks
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Theorists

Entry Titles

Theorists

Entry Titles

Sudnow, David
Sunzi

Swales, John
Tajfel, Henri

Tannen,
Deborah

Tarde, Gabriel
Taussig, Michael

Taylor, Dalmas

Taylor, James

te Molder,
Hedwig

Tenayuca,
Emma

Thibault, John

Thomas, Kenneth

Thomas,
William

Tichenor, Phillip

Ting-Toomey,
Stella

Conversation Analysis

Asian Communication Theory
Community

Identity Theories

Genderlect Theory

Gender Role Theory
Rules Theories

Social Interaction Theories

Diffusion of Innovations
Silence, Silences, and Silencing

Interpersonal Communication
Theories

Relational Communication Theory

Self-Disclosure

Actor-Network Theory

Constitutive View of Communication

Organizational Communication
Theories

Organizational Co-Orientation
Theory

Discourse Theory and Analysis

Latino Perspectives

Interpersonal Communication
Theories

Conflict Communication Theories

Attitude Theory

Interpretive Theory

Symbolic Interactionism

Values Studies: History and Concepts

Public Opinion Theories

Conflict Communication Theories

Cross-Cultural Communication

Face Negotiation Theory

Facework Theories

Identity Theories

Intercultural Communication
Theories

Tololyan, Khachig

Tompkins, Philip

Toulmin,
Stephen

Tracy, Karen

Trager, George

Triandis, Harry

Tuchman, Gaye
Tunstall, Jeremy
Turkle, Sherry

Turner, John C.

Turner, Victor

Ury, William
Van Dijk, Jan
Van Dijk, Teun

Van Eemeren,
Frans

Van Elteren, Mel
Van Langenhove

Van Maanen,
John

Varela,
Francisco

von Neumann,

John

Diaspora

Critical Organizational
Communication
Organizational Control Theory
Organizational Culture
Organizational Identity Theory

Argumentation Theories
Constructivism
Critical Constructivism

Action-Implicative Discourse Analysis
Ordinary Democracy

Paralanguage

Cross-Cultural Communication
Values Theory: Sociocultural
Dimensions and Frameworks

Gender and Media
Flow and Contra-Flow
New Media Theory
Identity Theories

Cultural Performance Theory
Performance Ethnography
Performance Theories

Negotiation Theory
Network Society

Cognitive Theories
Critical Discourse Analysis
Discourse Theory and Analysis

Argumentation Theories

Americanization of Media
Positioning Theory

Organizational Socialization and
Assimilation

Constructivism
Cybernetics

Cybernetics
Organizational Co-Orientation

Theory

(Continued)
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Vygotsky, Leo Activity Theory Wetherell, Positioning Theory
Communication and Language Margaret

Walther, Joseph
B.

Walton, Richard
Wander, Phillip

Warren, John T.

Watzlawick,
Paul

Weaver, Richard

Weaver, Warren

Weber, Max

Weick, Karl

Weiner, Bernard

Wenger, Etienne

Acquisition and Development
Communication Skills Theories
Critical Constructivism
Intrapersonal Communication

Theories

Social Information Processing Theory

Negotiation Theory

Critical Rhetoric
Ideological Rhetoric

Critical Communication Pedagogy

Constructivism

Interpersonal Communication
Theories

Palo Alto Group

Pragmatics

Relational Control Theory

Rules Theories

Social Interaction Theories

System Theory

Information Theory
Traditions of Communication Theory

Constitutive View of Communication
Information Theory

Institutional Theories of
Organizational Communication

Interpretive Theory

Modernism in Communication
Theory

Social Action Media Studies

Organizational Communication
Theories

Organizing, Process of

Rules Theories

Sense-Making

System Theory

Attribution Theory

Community
Community of Practice

Whorf, Benjamin
Lee

Wiemann, John

Wiener, Norbert

Williams,
Raymond

Wilson, Steven
Winant, Howard
Winston, Brian

Wiseman,

Richard
Witte, Kim

Wittgenstein,
Ludwig

Wodak,
Ruth

Wolf, Julia
Penelope

Zerubavel,
Eviatar

Zhuangzi

Znaniecki,
Florian

Linguistic Relativity

Communication Skills Theories

Cybernetics

System Theory

Traditions of
Communication Theory

Broadcasting Theories
Cultural Studies

Popular Culture Theories
Power and Power Relations

Cognitive Theories
Racial Formation Theory
New Media Theory

Compliance Gaining Strategies

Campaign Communication Theories

Ethnomethodology
Interpretive Theory

Language and Communication
Pragmatics

Speech Act Theory

Critical Discourse
Analysis

Feminist Communication
Theories

Silence, Silences,
and Silencing

Asian Communication
Theory

Taoist Communication
Theory

Attitude Theory
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Stephen W. Littlejohn is an adjunct professor of com-
munication and journalism at the University of New
Mexico. He is also a communication consultant and
mediator. He has a long-standing interest in commu-
nication theory, having coauthored Theories of
Human Communication, currently going into its 10th
edition. In addition to numerous papers and articles,
Littlejohn has also coauthored several books, includ-
ing Moral Conflict: When Social Worlds Collide,
Elements of Speech Communication, Persuasive
Transactions, Engaging Communication in Conflict:
Systemic Practice, Mediation: Empowerment in
Conflict Management, Facework: Bridging Theory
and Practice, and Communication, Conflict, and the
Management of Difference. He received his PhD in
communication at the University of Utah.

Karen A. Foss is a regents professor and a professor of
communication and journalism at the University of
New Mexico. She earned a PhD in communication
from the University of lowa and an MA in communi-
cation from the University of Oregon, and she has
been at the forefront of bringing issues of gender and
feminist perspectives into the communication disci-
pline. She was named Scholar of the Year at Humboldt
State University, a Presidential Teaching Fellow at the
University of New Mexico, and Gender Scholar of the
Year for 2005 by the Southern Communication
Association. She also was awarded the Francine
Merritt Award, given by the National Communication
Association, for contributions to the lives of women in
communication. She is the coauthor of Contermporary
Perspectives on Rbetoric, Women Speak: The
Eloquence of Women’s Lives, Inviting Transformation:
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Presentational Speaking for a Changing World,
Feminist Rhetorical Theories, and Theories of Human
Communication, which have consistently defined and
challenged the communication discipline.
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Brenda J. Allen is an associate dean in the College of
Liberal Arts and Sciences and a professor in the
Department of Communication at the University of
Colorado Denver. Her research and teaching areas
are organizational communication, social identity,
social construction, critical pedagogy, and computer-
mediated communication. Among her numerous
publications is a groundbreaking book titled
Difference Matters: Communicating Social Identity.
She is a coeditor of the International and Intercultural
Communication Annual, and she recently received a
Master Teacher Award from the Western States
Communication Association.

J. Kevin Barge is a professor of communication at
Texas A&M University. He received his MA and
PhD degrees from the University of Kansas. His
research interests center on developing a social con-
structionist approach to management and leadership,
exploring the role of appreciative forms of communi-
cation to transform organizations and articulating
the relationship between dialogue and organizing in
organizational and community contexts. His research
has been published in the Academy of Management
Review, Management Communication Quarterly,
Journal of Applied Communication Research, The
OD Practitioner, Communication Theory, and
Communication Monographs.
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Roger de la Garde is a retired professor of sociol-
ogy, Department of Communication, Laval
University (Quebec, Canada). Still active in the
academic field, he continues to supervise doctoral
theses and remains is editor of the scientific journal
Communication, which he cofounded in 1975.
Past president of the Canadian Communication
Association, his research interests and publications
cover popular culture, mass communication, ideol-
ogy, public discourse, and identity. He has contrib-
uted to the Canadian Journal of Communication;
Media, Culture & Society; and the Encyclopedia of
Television. He is a member of the editorial board
of Communication Theory and Cyberlegenda.

Lisa A. Flores is an associate professor of commu-
nication at the University of Colorado Boulder.
Her research explores rhetorical dynamics of dom-
ination and subordination, principally as linked to
race and gender. Current projects include a rhe-
torical history of Mexican immigrants and Mexican
Americans and a rhetorical analysis of contempo-
rary representations of masculinity. Her work has
appeared in such places as the Quarterly Journal of
Speech, Critical Studies in Media Communication,
and Text and Performance Quarterly.

Vijai N. Giri is an associate professor in the
Department of Humanities & Social Sciences,
Indian Institute of Technology, Kharagpur, India.
Hereceived hisPhDin Interpersonal Communication
from Indian Institute of Technology Kharagpur in
January 2002. He has been teaching undergradu-
ate, postgraduate, and MBA students since 1984.
His excellent academic record is evidenced by his
many awards and distinctions. To mention a few,
he was awarded the National Merit Scholarship
and the German Academic Exchange Service
(DAAD) Fellowship, and he has visited Germany
several times to conduct his research in the area of
organizational-intercultural communication. He
has published a book, six book chapters, and
about 30 research articles in refereed journals. He
isamember of the editorial board of Communication
Theory. He worked as the guest editor of
International Journal of Communication and ad
hoc reviewer of Social Behaviour and Personality:
An International Journal. He organizes short-term
training programs on Interpersonal Communication
for college teachers and middle-level managers. His
current research interests include interpersonal,
intercultural, and organizational communication.

Charlotte Krolgkke holds a PhD and serves as an
associate professor of communication and cultural
studies at the Institute of Literature, Culture and
Media at the University of Southern Denmark. She
is the coauthor of Gender Communication Theories
and Analyses: From Silence to Performance and
the author of several articles within the areas of
computer-mediated communication, gender and
technology, and reproductive technology. She is
currently working on a project on three-dimen-
sional fetal ultrasound imaging in which focus rests
on the ways in which participants assign person-
hood, gender, and nationality to the fetus. Krolakke
is also board member of the Danish National
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Introduction

Communication students frequently approach
librarians seeking a source that will provide a ready
summary of a particular theory or tradition.
Communication scholars also occasionally need a
good central reference for their teaching and
research. This encyclopedia provides a one-stop
source for theories and theoretical concepts and a
relatively comprehensive overview of the entire field
of communication theory. It is a significant resource
because it summarizes in one place the diversity of
theory in the communication field. Yet unlike larger
topical encyclopedias that try to cover all topics in
many volumes, this is a relatively small set focused
just on theory. It will provide an excellent starting
place for individuals seeking information on the
various topics covered. Furthermore, readers will be
able to see how topics relate to one another, get a
sense of larger traditions and histories, and find a
variety of bibliographical sources with which they
can begin to expand their reading lists.

About This Encyclopedia

This encyclopedia is a two-volume set that, in
more than 300 entries, offers current descriptions
of the theories that explain numerous aspects of
communication and present the background issues
and concepts that comprise these theories. These
entries have been written by nearly 200 contribu-
tors from 10 countries, including Australia, Canada,
China, Denmark, India, Italy, Japan, Spain, the
United Kingdom, and the United States. Entries
range in length—from 1,000 to 3,000 words,
depending upon the scope and detail required. To
ensure adequate coverage, an editorial board of 10
members—also of diverse cultures and countries of
origin—was formed to review the entries. All
are recognized experts in several areas within
communication theory and have contributed

li

significantly to its development. All reviewers are
also contributors.

The entries are written for the introductory
reader—students who have little or no background
in the topic. For the most part, contributors have
avoided unnecessary jargon and defined terms as
needed. Although many of the entries require
attentive reading, serious readers will find them
accessible and informative, and those who want
more advanced treatment can pursue further
readings or entries in the bibliography. Readers
who may have trouble understanding an entry
can move to related topics identified in the “See
also” sections and then return to the more diffi-
cult one.

We made the decision to feature elements, con-
cepts, dimensions, and traditions of theory, as well
as to feature individual theories, as entries.
Individual theorists are listed separately with refer-
ence to the entries in which their work is discussed.
Entries do not include citations, but each lists a few
key sources as Further Readings. Cross-references
are provided in the “See also” section at the end of
each entry. A single classified bibliography of
major theoretical works is also included. Readers
can access the information in a number of ways:

o The alphabetical list of entries at the beginning
of each volume provides the easiest way for a
reader to identify topics of interest. Readers may
want to start here by scanning the list of topics
to identify those most relevant to their research.

o The Reader’s Guide at the beginning of the set
provides a classified list of topics organized
around 17 themes. With this guide readers can
begin with a broad theme and see which entries
relate to it. This guide is also of value for
showing connections among theories and for
developing a sense of the field as a whole.
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e The alphabetical list of theorists adjacent to the
Reader’s Guide will be an important index for
readers who wish to learn more about individual
scholars and their work. This list identifies the
entries that cover each theorist’s work.

e The Selected Bibliography of Major Works by
Topic, located at the back of Volume 2, will be
a vital resource for readers seeking original
works. Readers can scan the alphabetical
listing of topics to find major works of interest.
This tool comes with instructions on how best
to use it.

e The Chronology, located immediately after this
introduction, lists major events in the history of
communication theory. This tool facilitates an
understanding of the various developments in
the field of communication as a whole.

e The index is an obvious method of accessing
information. It is a detailed list of topics with
page references.

A Brief History

Communication as a concept always has been with
us, but the origins of the discipline are more recent.
In the United States, the humanistic roots of the
discipline can be found in the study of rhetoric in
ancient Greece and Rome, while the social scien-
tific side typically dates its origins to the rise of
studies of mass media, public opinion, propa-
ganda, and persuasion early in the 20th century
and especially during World War II. Both strands
had a decidedly pragmatic bent: The five canons of
rhetoric—invention, organization, style, delivery,
and memory—were designed to help a speaker bet-
ter prepare for and argue a position in the court,
the assembly, or at a ceremonial event. Social sci-
entists had a similarly pragmatic concern in under-
standing the functions and possibilities for
communication in advertising, media, and technol-
ogy as well as in face-to-face contexts.
Communication theory, then, followed from the
pragmatic concerns about the study of communi-
cation. At first, communication scholars turned to
existing disciplines for theories—not surprising
since virtually every discipline concerned with the
human being must study communication to some
degree. The recognition of social sciences as legiti-
mate disciplines after World War II gave even more

credence to the contributions of psychology and
sociology for understanding human communica-
tive behavior. European scholars began to influ-
ence communication theory in the United States
after World War II as well; heavily influenced by
Marxist theories, European scholars from a variety
of disciplines have been responsible for the intro-
duction of critical-cultural theories and methods
into the study of communication.

Gradually, however, separate communication
departments began to form. At first often referred
to as departments of speech communication to
reflect both the rhetorical and social scientific
roots, most departments today are simply called
departments of communication or communication
studies. In contrast to scholars in related disci-
plines who tend to consider communication a sec-
ondary process for transmitting information about
the world, communication scholars see communi-
cation as the organizing principle of human social
life: Communication constructs the social world
rather than simply providing the means for describ-
ing that world.

Of course, theories of communication are not
distinctive to the Western tradition and the United
States. Virtually every culture has been concerned
with the nature and functions of communication,
and communication scholars are beginning to
integrate theories from a variety of countries and
cultures. Feminist scholars have sought to describe
ways feminine worldviews might foster different
modes of communication since the 1970s.
Afrocentric and Asiacentric communication are
perhaps the best articulated bodies of work to
date that describe the communication assump-
tions and practices of African Americans and
Asians, respectively. Increasingly, then, communi-
cation scholars are seeking to understand similari-
ties and differences across cultures and to articulate
more nuanced theories to reflect these more com-
prehensive understandings of how communication
works.

Although the communication field now has the
legitimacy and coherence that comes from disci-
plinary status, it remains a continually evolving
and changing discipline. This encyclopedia will
offer the student of communication a sense of the
history, development, and current status of the
discipline with an emphasis on the theories that
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comprise it. We hope readers in communication
will engage these theories in a spirit of ongoing
inquiry that is crucial to the continued develop-
ment of the field. And we hope those in related
fields will gain a better understanding of what the
communication discipline is all about.
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Chronology

This chronology contains major themes and devel-
opments in each period and is not intended to be
exhaustive.

Classical Period

Foundations of Western thought are established in
ancient Greece and Rome.

e Western debates on epistemology, ontology, ethics,
and axiology form the bases of Western
philosophy, prefiguring debates about knowledge,
being, and values that continue to the present day
within communication.

e Plato and Aristotle lay foundations for classical
rhetorical theory.

o Forensics is established as the field of legal
communication.

e Ancient Greek rhetoricians grapple with what
constitutes persuasive technique and skill.

e Cicero codifies the classical canons of rhetoric—
invention (invention), disposition (organization),
elocution (style), memoria (memory), and
pronunciation (delivery).

e Cicero and other Romans develop speaking
standards consistent with the Roman legal code
and delineated legal issues that must be argued.

e Greeks and Romans such as Theophrastus, Cicero,
and Quintilian study gestures as persuasive
accompaniment to rhetorical discourses, setting the
stage for contemporary studies of nonverbal
communication.

e Augustine writes On Christian Doctrine, which sets
out a guide for interpreting scriptures, later to be
taken as one of the foundational works in
hermeneutics.

e Eastern religions and philosophies emerge with
future implications for how non-Western cultures
will come to think about and practice
communication. Laozi and Zhuangzi found

The

Taoism, which remains influential in Eastern
thought regarding communication, human
relationships, and values.

The creation of the Vedas through an oral tradition
in India provides a basis for religious rituals in the
Hindu tradition.

The creation of the texts known as Upanisads in
ancient India form the core of modern Hinduism.
Confucius’s teaching begins to influence

many strands of religion and philosophy, including
modern-day ideas about communication.

Buddha and his disciplines travel in what is now
northern India and Nepal and spread teachings that
were later written by disciples and became the
foundation of Buddhism.

Bhartfhari and Sankara analyze language and
speech, providing a foundation for Hindu
communication theory.

The concept of rasa is developed in the writings of
Bharata and Abhinavagupta in India.

role of African civilizations in human life,

communication, rhetoric, and world history is

established.

The

Egyptian and Nubian thought emerge.

Imhotep, Ptahhotep, Kagemni, Merikare, and
Duauf establish a classical set of philosophies that
contribute to Afrocentric ideas about
communication.

1600 to 1700

age of rationalism and the Enlightenment

begin, as major issues in epistemology are set by
philosophers of this period.

René Descartes develops ideas about the cognitive
and rational basis of human experience, becoming a
major influence in Western thought in many
branches of science and humanities.
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e Jean-Jacques Rousseau writes about the social
contract as a means of establishing order in society,
greatly influencing Western concepts of the person
and social life.

e Immanuel Kant extends Western rationalism by
integrating ideas about empirical experience and
human knowing.

e John Milton writes Areopagitica, which sets the stage
for freedom of speech, leading to much work in
public communication in the centuries to come.

The Reformation, begun a century earlier, contrib-
utes to the broadening of reading and the need for
textual interpretation.

e Matthias Flacius, a follower of Luther, develops
principles for scriptural interpretation.

1800s

Scholars intensify an interest in gesture and vari-
ous forms of expression.

e Charles Darwin writes The Expression of Emotions
in Man and Animals.

e Garrick Mallery compares North American Plains
sign language with other languages, including that
of the deaf.

e The elocution movement, focusing on the art of
expression in public address, anticipates an intense
interest in communication as performance in the
next century.

Dialectical thinking emerges, influencing social
critiques.

e Georg Hegel proposes a philosophy of change
based on dialectic, which influences Karl Marx and
later dialectical and critical schools of thought in
communication.

e Following the ideas of Hegel, Marx publishes social
and economic critiques that form the foundation
for 20th-century communist and critical thought.

e Friedrich Nietzsche creates a philosophy of power
and self-interest that has influenced social scientific
thinking to the present day, including theories of
communication.

Interest in collective action and public communica-
tion becomes a topic of scholarly interest.

e Crowd theories and theories of mass society set the
stage for media effects work in the following
century.

e Gabriel Tarde introduces the concept of diffusion
of innovations, later to inspire a whole tradition of
work in the following century.

e British utilitarian thinkers such as John Stuart Mill
and Jeremy Bentham set the stage for intense
interest in public communication and democratic
processes.

Major work centers on the relationship among
signs and between signs and signified objects.

e Charles Sanders Peirce founds the field of semiotics,
which continues to influence the study of signs,
language, and logic to this day.

Early persuasion work begins.

e St. Elmo Lewis proposes a stair-step hierarchical
framework for sales.

1900 to 1910

Interest in collective action continues.

e The term fandom comes to be used for sports-club
fans and later science fiction fans as well, setting
the stage for more recent studies of fans and
fandom.

e Walter Dill Scott begins historic research on
advertising.

Psychoanalysis captures intellectual interest, later
to become a major factor in behavioral and social
theory.

e Sigmund Freud publishes landmark works on
psychoanalysis, setting a counterpoint to
rationalist empiricist philosophies of human
agency.

1910 to 1920

Interest in nonlinguistic expression continues.

o Wilhelm Wundt conceives of gestural
communication as a universal language.

Phenomenology becomes a branch of philosophy.

e Edmund Husserl publishes his philosophy of
phenomenology, which later impacts thinking
throughout the social sciences and humanities,
including communication.
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Psychoanalysis continues with intense interest in
hidden processes of human thought and action.

e Carl Jung’s ideas on the collective unconscious
open interest in the study of mythology across
several fields, including communication.

Structural theories of language develop.

e Ferdinand Saussure publishes Course in General
Linguistics, providing a foundation for the study of
signs and language that remains alive and
influential to the present day.

Studies of collective action turn toward the formal
study of organizations.

e Max Weber publishes The Theory of Social and
Economic Organization, a landmark work giving
rise to much 20th century thought on institutions
and organizations.

American pragmatism shifts philosophical atten-
tion toward practical action.

e John Dewey introduces the reflecting thinking
process in his classic treatise How We Think,
which will later have a huge effect on
communication, especially group process.

Attitudes become an object of study, leading the
way to serious research and theory development
later in the century.

e William Thomas and Florian Znanicki define
attitude as a mental and neural state of readiness.

1920 to 1930

Studies of mass media rise.

e Science fiction fandom becomes apparent.

e Early media research, based in large part on
stimulus-response psychology, assumes powerful
media effects leading to the hypodermic needle
theory or magic bullet approach.

e French writers identified film as an art form,
referring to it as the “sixth art.”

e Journalist Walter Lippmann asserted that media
develop simplistic “pictures” in the public of a
complex social world.

Phenomenology and existentialism advance.

e Martin Heidegger publishes major philosophical
works in the phenomenological tradition, including
his classic Being and Time.

Scholars begin to develop interest in human social
behavior and relationships.

e Early impression formation studies in psychology
provide an impetus for ongoing research on how
people make attributions and evaluations of others
through communication.

e Martin Buber publishes I and Thou, which is
widely translated and influences studies of
communication and dialogue throughout the
century and beyond.

e The now famous studies at the Hawthorne Works
outside Chicago led to the discovery of the
Hawthorne effect, which sparked intense interest in
employee-centered approaches to organizational
communication.

Language studies become popular.

e L. A. Richards publishes foundational work in
literary criticism, semiotics, and meaning,
influencing theories of communication to the
current day.

Psychologists become intensely interested in
how humans think and how cognition relates to
behavior.

e Jean Piaget begins a 50-year investigation into the
stages of human cognitive development, influencing
cognitive theory in many fields, including
communication.

e B. F. Skinner develops the radical behaviorism
project, which will come to have immense influence
in the social sciences.

The critical turn in social theory intensifies.

e Felix Weil founds the Institute for Social Research
at the University of Frankfurt am Main in
Germany, providing a home for the well-known
Frankfurt School, which led the way in Marxist
thinking in the 20th century.

1930 to 1940

The first serious work on individual traits begins.

e Psychologist Gordon Allport advances the concepts
of personality and attitudes, which sets the stage
for work on communication traits and persuasion.
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Studies on signs, language, and meaning continue. e David Efron investigates the influence of race and
environment on use of gesture.

o Kenneth Burke begins a career of study and writing e Fernando Ortiz introduces the concept of
on human symbol use and its relationship to transculturation, later to influence both cultural
identification between persons and groups, later to and critical studies.
heavily influence thinking in contemporary
rhetoric. New major works in phenomenology appear.

e Russian psychologist Lev Vygotsky publishes highly
influential works on human development and e Maurice Merleau-Ponty begins to publish his ideas
language and thought, later to have an impact on about phenomenology.

critical and linguistic theory.

e Aleksei Leontiev, a close colleague of Vygotsky,
begins work on activity theory, the idea that
meanings are created in concrete social-interaction

Social psychology begins to influence thinking
about behavior, social action, and communication.

activities. o Kurt Lewin, commonly acknowledged as the father
e Charles Morris establishes an influential model for of social psychology, develops a field theory of
dividing semiotics into semantics, syntactics, and conflict and also explores group influence.

pragmatics, which gives rise to interest in studying
the pragmatics of language, or how language is )
used in actual talk. The power and role of the media are explored.
e Roman Jakobson defines six functions of language,
functions which help further the new pragmatic

approach to language and communication.

o Mind, Self, and Society, based on the lectures of of media from powerful to limited effects, granting
much influence to interpersonal rather than mass

channels and leading the way to the two-step and
multi-step flow models.

e Harold Lasswell and Charles Wright identify major
functions of the press.

e The Hutchins Commission publishes A Free and
Responsible Press, outlining the normative
obligations of journalism to society.

e In landmark media-effects studies, Paul Lazarsfeld,
Bernard Berelson, and Hazel Gaudet shift the view

George Herbert Mead, provides the basis of
symbolic interactionism, which will have a
tremendous impact on social interaction theories of
communication.

e Benjamin Lee Whorf and Edward Sapir develop the
ideas now known as linguistic relativity theory.

Marxist critical theory continues to advance.

 Antonio Gramsci writes prison notebooks, As the technical challenges of communication
substantially elaborating and extending Marxist increase, mathematical and engineering approaches
thought, especially the idea of hegemony. emerge.
e Emma Tenayuca put forward an American
perspective on Marxism by applying it to peoples e Claude Shannon and Warren Weaver publish their
in the United States bound culturally to Mexico. classic A Mathematical Theory of Communication,
which builds an information theory model of
Studies of media communication grow. communication.
e The Macy Conferences on Cybernetics bring
e The growing popularity of radio raises important together important intellectuals of the era.
research questions about media effects and leads to e John von Neumann and Oskar Morgenstern
such studies as Hadley Cantril’s famous study of H. publish Theory of Games and Economic Behavior,
G. Wells’s War of the Worlds. which launches an entire field of investigation on
rational behavior, interdependency, and
negotiation.

1940 to 1950

Social scientists look more closely at the influence  Applications of dialectical thinking to critical the-
of culture and situation. ory become clearer.
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e Max Horkheimer and Theodor Adorno publish
The Dialectic of Enlightenment, giving rise to the
theory of the culture industry.

e Roland Barthes begins to publish critical works
related to literature, semiotics, and society, his
influence felt throughout the humanities and social
sciences today.

Organizational studies continue.

e Philip Selznick’s studies of leadership and
administration bring attention to the relationship
between institutions and communities.

Serious clinical studies of relational communica-
tion begin.

e Jirgen Ruesch and Gregory Bateson introduce the
concept of metacommunication, or communication
about communication, moving the study of
communication beyond superficial ideas about
simple message transmission.

The crucial distinction between sex and gender
calls attention to the place and role of women in
society.

e Simone de Beauvoir publishes her landmark
treatise, The Second Sex.

1950 to 1954

Studies of nonverbal communication develop in
earnest.

e Ray Birdwhistell explores social interaction and
becomes known especially for kinesics, the study of
symbolic bodily movements.

e George Trager begins pioneering work into
paralanguage and voice quality.

Attitude change research, particularly in social
psychology, becomes a major field of study.

e Theodore Newcomb publishes a co-orientational
model, one of the first relationally oriented
approaches, which stimulated much thinking in
attitude theory and organizational communication.

e Carl Hovland and his colleagues begin landmark
persuasion studies at Yale University, highly
influencing the study of attitude change and

persuasion in several disciplines, including
communication.

e Foundational values studies are produced by
Talcott Parsons, Clyde Kluchkhohn, Alex Inkeles,
Daniel Levinson, and others.

Studies of media influence intensify.

¢ International communication flow studies begin to
show a predominant one-way influence of more
powerful nations to less powerful ones.

e Harold Adams Innis publishes landmark works on the
biasing effects of the predominant media of an era.

e Fred Siebert, Theodore Peterson, and Wilbur
Schramm publish their classic Four Theories of the
Press, outlining various roles media can take in
society.

Rhetorical and language studies broaden to include
new forms of discourse and new ways of looking
at discourse.

e Kenneth Burke introduces the concept of
dramatism from literary theory, which sparks a
long-term multidisciplinary interest in this topic as
a way of understanding communication.

e Ludwig Wittgenstein publishes Philosophical
Investigations, leading the way to the study of
meaning as intentional communication.

Cybernetics emerges as an important field.

e Norbert Wiener publishes highly influential books
on cybernetics and society.

Citizenship is explored.

e Thomas Humphrey Marshall conceptualizes
citizenship, giving rise to ongoing research in this area.

Group communication studies advance.

e Robert Bales first develops interaction process
analysis, stimulating much research and theory-
building in group communication.

1955 to 1959

Interpersonal communication studies broaden
significantly with the introduction of fresh new
approaches.
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e Carl Rogers begins to publish ideas about client-
centered therapy, which launches decades of study
of person-centered communication and dialogue.

e Erving Goffman begins publishing a well-known
series of books on human interaction and self-
presentation that heavily influenced research and
theory building in interpersonal communication.

e George Kelly presents his personal construct
theory, which provides the basis for constructivism
in the United States.

¢ John French and Bertram Raven publish their
highly popular model of interpersonal power,
positing five sources of power frequently cited in
the communication literature.

e George Homans publishes a foundational article
titled “Social Behavior as Exchange,” opening a
scholarly movement throughout the social sciences
on social exchange theory, which has had a major
influence on studies of interpersonal
communication.

e Fritz Heider publishes his acclaimed book The
Psychology of Interpersonal Relations.

e George Trager advances paralinguistics by creating
a voice classification system.

e Edward T. Hall proposes the study of proxemics,
or the study of space in communication, in his
landmark book The Silent Language.

Powerful media effects models wane.

e Joseph Klapper publishes The Effects of Mass
Communication, giving credence to the limited-
effects theory.

e Elihu Katz, Jay Blumler, and Michael Gurevitch
introduce the uses and gratifications approach to
media, leading to a movement of studies on how
people choose and use media and the ways in
which they become dependent on media.

Social psychological approaches to attitude and
attitude change continue to develop and now begin
to have a major impact on the study of persuasion.

e Leon Festinger begins a visible program of research
on cognitive dissonance, which is to have a major
impact on persuasion and attitude studies.

Profound shifts occur in our understanding of lan-
guage and discourse.

e Noam Chomsky proposes a new way of thinking
about language and thought based in
transformational grammar.

o Stephen Toulmin publishes The Uses of Argument,
which is to impact the study of argumentation by
directing attention toward informal and away from
formal logic.

1960 to 1964

Research on persuasion dominates the empirical
research agenda.

e Muzafer Sherif and his colleagues publish their
landmark work on social judgment theory.

e William McGuire proposes inoculation theory to
explain resistance to persuasion.

Alternative approaches to the study of language
broaden the study of symbols and communication.

e Michael M. Osborn, Douglas Ehninger, and others
begin a decades-long inquiry into the role of
metaphor in language, rhetoric, and
communication.

e Murray Edelman takes a communication
perspective in his classic treatise The Symbolic Uses
of Politics.

e Jacques Lacan, already a practicing and
controversial psychotherapist, begins a 2-decade
series of public seminars in which he connects
human subjectivity and the unconscious to
language, furthering the poststructuralist move in
the study of language and society.

e Hans-Georg Gadamer completes the first edition of
his magnum opus Truth and Method, which would
propel hermeneutics into social science and
humanities scholarship in the coming decades.

e J. L. Austin publishes How to Do Things with
Words, widely considered the beginning of speech
act theory.

e Basil Bernstein produces his theory-breaking article
on elaborated and restricted codes.

Critical theory begins a significant foray into com-
munication studies.

e Jirgen Habermas writes his first book, The
Structural Transformations of the Public Sphere,
published in English in 1989, which creates intense
interest in public democratic communication.
Habermas’s publications, spanning nearly 40 years,
make him one of the most influential
communication theorists in the critical and
pragmatic traditions.

e Richard Hoggart founds the Centre for
Contemporary Cultural Studies at the Birmingham
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University in United Kingdom, which will become a
base for much influential work on power and
cultural production.

Scholars begin developing postmodern theory as a
counterpoint to modernism and in the process open
new questions about truth claims and traditional
values.

Diffusion theory is published.

e Everett Rogers publishes the first edition of his

classic book Diffusion of Innovations.

The second wave of feminism begins.

Betty Friedan publishes The Feminine

Mystique.

Effects of media on society and human thought are
explored.

Marshall McLuhan publishes landmark works on
the biasing effects of media.

1965 to 1969

Qualitative approaches involving careful attention
to the details of social life begin to develop.

Harold Garfinkel introduces ethnomethodology.
Influenced by ethnomethodology, Harvey Sacks
lays the foundation for work in conversation
analysis.

Marvin Scott and Stanford Lyman publish their
landmark work on accounts.

Dell Hymes proposes an ethnography of speaking,
which sparks later interest in the study of cultures
in the communication field.

Bernie Glaser and Anselm Strauss introduce
grounded theory.

Alternative critical theories challenge traditional
views of language and discourse in society.

e Michel Foucault begins a career of writing and

study about the relationship of discourse, language,
and knowledge to power relations in society.

e Jacques Derrida first publishes Of Grammatology

in French, introducing the idea of deconstruction,
which greatly influenced poststructuralist thinking.

Nonverbal communication studies continue
apace.

e Paul Ekman and Wallace Friesen begin research on
types of nonverbal communication, with emphasis
on the face and hands.

e George Trager and others continue work relating
paralanguage to animal vocalization.

e Albert Mehrabian introduces his concept of
immediacy, which will have a great effect on the
study of nonverbal communication.

Considerable new thinking about human relation-
ships begins.

e The pragmatic work of the Palo Alto Group
becomes widely known when Paul Watzlawick,
Janet Beavin, and Don Jackson write their
landmark treatise Pragmatics of Human
Communication: A Study of Interactional Patterns,
Pathologies, and Paradoxes, which influenced
theories of relationships, interpersonal
communication, and systems.

¢ John Bowlby publishes pioneering work on human
relational attachment.

e With the concept of transparency, Sidney Jourard
begins a tradition of research and theory on
self-disclosure.

Cybernetics and system theory gain attention.

e Ludwig von Bertalanffy popularizes system theory
and starts a movement around General System
Theory (GST), later inspiring advances in systems
theory and complexity theory.

Rhetorical and discourse studies broaden from
traditional concepts to an increasingly wide range
of phenomena.

¢ Lloyd Bitzer codifies the rhetorical situation,
providing a major conceptual center for rhetorical
theory.

e Chaim Perelman and Lucie Olbrechts-Tyteca
publish their book, The New Rhetoric.

e John Searle publishes Speech Acts: An Essay on the
Philosophy of Language.

Major new proposals in media theory develop.

e Gerbner introduces cultivation theory, which grants
heavy television viewing great power to affect
individuals® perceptions of the world around them.

e After studying the 1968 presidential campaign,
Maxwell McCombs and Donald Shaw propose an
agenda-setting theory of media, which begins a
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decades-long project to weigh agenda-setting
effects.

e The term johoka is coined in Japan to refer to the
use of information technologies and dissemination
of information through media to the public, leading
to the development of informatization policies in

Japan.

Traditional epistemologies are challenged by social
approaches.

e Peter Berger and Thomas Luckmann publish their
highly influential work on the social construction
of reality, catalyzing a movement in communication
and throughout the social sciences.

Gender and cultural perspectives start to gain
attention.

e The Combahee River collective begins a womanist
movement, later theorized by Patricia Hill Collins,
to express the perspectives and experiences of Black
women.

Cognitive studies in communication are born.

e Jean-Blaise Grize begins a career-long project on
the logic of everyday communication, developing
the concept of schemes, which will later come to be
commonplace in cognitive theories of
communication.

Communication strategy studies gain popularity.

e Gerald Marwell and David Schmidt identify 16
compliance-gaining strategies, sparking a whole
tradition of research on this subject.

e Richard E. Walton and Robert B. McKersie publish
their classic book, A Behavioral Theory of Labor
Negotiations, introducing the concepts of
distributive and integrative bargaining.

1970 to 1974

Major new developments in philosophy and epis-
temology occur.

e Thomas Kuhn publishes landmark work, The
Structure of Scientific Revolutions.

e Richard Lanigan introduces the field to important
philosophical concepts, particularly

phenomenology, later to evolve into the field of
philosophy of communication.

e Umberto Maturana and Francisco Verela publish

first works on autopoiesis, or self-defining systems,
later to impact the study of the cybernetics of
knowing.

Interest in nonverbal communication increases.

¢ Canadian linguist Fernando Poyatos shows the

relationship between written punctuation marks
and paralinguistic characteristics.

e Fernando Poyatos also coins the term chronemics

to capture the role of time in communication.

Critical theory focuses on language, discourse, and
media.

The rise of the Birmingham school opens avenues
for increased fan studies.

Herbert Schiller publishes sharp critiques of

U.S. media and cultural hegemony, calling attention
of critical scholars to this form of imperialism.
Jeremy Tunstall chronicles the global influence of
U.S. media.

Michael Halliday introduces critical linguistics,
greatly influencing critical approaches to discourse
analysis.

Louis Althusser publishes his highly influential
ideas about ideology and state apparatuses.

Paulo Freire publishes Pedagogy of the Oppressed
in English, giving rise to a more critical approach
to communication education and critical theory.

Interpersonal communication becomes a major
emphasis in the field.

Irwin Altman and Dalmas Taylor present social
penetration theory, which influenced much thinking
about relational development and disclosure.
Roderick Hart and Don Burks describe rhetorical
sensitivity as an ideal approach to framing
messages in communication, later to be elaborated
by a team of colleagues.

Gregory Bateson publishes his landmark treatise
Steps to an Ecology of Mind, providing a basis for
decades of research on systemic and social
approaches to relationships.

Harold Kelley stimulates a huge line of work
throughout the social sciences on attribution
theory, which will come to influence the study of
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interpersonal communication in the following
decades.

e Michael Argyle and his colleagues explore skilled
interaction behavior.

e Milton Rokeach publishes The Nature of Human
Values.

Gender and feminist studies rise in the communi-
cation field.

e Cheris Kramer (later Kramarae) introduces
the idea that women’s and men’s language may be
different, leading the way to genderlect theory.

e Karlyn Kohrs Campbell publishes her highly
influential article on the rhetoric of women’s
liberation, setting in motion a tradition of feminist
rhetorical criticism.

e French feminism, later to influence U.S.
feminist communication thought, begins to develop.

New methods of discourse and conversation
analysis are developed.

e H. Paul Grice produces his principle of cooperation
and identifies conversational maxims, which
provide a foundation for the ongoing tradition of
conversation analysis.

Media theory expands.

e Elisabeth Noelle-Neumann proposes a fresh
approach to understanding public opinion known
as the spiral of silence.

e Maxwell McCombs and Donald Shaw’s agenda-
setting theory elicits a decades-long interest in ways
that the media and audiences shape the public
agenda of important issues.

o George Gerbner begins research on cultural
indicators, leading to fruitful investigations of
media impacts on culture and the development of
cultivation theory.

e The U.S. Surgeon General’s 1972 report on
television violence stimulates much research interest
in the effects of media violence.

Culture studies enter the picture.

e Mary Pukui revives interest in ho‘oponopono, the
traditional form of Native Hawaiian conflict
resolution, increasing interest and inquiry into this
thoroughly alternative form.

¢ Clifford Geertz publishes influential works on the
interpretation of cultures, impacting studies in
communication and culture.

e Scholars such as Victor Turner and Richard
Schechner highlight performance as integral to
human experience, influencing the study of
communication and culture.

e Andrea Rich and Arthur Smith (later Molefi Kete
Asante) publish ground-breaking books on
interracial communication.

New rhetorical methods continue to be developed.

e Ernest Bormann builds on ideas from Robert
Bales’s work on group communication and
popularizes fantasy theme analysis, later to develop
this into symbolic convergence theory.

e Phillip Wander and Steven Jenkins publish the
foundational article on ideological rhetoric
titled “Rhetoric, Society, and the Critical
Response.”

Group influence is studied.

e Irving Janis introduces the groupthink hypothesis.

The field of communication begins to look at
human developmental issues.

e Frank Dance and Carl Larson propose a speech
theory of human communication.

1975 to 1979

Rules theory is introduced to the communication

field.

e W. Barnett Pearce, Vernon Cronen, and colleagues
first propose coordinated management of meaning,
a highly published and popular theory that will
later go through several extensions.

e A doctoral honors seminar sponsored by the Speech
Communication Association provides a
springboard for a tradition of work on rules
theory.

Empirical research and theory building on inter-
personal processes rise markedly.

e Charles Berger and colleagues publish first works
on uncertainty reduction theory, which will
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influence several generations of interpersonal
communication scholars and stimulate a whole
tradition of related theory.

e Frank Millar and L. Edna Rogers begin a long
tradition of research on relational control patterns.

e Jesse Delia and his colleagues begin developing the
theory of constructivism and person-centered
communication, which is to become a
mainstay in the study of interpersonal
communication.

e Howard Giles begins a program on speech
accommodation, which leads to a fruitful 3-decade
project and the development of communication
accommodation theory.

e Penelope Brown and Stephen Levinson introduce
politeness theory, which will become highly
heuristic in stimulating much research in
conversation, culture, and interpersonal relations.

e Nancy Rollins and Kathleen Bahr explore power in
interpersonal relations.

e John Wiemann begins to theorize communication
competence.

Attitude theory and persuasion research remain
popular and influential.

e Martin Fishbein and Icek Ajzen propose the theory
of reasoned action to explain how attitudes are
formed and how they in turn predict behavior.

Rhetorical methods continue to expand.

e Karlyn Kohrs Campbell and Kathleen Hall
Jamieson elaborate a contemporary version of
genre theory in rhetorical studies.

Concerns for media culture and power relations
continue.

e Oliver Boyd-Barrett defines media imperialism in
terms of the international flow of information and
influence.

e James Lull, James Anderson, and others introduce
ideas leading to social action media studies.

Investigations of the discourse of cultural commu-
nities, including marginalized groups, receive
increasing attention.

e Michael Omi and Howard Winant introduce racial
formation theory.

o Anthropologists Edwin Ardener and Shirley
Ardener propose muted group theory, which will
have a major influence on feminist analyses of
communication.

e Gerry Philipsen publishes “Speaking like a Man in
Teamsterville,” sparking a tradition of
communication ethnographies and leading to a
cultural speech codes movement in communication
theory.

o Derrick Bell introduces the first formal statement of
critical race theory based on the influential writings
of W. E. B. DuBois, Martin Luther King, Jr., César
Chavez, and others.

Poststructuralism and the challenge to stable mean-
ing emerge.

e Jacques Derrida introduces deconstruction,
questioning the stable meaning of words and texts
and thereby no stability in being or self.

Organizational communication becomes an
increasingly popular subject of theory.

e John Van Maanen and Ed Schein introduce a
model of organizational socialization.

e Karl Weick publishes his influential book, The
Social Psychology of Organizing, which forwards
the idea that organizing is an interactional process.

Work on communication apprehension begins.

e James McCroskey and his colleagues begin a
decades-long research program on social and
communicative anxiety.

Postcolonialism is introduced.

e Edward Said publishes Orientalism.

1980 to 1984

Nonverbal communication studies continue.

e Adam Kendon studies relationship of gesture and
speech.

Communication trait research explodes.

e Dominic A. Infante and his colleagues publish
initial work on argumentativeness, later expanding
this work to include verbal aggressiveness and
assertiveness.



Chronology Ixv

e Donald J. Cegala and his colleagues begin to
operationalize the concept of interaction
involvement, based on ideas from Erving Goffman.
Robert Norton summarizes his research and theory
on communicator style in his monograph of the
same name, identifying a major thematic area of
interest in interpersonal communication.

communication, particularly control and
identification.

e Michael Pacanowsky and Nick O’Donnell Trujillo
introduce studies of organizational culture, opening
great interest in this subject within the field of
organizational communication.

e Dennis Gouran and Randy Hirokawa introduce
functional group communication theory.

European communication theory is “discovered”
by North American communication scholars and
begins to make a huge impact.

System theory exerts serious influence on the study
of communication.

e Translations of Mikhail Bakhtin’s works make his e D. Lawrence Kincaid first proposes convergence

ideas, published during the 20th century, accessible
in the English-speaking world.
Habermas publishes The Theory of Communicative

theory, an application of cybernetics and
information theory to meaning and human
understanding.

Action, which greatly influences critical
communication theory.

e Scholars affiliated with science and technology
studies, particularly Michel Callon, Bruno Latour,

A new era of electronic communication stimulates
a flood of research and theory on new media.

and John Law, begin to study science as symbolic

production, leading to a line of work now known

as actor-network theory. o
e Stuart Hall broadens the popularity of British

Cultural Studies among critical scholars.

e William Gibson coins the term cyberspace in his
novel Neuromancer, and the term stuck.

Marvin Minsky introduces the term presence to
capture the feeling of being transported to another
location through telecommunications, a term later
to be applied to all virtual environments.
Cognitive theory becomes a serious focus within

communication. Rules theory, popularized in the 1970s, becomes

codified and well known in the field.
e John O. Greene first proposes action assembly

theory, which will later influence thinking about
cognitive processes in communication.

e Sandra Bem first proposes gender schema theory,
paving the way for much research in gender and
communication.

o George Lakoff and Mark Johnson publish their
highly influential text Metaphors We Live By.

e Susan B. Shimanoff publishes an influential book
on rules theory, codifying the work done in this
area to date.

Interpersonal communication studies intensify.

e Sandra Petronio begins to develop and later to
publish privacy management theory.

Media response theories continue to develop. e Edward Jones and colleagues publish their

influential theory of self-presentation.

e Lewis Donohew and Philip Palmgreen introduce e Brian Spitzberg, William Cupach, and others
their activation theory of communication exposure.

e Stanley Fish introduces the idea of interpretive
communities in his classic Is There a Text in This
Class, later to be applied to media communities by
Janice Radway in Reading the Romance.

present theories of interpersonal communication
competence.

New forms of public and media communication
are explored.

Organizational and group communication studies
emerge as a major theoretical voice.

e Jane Mansbridge inspires a tradition of research on
local nonadversarial democracy in her classic study
of a Vermont town hall meeting.

e United Nations Educational, Scientific and Cultural
Organization’s MacBride Commission first explores

e George Cheney and Philip Tompkins begin to
explore rhetorical dimensions of organizational
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issues of media sovereignty, opening increased
scholarship on media and globalization.

The study of environmental communication
emerges.

e Christine Oravec publishes a now-classic study of
conservationism and preservationism in the Hetch-
Hetchy controversy.

Feminist studies produce increasing insights about
women and communication.

e Janice Radway conducts ethnographic studies of
women’s engagement with media.

1985 to 1989

Communication scholars first begin to explore the
life span perspective.

e Jon Nussbaum is the first communication scholar
to articulate a life span perspective.

Critical communication theory intensifies its focus
on oppressive arrangements, with special attention
to particular groups.

o Fan studies see a shift from a descriptive approach
to emphasize the resistive and subversive status of
fan communities.

e Donna Haraway applies Marxist standpoint theory
to feminist thought leading to work in
communication on feminist standpoint theory.

e Norman Fairclough introduces critical discourse
analysis as a way of uncovering power and
ideology in social relations.

e Tuen Van Dijk expands work on discourse analysis
to expose the development of oppressive systems of
meaning.

e Chicana feminist Gloria Anzaldia creates the
theory of borderlands about the Chicana
experience, sparking scholarly interest about
Mexican American women within the
communication field.

e Peggy Mclntosh forwards ideas about how
privilege works, adding additional substance to
feminist and critical thought.

e Gayatri Spivak, Chandra Talpade Mohanty, Trinh
T. Minh-ha, and others address postcolonial
feminism.

o Teresa de Lauretis introduces queer theory.

e The concept of diaspora, originally used in regard
to the Jewish people, is revived and applied to all
peoples who are dispersed from their original lands.

e Raymie E. McKerrow codifies critical rhetoric in
his well-known article “Critical Rhetoric: Theory
and Praxis.”

Dual-processing models of cognition and persua-
sive communication are developed.

e Richard Petty and John Cacioppo publish
elaboration likelihood theory, which will have a
major influence on persuasion research and theory.

e Shelly Chaiken introduces the heuristic-systematic
model of information processing.

Media choice and use continue as a popular theme
in media theory.

e Dolf Zillman and Jennings Bryant explain media
choice in terms of maximizing pleasure and
minimizing unpleasant stimuli, leading to the
affect-dependent stimulus arrangement theory.

Culture studies and intercultural communication
theory continue to mature.

e Mary Jane Collier, Michael L. Hecht, and others
begin to explore cultural identity formation,
leading to a line of research and theory in this area.

¢ Guo-Ming Chen and his colleagues begin research
and theory building on intercultural
communication competence.

e Stella Ting-Toomey introduces face negotiation
theory.

e Young Yun Kim first presents cross-cultural
adaptation theory.

Serious theoretical attention is given to gender dif-
ferences in communication.

o Alice Eagly publishes gender role theory.

Behavioral-cognitive theories of interpersonal com-
munication continue.

e Judee K. Burgoon and her colleagues introduce

expectancy violations theory.

Increasing attention s global
communication.

given to

e Ulrich Beck proposes a critical paradigm on
globalization.
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1990 to 1994

Performance studies emerges as an important
development in communication theory.

e Dwight Conquergood takes a critical turn in the
development of performance ethnography.

Studies of culture and community expand.

Min-Sun Kim and her colleagues introduce culture

as an important factor in conversational

constraints.

e Michael L. Hecht relates identity and culture.

e Jean Lave and Etienne Wenger introduce the
concept of communities of practice.

e Mark Lawrence McPhail introduces complicity

theory.

Discourse theory advances.

e Margaret Wetherall and Jonathan Potter introduce
positioning theory.

e Larry D. Browning raises awareness of lists as a
legitimate and important form of discourse that can
be researched and theorized.

e Frans van Eemeren, Rian Grootendorst, and their
colleagues develop the pragma-dialectical approach
to argument and argumentative conversation.

Modern-Postmodern debates dominate critical
communication theory.

e Kimberl Crenshaw introduces the idea of
intersectionality, claiming that categories like race
and gender cannot be homogenized and challenging
essentialist notions of identity.

e Dana L. Cloud publishes her well-known critique of
the materiality of discourse, sparking a lively debate
on the nature of discourse and the material world.

Cognitive approaches to interpersonal communi-
cation advance.

e Austin S. Babrow introduces problematic
integration theory.

e William Gudykunst introduces anxiety/uncertainty
management theory.

Relational communication theory intensifies.

e Daniel Canary and his colleagues publish initial
works on relational maintenance.

New communications technologies give rise to the
study of virtual relationships.

e Howard Rheingold publishes his book Virtual
Community, expanding the discussion of new
technologies to digital cultures created in
cyberspace.

e Joseph Walther introduces social information
processing theory.

e Jan Van Dijk publishes The Network Society in
Dutch, which would be translated into English later
in the decade.

e Mark Poster announces the arrival of the second
media age.

Group and organizational communication theory
explores new directions.

e Linda Putnam and Cynthia Stohl first articulate
bona fide group theory.

e Stanley A. Deetz publishes his landmark book
Democracy and Corporate Colonization of
America, opening intense interest in power,
domination, and resistance in organizations.

1995 to 1999

Traditional definitions of rhetoric are questioned.

e Sonja Foss and Cindy L. Griffin introduce
invitational rhetoric as an alternative to traditional
notions of persuasion.

New developments in media bring about shifts in
theoretical attention.

e Byron Reeves and Clifford Nass introduce media
equation theory, suggesting that people treat media
as persons.

e Frank Biocca, Matthew Lombard, and others
explore communication in virtual environments.

Interest in relationships and small groups continues.

o Leslie A. Baxter and Barbara Montgomery first
articulate the relational dialectics theory.

e John G. Oetzel introduces culture as a variable into
group task work.

e Peter A. Andersen advances thinking on intimacy in
his cognitive valence theory.

e In a well-known monograph, Charles Berger relates
planning to ideas about communication goals.
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e Judee K. Burgoon, Lesa Stern, and Leesa Dillman
introduce interaction adaptation theory.

e David Buller and Judee K. Burgoon introduce
interpersonal deception theory.

Critical attention to discourse continues.

e Luk Van Lanagenhove and Rom Harré publish
their foundational work on positioning theory.

¢ Kent Ono and John Sloop identify vernacular
discourse as the object of critical rhetorical study.

e Raka Shome introduces postcolonialism to the
communication field with the publication of her
germinal essay on this subject.

e Thomas Nakayama and Robert Krizek introduce
Whiteness theory.

2000 to 2008

e Julie Yingling extends the relational-dialogical
perspective to communication development across
the life span.

e Norah E. Dunbar introduces advances in dyadic
power theory.

e Fan studies moves toward a spectacle-performance
paradigm that emphasized the everyday nature of
fandom.

e James Taylor and associates develop a
co-orientational approach to organizational
communication, bringing a constitutive view of
organizational communication to the fore and
founding that theoretical perspective known as the
Montréal School.

e James Price Dillard proposes a model of
communication goals featuring goals, plans, and
action.

Patricia Hill Collins integrates and publishes ideas
about Black feminist epistemology.

Guo-Ming Chen introduces Chinese harmony
theory.

Andrea Feenberg and Maria Bakardijeva, in
separate studies, propose a constructivist critique of
technology.

Wallid Affifi and Judith Weiner first publish
motivated information management theory.
Leanne K. Knobloch and Denise Solomon begin to
publish work on relational uncertainty.

Michael J. Beatty, James McCroskey, and their
colleagues put forward a biological approach to
communication, which stands in opposition to
many social theories in the field.

Kwan Min Lee explains how people come to feel
presence in virtual environments.

Victoria DeGrazia, Jeremy Tunstall, and Mel van
Elteren raise awareness of the Americanization of
media.

Jon Nussbaum and colleagues set forth a broad life
span theory that integrates much work in this area
and provides a possible umbrella for all
communication theory.

Karen Tracy advocates the study of ordinary
communication practices through action-implicated
discourse analysis.

Deanna Fassett and John T. Warren bring together
critical approaches to communication education
and introduce the term critical communication
pedagogy.

Combining critical and constructivist ideas, Milton
N. Campos proposes a theory of the ecology of
meanings.

Michael D. Slater summarizes work done to refocus
media effects theory on reinforcing spirals.



ACCOMMODATION THEORY

Sociolinguistic research in the 1950s and 1960s
had shown how people change the degree of for-
mality of their language as a function of the social
contexts in which they find themselves. This was
explained in terms of social norms dictating lan-
guage use. In other words, we should speak very
softly and respectfully here, but we can be more
boisterous and casual there. Communication (or
speech) accommodation theory (CAT), while
acknowledging such normative demands, was an
attempt to move beyond these and toward a more
dynamic framework underscoring the more com-
plex sociopsychological dynamics involved in lan-
guage use. More specifically, the theory provides a
framework for understanding how and why people
adapt their communication toward and away from
others and the social consequences of doing so.

Spawning a robust literature over the past 40
years, CAT has been elaborated many times.
Importantly, it has been revised regularly as a for-
mal propositional structure that indicates the con-
ditions likely to trigger certain accommodative
moves, as well as the social effects that can ensue
from these moves. In what follows, forms of
accommodation—as well as the motives attending
them—are introduced, as are some of the satellite
models that sprang from the theory.

Accommodative Moves

CAT first emerged as a consequence of observing
people shifting their dialects—and bilingual

speakers switching their languages—toward oth-
ers they address on an everyday basis. Many times,
these shifts, called convergences, come about so as
to reduce significant social distances between the
speakers. For example, speakers can shift their
accents toward higher, as well as sometimes lower,
prestige-sounding speakers, shifts called upward
and dowmnward convergence, respectively. In
response, recipients might, or might not, recipro-
cate, thereby resulting in symmetrical or asym-
metrical patterns. Although these shifts could be
strategic and consciously performed, other times
participants may not have been consciously aware
that such convergent activities had even occurred.

The driving force behind these convergent
adjustments was initially construed in positive
reinforcement terms. In other words, increasing
one’s similarity with another’s communicative style
would promote mutual liking—which research in
fact confirmed. In this vein, CAT proposed that the
more you admire or wish to gain the respect of an
influential person, the more likely you are to con-
verge toward that individual, assuming you have
the communicative repertoire to enable this. While
an abundance of accommodative moves is good
for greasing the wheels of interactional success,
there can be limits to this. Hence, CAT addresses
notions of optimal magnitudes and rates of con-
vergence in that social costs could be incurred by
completely converging toward the communicative
style of another (e.g., deliberately mimicking them
in a potentially patronizing manner), and also
doing so too swiftly.

As this discussion would suggest, relative social
power became integral to the theory in the sense
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that it was people of lower status who converged
more to people of higher status than vice versa as
people of higher status controlled more social
capital. Similarly, the process of immigrant accul-
turation is, in large part, a communicative one:
Immigrants converge to the dominant language of
their new culture whereas members of the host
community typically feel little need to accommo-
date the various subordinate ethnic groups around
them. Indeed, near nativelike proficiency in the
host language can often be one of the strongest
symbols that immigrants have assimilated to the
new culture’s values, practices, and ideologies.

Nonaccommodative Moves

Not converging toward another individual or
other group can signal that the speaker does not
value the approval or respect of the other. Pre-
dictably, nonconvergence would be unfavorably
evaluated by recipients. After all, most of us do not
appreciate it when we are not taken seriously or
when we are not considered a worthy ally. That
said, the attributions we make about why accom-
modations and nonaccommodations occur can be
critical in mediating our evaluative reactions to
them. For instance, an American sojourner’s inabil-
ity to speak or even pronounce the Welsh language
could assuage any negative reactions associated
with nonconvergence by most open-minded Welsh
people.

The other side of the accommodative coin of
convergence is, of course, divergence, and its abil-
ity to explain these contrastive shifts provides
CAT much of its theoretical bite. Hence, depend-
ing on circumstances, speakers may diverge
upwardly by sounding more sophisticated than
their partner, for instance, while on other occa-
sions, they may diverge downwardly and empha-
size their contrastive cultural roots, regional
origins, and so forth. Either way, these forms of
divergence can increase perceived social distance
as well as dissimilarities and are often consciously
crafted for such purposes.

On the basis of social identity theory, divergence
can often be conceived of as a strategy of social dif-
ferentiation. In interethnic situations, diverging
speakers are those who accentuate their in-group
language style and do so when their ethnicities are
salient within the situation and when they feel their

group is accorded an illegitimately low status by
others. An example would be an African American
adopting more Black Vernacular English when
encountering an aloof (and possibly prejudiced)
White speaker. Although in-group peers might
applaud such divergent moves, recipients of it
might not view it quite so positively. Indeed, some-
times recipients can interpret divergences as person-
ally directed when in fact they are actually intended
to diverge from the group and not the individual.

Divergences can, however, fulfill other social
and cognitive functions, as in the case of a speaker
really slowing down in reaction to another talking
way too quickly, and agitatedly so, about a topic
he or she knows little about. Such a divergent reac-
tion would be enacted in an attempt to calm the
person down, thereby getting them to pace their
utterances in a more measured fashion. Interes-
tingly, CAT acknowledges the feasibility of blending
convergences and divergences simultaneously, but
at different communicative levels, in order to ful-
fill complementary identity and social needs. For
instance, a communicator might wish to be respect-
ful to a workplace superior and hence converge on
some linguistic and nonverbal levels (such as
politeness and deference), yet also wish to empha-
size his or her own cultural allegiance by diverging
on others (e.g., in-group slang, pronunciations,
and posture).

Elaborations on the Theory

CAT really began to blossom as a more general
theory of language and communication when it
stepped beyond the adaptive use of accents and
languages to embracing different discourse styles
and nonverbal practices (e.g., gait, smiling, and
dress). In addition, the theory has been invoked
beyond face-to-face interactions into the domain
of electronic communications, such as e-mail, text
messages, and voice mail, and has also been used
to explain interpersonal and intergroup encounters
within the family. Furthermore, convergence and
divergence, called in the theory approximation
strategies, have been conceived of as but two of the
many ways in which people do or do not accom-
modate. Attention now is also being paid to inter-
pretability strategies, discourse management, and
interpersonal control by taking into account the
knowledge shared by the communicators and their



Accommodation Theory 3

communicative needs and relative social statuses.
Once again, though, speakers can be more or less
accommodative. Underaccommodative individuals—
that is, those who may talk more from their own
idiosyncratic agendas and feelings—may be viewed
as egotistic, insensitive, and uncaring.

Subsequently, CAT took on more of a subjectiv-
ist twist. The insight here was that communicators
accommodate not to where others are in any
objectively measurable sense but rather to where
they are believed to be. An example would be
slowing down one’s speech rate for an older person
who is stereotyped as somewhat incompetent (and
erroneously so), simply because of advanced age.
This tactic, sometimes intended to nurture, could
also be conceived of as overaccommodation. In
parallel fashion, and drawing on self-categorization
theory, people sometimes diverge from a contras-
tive out-group member and toward the linguistic
prototype of what they believe is a typical-sounding
in-group member. Speakers have, of course, widely
different prototypes of what, say, an American
should sound like, and hence divergences can
manifest in very different forms. Indeed, miscar-
ried convergences and divergences—albeit with
positive intent—can be very potent forms of mis-
communication. Put another way, effective accom-
modation is really an integral component of
communicative competence.

The larger-scale social conditions necessary to
trigger communicative differentiations (e.g., high
group vitality) led to the development of ethnolin-
guistic identity theory, which in turn inspired the
intergroup model of second language acquisition.
The theoretical position holds that immigrants’
inability to master, or failure to accommodate,
their host country’s dominant language could often
be due to their desire to retain a strong and healthy
vitality for their heritage language. Hence, what is
typically attributed to learners’ cognitive incapaci-
ties or to inadequacies of teacher or material could
be more successfully defined as rugged cultural
maintenance.

Satellite models emerged in other intergroup
contexts as well, such as between people of differ-
ent genders, physical abilities, and institutional
roles and status (including medical specialties and
in police—civilian interactions). Of prominence here
was the development of the communication pre-
dicament of aging model. This theoretical position

has fueled a large amount of work in communica-
tion and aging and examined the ways in which
accommodative acts, mediated by age stereotypes,
can negatively impact older people’s somatic pro-
cesses to the extent that they actually accelerate
physical demise. In addition, the model implies that
a highly accommodative family or network climate
can contribute to life satisfaction and maybe even
longevity.

Concluding Remarks

Gratifyingly, CAT has achieved some stature in
influential communication theory texts as well as in
other disciplines, and many of its propositions have
received empirical support across an array of diverse
languages, cultures, and applied settings. The theory,
like most others, can still be developed and applied
to new situations without falling prey to the temp-
tation of moving beyond its explanatory boundar-
ies. Hence important issues still face CAT: (a) Which
kinds of linguistic and communicated features are,
more precisely, accommodated? (b) What consti-
tutes optimal levels of accommodation? (¢) Why do
those who have not accommodated to their new
linguistic communities for years continue not to do
s0, despite manifold rewards for being heard to be
vocally a part of this group? (d) Finally, a future
challenge will be to theorize about, not only how
sociopsychological processes mediate accommodative
communications, but how accommodation mediates
sociopsychological processes.

Howard Giles

See also Action Assembly Theory; Attribution Theory;
Interaction Adaptation Theory; Intercultural
Communication Theories; Interpersonal
Communication Theories; Power, Interpersonal; Social
Exchange Theory; Social Identity Theory
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AccouNTs AND AcCcOUNT GIVING

Accounts help people explain or make sense of
events when something out of the ordinary occurs.
An account can range from a speech to a story to
a single word or nonverbal expression. Much of
the research in this area focuses on accounts as
linguistic devices employed in response to evalua-
tions by self or others; accounts are communicated
following troublesome conduct in order to trans-
form what might otherwise be viewed as offensive
into something acceptable. Accounts perform
what is called remedial work and are linked to
theories of politeness, face, attribution, conflict
escalation, and impression management.
Accounts are of particular relevance to commu-
nication researchers, not only because they are
firmly grounded in spoken and written discourse,
but because the entire accounting process both
enables and constrains present and future commu-
nication possibilities. Accounts create and main-
tain social order, they are used by people to
influence one another, and they help people make
sense of communication situations in particular
and life in general. We account for our own failure
events, but we also spend a great deal of time col-
laboratively constructing events and meanings
based on the accounts of others. Speculating as to
why someone did something is a ubiquitous con-
versation activity, whether in romantic relation-
ships, in work settings, or around the family dinner
table. In a very applied sense, the study of accounts
may help individuals actively create better relation-
ships in personal and professional contexts and be
both better understood and more understanding.
In their 1968 work, Marvin Scott and Stanford
Lyman noted that the giving and receiving of
accounts can potentially repair what is perceived to
be broken and restore a relationship in the face of

estrangement. Finally, people often focus on the
construction of coherent identities and life stories
in their narrative accounts when faced with trau-
matic losses and relational endings.

To fully appreciate the research on accounts, it
is helpful to understand the background and his-
tory of research in accounts, to examine some of
the empirical findings and typologies, and to look
toward some of the promising new trends and
directions in this line of inquiry.

Accounts in Conversation
The Account Episode

The interactional nature of accounts is clearly
seen in the account episode. The account episode is
initiated when someone recognizes a failure event
(a violation of expectations or norms) that needs to
be explained. The communication sequence is initi-
ated by a verbal or nonverbal reproach, followed
by the communication of an account and ulti-
mately the evaluation of the account. Various
researchers have focused on the types of accounts
and their varying levels of politeness and prefera-
bility, the interactivity between the nature and
severity of the reproach and the type of account
given, and the subsequent attributions of the
account giver after the account episode.

Types of Accounts

Early research on accounts focused on neutral-
izing offenses or performing remedial work, espe-
cially in interpersonal contexts. Scott and Lyman
originally proposed two forms of accounts: excuses
and justifications. Excuses acknowledge the failure
event, but the account giver claims that she or he
is not responsible for the failure event. The excuse
maker may appeal to an accident, a biological
drive, or a scapegoat. Justifications acknowledge
the failure event, and the account giver accepts
some responsibility for his or her actions but
claims that the actions were not harmful or that
the actions actually resulted in positive outcomes.
The justification may deny the injury or victim
altogether, may minimize the harm that came from
the action, may appeal to a higher loyalty, may
condemn the condemner, or may rely on a sad tale
to justify current behaviors. Some forms of justifi-
cations are more credible and influential if they
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appeal to the values shared by the hearer, fostering
a loyalty to the organization or cause rather than
the individual.

Later researchers added refusals and apologies to
the typology, noting that account givers have more
options than excuses and justifications. Refusals
may rely on logical argument or physical evidence,
as seen in Michael Cody and Margaret McLaughlin’s
research on accounts used in traffic court, or refus-
als may challenge the authority of the person seek-
ing the account or the fundamental labeling of the
behavior as a failure event. Further, a person may
offer a refusal in the form of a denial.

Apologies or concessions acknowledge one’s
responsibility for the failure event. The five ele-
ments of a full apology most likely to result in
successful remedial work in a relationship are (1)
an expression of guilt or remorse; (2) clarification
that one recognizes what the appropriate conduct
would have been and acknowledges that negative
sanctions apply for having committed the failure
event; (3) rejection of the inappropriate conduct
and disparagement of the bad self that misbehaved;
(4) acknowledgment of the appropriate conduct
and a promise to behave accordingly in the future;
and (5) penance, restitution, or an offer to com-
pensate the victim(s).

Politeness Theory

Early research on accounts suggested that apol-
ogies were preferred speech acts for receivers,
while justifications and denials were not. Apologies
were seen as more polite and served to maintain
positive face for hearers. Penelope Brown and
Stephen Levinson note that politeness is expected
and predicated on the notion of the “mutual vul-
nerability of face.” That is, both individuals must
cooperate to maintain face. People are generally
more polite with powerful others who control
resources or rewards, when the offense or goal is
relatively serious, and when interacting with oth-
ers who are socially distant. For example, people
are often more polite with strangers and cowork-
ers than with their own family members. In gen-
eral, politeness theory predicted that concessions
and full apologies would be received well because
they communicate respect for the hearer and pose
little or no threat to the hearer’s face. An excuse is
considered the second-most-polite form because

face is maintained for the hearer (an acknowledg-
ment is made that the failure event occurred) as
well as the speaker (he or she did not intend for the
action to take place or had no control over the
causes leading to the failure event). Justifications
rank third in politeness since the account giver
must fundamentally disagree with the hearer’s per-
ception of the situation, thereby failing to maintain
the hearer’s face. Denials and refusals are consid-
ered the least polite and are least preferred inter-
personally since the hearer is challenged or proven
wrong, threatening the hearer’s positive face, or
feelings of worth, and negative face, or freedom
from intrusion.

Politeness theory is further relevant because
empirical research indicates that how one asks for
an account influences the kind of account provided.
Initially, research indicated a matching of reproach—
account—evaluation sequences. Polite reproaches
elicit polite accounts. Polite accounts, or mitigating
accounts such as apologies and excuses, often
conclude with a positive evaluation by the hearer.
Less polite reproaches, also called aggravating
reproaches, threaten one’s negative face and there-
fore elicit more aggravating accounts:

You’re late again! Don’t tell me you couldn’t leave
work at a reasonable time again!

I’m not late! You said you needed me here at 8:00
and here I am! (denial) Besides, who else is going
to pay for your new garage if I don’t bring home
that bonus! (justification)

While not all the empirical research supports
the notion that polite reproaches elicit polite
accounts, we do know that with few exceptions,
aggravating reproacheslead to aggravating accounts.
Aggravating reproaches tend to predict aggravating
accounts, which tend to be rejected, which tends to
result in conflict escalation.

The second application of politeness theory
focuses on the way that accounts operate in per-
forming remedial work in relationships. Apologies
are generally thought to be more effective (followed
by excuses, justifications, and last, denials) in neu-
tralizing negative evaluations, reducing penalties,
reducing the perceived seriousness of the offense,
reducing anger and aggression, and helping resolve
disputes. A substantial body of literature supports
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this notion of mitigating or polite accounts in con-
trast with aggravating or less polite accounts, but
much of this research involves a single-offense sce-
nario in which severity is low and there are no legal
ramifications. For long-term or stable, reoccurring
offenses that harm others, such as ethnic prejudice
and sexual harassment, or for situations such as
accounting for infidelity, many excuses are far more
aggravating than mitigating. For example, relying
on an appeal to a biological drive, as in “boys will
be boys,” or denying intent (“Yes, I did proposition
her, but I didn’t mean to offend her—she should
take it as a compliment!”) is received with incredu-
lity or anger.

It is also important to point out that expecta-
tions and forms of politeness may vary by culture.
For example, while both Japanese and Americans
generally prefer apologies, the second-most-
preferred strategy for Japanese may be to say noth-
ing. Other differences may include how elaborate,
spontaneous, sincere, or relational apologies are in
different cultural contexts. There are also differ-
ences in reproach, account, and evaluation based
on status and power.

Attributions and Credibility

When hearing a reproach, when hearing an
account, when evaluating an account, or when
evaluating the entire account episode, communica-
tors are making a whole series of judgments about
the other. Hearers are judging whether the causes
of behavior are stable or unstable, internal or
external, personal or impersonal, controllable or
uncontrollable, and intentional or unintentional.
Empirical research suggests that excuses citing
causes that are unintentional, unstable, uncontrol-
lable, and external are more effective in achieving
interpersonal goals than excuses that cite inten-
tional, stable, controllable, and internal causes. We
would rather hear that our date is late because of
traffic than because of a lack of regard for us.

Related to attribution theory is impression man-
agement, or how individuals project a desirable
and believable image and achieve particular goals
through either assertive or defensive behaviors.
Research indicates that accounts are most credible
when they acknowledge both the gravity and the
beliefs people hold about the situation at hand.
Other research suggests that excuses may serve

account givers well in the short term, but at least
in the workplace, excuses may lead to long-term
attributions of being less competent and in control
of one’s life. While excuses may initially get some-
one “off the hook,” an overreliance on them may
prove detrimental to long-term impressions of
competence. Some early studies found that work-
ers employing justifications (accepting responsibil-
ity for one’s actions) and refusals were more likely
to be judged as competent leaders than were work-
ers relying on excuses.

In addition to the above findings regarding the
correlation between an account giver and his or
her public image, Deborah Dunn and Michael
Cody demonstrated that an account giver also
impacts the public image of others. In a study of
sexual harassment accounts, the accused was able
to significantly impact the public image of the
accuser, relative to the account provided. Several
projects have linked the communication of accounts
to self-presentations, showing that account givers
were perceived as more likable if they fully apolo-
gized or used the “higher involvement” justifica-
tion, or used a justification that showed a higher
level of involvement, followed by excuses and jus-
tifications that minimized harm. Those using deni-
als or challenges to authority were considered
unlikable. Account givers were rated as both
“competent” workers and “dedicated” workers if
they used a full apology, justified their actions, or
used a “logical proof,” demonstrating their inno-
cence. On the other hand, excuse givers (and indi-
viduals communicating only a perfunctory apology)
were perceived as weak or indecisive, especially if
using the “appeal to accident” claim, and people
employing excuses were generally rated as less
dedicated and competent (compared with those
using a full apology or a justification). Attributions
of strength, power, and intimidation followed
from challenging a reproacher’s authority or from
using a denial.

New Directions

Most of the research done on accounts has focused
on conversational events or hypothetical interper-
sonal scenarios. Some of the new directions in
accounts research include crisis communication,
organizational communication, and narrative ther-
apy. Research conducted in crisis communication
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and organizational contexts highlights the chal-
lenge of communicating accounts to multiple audi-
ences or stakeholders, which could also prove
relevant in small groups and relational networks.
New trends in narrative therapy indicate the power
of accounts in narrating a coherent and healthy

self.
Deborab Dunn

See also Attribution Theory; Conversation Analysis;
Discourse Theory and Analysis; Impression
Management; Interpersonal Communication Theories;
Politeness Theory
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ACTION ASSEMBLY THEORY

Action assembly theory (AAT) is an approach to
explicating the processes by which people produce
verbal and nonverbal messages. The domain
encompassed by verbal and nonverbal message
production is obviously quite broad, and thus AAT

addresses issues such as the nature of conscious-
ness, the processes that give rise to creativity in
what people think and do, the link between
thoughts and overt actions, the relationship
between verbal and nonverbal components of
behavior, and how people plan and edit what they
say. AAT has been applied in investigating a range
of phenomena, including the nature of the self-
concept, the behavioral cues that accompany
deception, communication skill and skill acquisi-
tion, communication apprehension, and conditions
that affect speech fluency. The theory is most
closely associated with John Greene, his colleagues,
and his students.

Every theory is developed within a matrix of
assumptions, methods, research findings, and even
other theories. It is useful, then, to examine key
elements of the intellectual matrix in which a the-
ory is embedded. In the case of AAT, four hierar-
chically ordered, foundational influences are
particularly noteworthy. At the most basic level,
AAT reflects the commitments of science as a way
of knowing (i.e., an emphasis on empiricism, inter-
subjectivity, and rigor). Moving up one level, the
particular branch of science reflected in the theory
is that of cognitivism—explanation of behavior by
recourse to descriptions of the mental states and
processes that give rise to that behavior. Cognitive
science itself encompasses a number of distinct
philosophical and methodological approaches.
The cognitive approach exemplified in AAT is pri-
marily that of functionalism (i.e., inferring the
nature of the mind from observed input-output
regularities). At the fourth level of the hierarchy,
the theory reflects the commitments of generative
realism: the idea that people are simultaneously
social, psychological, and physical beings and that
theories of human behavior need to incorporate all
three of these elements.

Just as one’s grasp of a theory is enhanced by
understanding the assumptions and scholarly tradi-
tions that it reflects, it is similarly useful to be able
to locate a theory along a timeline of pertinent intel-
lectual developments. Relevant to AAT, cognitive
science emerged as the dominant approach in
experimental psychology in the mid-1950s, partly
as a result of growing recognition of the inadequa-
cies of behaviorism. The assumptions and tech-
niques of cognitivism were quickly assimilated by
scholars studying linguistics and speech production,
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but cognitive science was rather slow to gain a foot-
hold in the field of communication proper. Not
until the mid-1970s did scholars in the field begin
to adopt a cognitive perspective in exploring com-
munication processes. By the early 1980s, cognitiv-
ism had become an important force in the field, but,
with a few notable exceptions, this work was
focused almost exclusively on input processing
(e.g., message comprehension) rather than output
processes (e.g., message production). In this con-
text, in 1984, the first article on AAT appeared—a
publication that subsequently received the National
Communication Association’s Woolbert Award for
seminal contributions to communication research.
In 1997, “A Second Generation Action Assembly
Theory” (AAT2) was published, and research and
conceptual refinements in the AAT framework con-
tinue to the present.

Key Aspects of the Theory
Pattern and Creativity

The particular form and substance of AAT was
shaped by the intellectual traditions and assump-
tions described in the introduction above, but the
single most important idea from which the theory
sprang is a very simple observation that had been
around long before AAT was developed. This fun-
damental idea is that all human behavior is both
patterned and creative. In other words, a person’s
behavior exhibits his or her characteristic ways of
doing things—the topics the person talks about,
what he or she has to say about them, the vocabu-
lary used to say those things, ways of pronouncing
those words, facial expressions and gestures that
accompany his or her speech, and so on. At the
same time that speech and nonverbal behavior
reflect each person’s patterned ways of doing
things, they are also always novel or creative: It
turns out that we never exactly repeat ourselves,
and even more importantly, we can use our pat-
terned ways of thinking, speaking, and moving to
create ideas, utterances, and actions that we have
never produced before. In that simple observation
lies the seed from which AAT grew: If behavior is
both patterned and creative, then how can we
understand where the patterned aspect of action
comes from, and how can we understand how pat-
terns give rise to novelty?

Mental Structures and Processes

As noted above, in keeping with a cognitive
functionalist perspective, AAT attempts to explain
behavior by specifying the nature of the mental
structures and processes that give rise to that
behavior. In the case of AAT, the fundamental
question, again, is how to understand the pat-
terned and creative property of human behavior.
According to the theory, the patterned aspect of
action arises from structures in long-term memory
that have been acquired over the course of one’s
lifetime. These memory structures, termed proce-
dural records, are like tiny packets of information
about what to do (i.e., action features) in particu-
lar situations in order to accomplish specific objec-
tives. So a person might have learned, for example,
to say “I’'m sorry” in an effort to undo the damage
in a situation in which he or she hurt another’s
feelings.

Three things about procedural records are
important to note. First, the memory codes in
which they are represented reflect a hierarchy of
levels of abstraction. Some codes, such as the
example of saying “I’m sorry,” are abstract (con-
ceptual, languagelike). But other procedural
records are expressed in codes that are far more
basic than that. Some records, for example, consist
of the motor-code memories that a person has
acquired for walking, reaching and grasping, pro-
nouncing the sound units of his or her native lan-
guage, and swinging a golf club. An extension of
the first point, the second is that a single proce-
dural record does not represent all the information
used to produce a behavior. People do not, for
example, have one record that holds all the infor-
mation they use to flick on a light switch or raise a
glass of water to their lips; rather, even simple
movements such as these reflect the combination
of multiple action features. And in the same way, a
person may have an abstract record that indicates
the need to say “I’'m sorry,” but to actually pro-
duce that utterance, the person will have to rely on
lower-level records for pronouncing those words.
The third point is that people possess a very large
number of procedural records. A conservative esti-
mate might be that an adult possesses perhaps tens
to hundreds of thousands of them.

In simplest terms, then, AAT holds that the pat-
terned properties of behavior reflect the contents
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of procedural records held in long-term memory:
Our behavior tends to reflect our own repertoire of
ways of doing things. The creative character of
behavior arises as a result of two processes by
which the contents of procedural records are actu-
ally used in producing action. The first of these,
activation, is basically a selection process that
serves to retrieve those records that are relevant to
one’s goals and the situation, and the second,
assembly, then integrates or combines activated
action features to produce one’s unfolding behav-
ior. In essence, we think and do new things when
we assemble new configurations of action features.
Just as a child might construct an endless variety of
forts, towers, and walls out of the same small set
of building blocks, communicators constantly are
assembling new thoughts, utterances, and nonver-
bal behaviors by combining novel configurations
of action features.

The linchpin of AAT is the nature of the assembly
process, which is described as coalition formation—
combining action features that “fit” together, as,
for example, when a high-level feature like the
abstract notion to turn left meshes with motor-level
features for turning the steering wheel and pressing
the brake pedal. Activated action features that do
not find their way into coalitions quickly decay and
are not manifested in overt behavior. In contrast,
those features that do mesh with others (a) stay
activated longer, (b) are more likely to actually
emerge in what a person says and does, and (c) are
more likely to enter conscious awareness. The
property of conscious awareness, in turn, brings to
bear self-regulatory processes such as rehearsing,
planning, problem solving, and editing.

The Nature of Message Bebavior

From the perspective of AAT, human behavior
is a complex, dynamic constellation of action fea-
tures reflecting various hierarchically ordered rep-
resentational codes. At any moment, only some
coalitions will recruit motor-level features that per-
mit them to be manifested in overt action; as a
result, verbal and nonverbal behaviors reveal less
than a person “means” (i.e., his or her momentary
collection of coalitions). Conversely, because only
a subset of coalitions is available to consciousness
at any time, those same message behaviors will
reveal more than the person “knows” (i.e., the

contents of phenomenal awareness). In contrast to
standard goals—plans—action models of message
behavior, AAT presents a picture of a much more
rapid, chaotic, and disjointed system underlying
message production. AAT is also distinguished
from models of social skill that suggest that skilled
behavior is the product of motivation and ability.
AAT holds that people may be motivated to behave
in socially appropriate and effective ways, and also
possess requisite knowledge for doing so, and yet
fail to act in an optimal way because of the nature
of the activation and assembly processes.

Assembly Difficulties and Failures

A key point of emphasis in the various empirical
and theoretical applications of AAT has been on
situations in which people encounter difficulties in
assembling action features. As might be expected,
one effect of assembly problems is to slow message
production. As a result, studies of the time course
of message behavior have been an important part
of the AAT research program. For example, sev-
eral experiments have focused on the production
of messages designed to accomplish multiple social
goals. The general finding of these studies is that
when one’s social goals are incompatible (e.g., con-
veying a negative performance appraisal while
showing support for the other), speech fluency is
reduced. Another program of research, focused on
skill acquisition, has examined patterns of improve-
ment in speech fluency as a result of practice. An
ongoing research program examines creative facility—
individual differences in people’s ability to produce
novel messages—in an effort to understand why
some seem to be better than others at “thinking on
their feet.”

Jobn O. Greene
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ACTION-IMPLICATIVE
DISCOURSE ANALYSIS

Action-implicative discourse analysis (AIDA),
developed by Karen Tracy, is the methodological
arm of grounded practical theory, an approach
that sees the cultivating of communicative prac-
tices as the desired end goal for research. Grounded
practical theory, growing out of Robert Craig’s
work on communication as a practical discipline,
is similar to Glaser and Strauss’s grounded theory.
Like grounded theory, grounded practical theory
begins on the ground, studying existing communi-
cative practices. Unlike grounded theory, which
builds explanatory social science theory, AIDA,
with its grounded practical theory roots, works to
reconstruct the problems, interaction strategies,
and normative ideals of a practice so that partici-
pants will be able to reflect in sophisticated ways
about how to act.

AIDA is a theory—method hybrid that melds the
analytic moves of discourse analysis—attending to
situated talk and texts—with the goal of under-
standing a practice. AIDA takes a rhetorical point
of view, presuming that people can make reflective
decisions about how to communicate in order to
achieve or avoid certain outcomes. It is also a nor-
mative approach, or one that has potential useful-
ness as a guide for acting wisely.

AIDA focuses on communicative practices in
institutional sites. At its core, practice can be
thought of as a way of referring to activities that
occur in specific places among specific kinds of
people; practice is another way to refer to a speech
event that participants take to frame a situation.
Ordinary names given to practices often call up a
constellation of site—people—purpose connections.
School board meetings, departmental colloquia,
and classroom discussions are examples of easily
recognized practices related to educational settings.
A practice can be taken as a unit of the social world
for purposes of analysis. Communicative practices
that AIDA has studied have included physician—
patient consultations, school board meetings, law
enforcement crisis negotiations, and routine busi-
ness meetings. Since institutional practices involve
multiple categories of people who are positioned
differently within any practice, the problems of a
practice will differ with participants’ positions.

As a kind of discourse analysis, AIDA begins by
taping interaction and making a transcript of the
talk involved in the practice. These two moves are
the hallmark of any discourse analysis. In con-
trast to conversation analysis, another discourse
approach, AIDA has a strong ethnographic thread,
which means that the researcher must have exten-
sive knowledge about the routine actions and
variation in the practice. This requires observation
of the practice, including how participants talk
with each other in the practice (the focal discourse)
and how the practice is discussed or written about
in relevant institutional documents.

A basic assumption of AIDA is that most com-
municative practices are shaped by interactional
dilemmas. In academic discussions, for instance,
graduate students and faculty members want to
appear intelligent but do not want to be seen as
self-aggrandized and out to show off. In school
boards, the meeting chair wants to move the meet-
ing along so that decisions can get made but wants
to do so in a way that ensures citizens feel they
have had a fair chance to be heard. As a result of
the dilemmas that are part of all practices, a nor-
mative proposal about how participants ought to
act needs to weigh the multiple goods to which a
practice is committed.

At the level of discourse moves and strategies,
AIDA seeks to name and describe the site-specific
interaction techniques that reveal a practice’s
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problems and that participants use to manage
these problems. In a public meeting, for instance,
in which a school district was working on its policy
regarding how gay, lesbian, bisexual, and trans-
gendered students were to be treated, the elected
board members and citizen speakers spent several
months arguing over whether the school district’s
policy should state that it respected or valued
diversity. The activity of arguing over words—
usually characterized negatively—was found to be
essential; it was deeply intermeshed with the activ-
ity of managing the sensitive value differences that
the policy needed to address. In seeking to address
this dilemma, people in the public meetings repeat-
edly found themselves advocating that certain
wording changes were more than technical editing
and were necessary to resolve value differences in
the policy itself.

At the normative level of a practice, similar to
critical discourse analytic approaches, AIDA is
interested in addressing the question of how com-
municative conduct ought to be done. A difference
between the two approaches is that critical discourse
analyses tend to focus on critique, exposing invisible
practices of power and domination rooted in mac-
rosocial inequities, whereas AIDA is interested in
positive reconstructions of practices that propose
how a practice ought to be conducted in ways that
recognize the multiple, competing purposes that are
part of most communicative practices.

A study of academic brown-bag occasions, for
instance, forwarded a normative proposal about
the importance of a dilemma faced by participants:
to see intellectual discussion as a communicative
activity that needed to take ideas seriously, which
would include criticizing bad ideas, and at the
same time to see the importance of honoring peo-
ple, their relationships, and their feelings, keeping
in mind the consequences if people felt humiliated.
“Ideas matter and people count” was the proposed
conduct norm for academic discussion. In addi-
tion, the AIDA studies made visible the array of
novel discourse strategies participants used to pur-
sue this two-headed goal.

Karen Tracy
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ACTIVATION THEORY OF
INFORMATION EXPOSURE

The activation theory of information exposure,
developed by Lewis Donohew and Philip
Palmgreen, explains individual differences in
attention and continued exposure to mass and
interpersonal messages. The theory treats mes-
sages as sources of stimulation and holds that
their success or failure to attract and hold listen-
ers, viewers, or readers is a function of both cogni-
tive and biologically based individual needs.
Successful messages are those possessing enough
novelty, movement, color, intensity, and other
such formal features to generate a level of activa-
tion that will maintain attention but not so high
as to cause distraction. Persons with lower stimu-
lation needs may turn away from stronger mes-
sages and be attracted instead to messages with
lower levels of stimulation. Messages may possess
enhanced persuasive power when they are able to
attract and hold attention long enough for the
content to be processed.

In its early form, the theory relied primarily on
the cognitive attraction experienced by message
receivers and their conscious decisions about what
information to view or read. It has evolved to
include more emphasis on formal, nonverbal
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features of message stimuli and out-of-awareness
decisions to turn away from or stay exposed to
certain information.

The theory has gone through a number of itera-
tions since it was originally published in the 1980s.
In one, Nancy Harrington, Derek Lane, and associ-
ates expanded the model to include need for cogni-
tion or thought, with John Caccioppo and Richard
Petty’s need-for-cognition scale as the measure. In
another, Rick Zimmerman and associates broad-
ened the studies to include other measures of
appetitive and inhibitory systems and impulsive
decision making. Some of the most recent research
involves pilot functional magnetic resonance imag-
ing (fMRI) studies of brain responses to messages,
which support the expectation that messages meet-
ing novelty and sensation-generating criteria would
generate arousal among higher risk takers in the
more primal areas of the brain.

The activation theory of information exposure is
deductive and nomological in nature. It is deductive
in that it moves logically from general propositions
to more specific ones. The theory is nomological in
that it provides explanations of what causes the
predicted responses across cases. The theory was
developed in the tradition of use-inspired basic
research, described as Pasteur’s quadrant, which
begins with a real-life problem and development of
a general theory to account for underlying causes.
On the basis of this explanation, a remedy is devel-
oped. In this instance, the problem was how to get
people to expose themselves to information that
could motivate them to accomplish a socially
desirable goal such as becoming more competent
citizens of a society. This entry explains the theory
and provides a summary of supporting research.

Sensation Seeking and Message Exposure

A primary influence on the evolution of the theory
has been the body of research on sensation seeking
by Marvin Zuckerman and colleagues. Sensation
seeking is a biologically based personality trait
defined by Zuckerman as the tendency to seek
varied, novel, complex, and intense sensations and
experiences and the willingness to take physical,
social, legal, and financial risks for the sake of such
experiences. Sensation seeking and sensation avoid-
ance are thought to have developed as fundamen-
tal survival behaviors for adaptation to dangerous

environments. Novel stimuli tend to alert the sys-
tem for fight or flight, and the absence of such
stimuli means safety, permitting relaxation and a
turn to other activities. According to the develop-
ers of the activation theory of information expo-
sure, the stimuli may appear in the form of
messages, which are more likely to be attended to
by high-sensation seekers if they possess one or
more of the unsafe, risky characteristics mentioned
above.

In research, sensation seeking was treated as a
correlate of underlying social, genetic, and neuro-
biological forces that generate risky behavior.
These forces involve the same neural substrate that
mediates the rewarding effects of often-abused
drugs, for example. These forces also mediate
other individual differences possibly related to dif-
ferences in the mesolimbic dopamine system of the
brain. At this point, it is not known whether indi-
viduals can accurately assess either their level of
need or how well the source of stimulation satisfies
that need. In fact, many of these actions may be
carried out without the individual’s being con-
sciously aware of them. Recent fMRI research
described later in this entry indicates a possible
role for more primitive areas of the brain.

The activation theory of information exposure
holds that individuals have differing needs that
determine how comfortable they are with activa-
tion or stimulation, and these needs become a
major force in exposure to messages. The theory
posits that attention to a stimulus source—in this
situation, a message—is in large part a function of
how well the need for stimulation is met by the
amount of stimulation provided by the message. In
research on messages likely to reach high-sensation
seekers, Donohew, Palmgreen, and associates
found that these messages contained higher levels
of one or more of the characteristics indicating a
need for alertness. These were (a) novel, creative,
or unusual; (b) complex; (c) intense, emotionally
powerful, or physically arousing; (d) graphic or
explicit; (e) somewhat ambiguous; (f) unconven-
tional; (g) fast paced; or (h) suspenseful. Other
messages possessing lower levels of these attributes
are classified as having low sensation value. High-
sensation-value messages have been found in later
research to appeal to individuals who are greater
risk takers, whereas the risk takers were not
attracted to messages possessing only moderate
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levels of the characteristics. Lower risk takers paid
greater attention to the more moderate messages.

A primary proposition deduced from the above
is that if the level of arousal generated is too high
or too low, individuals will not achieve or main-
tain the sought-after state and will seek another
source of stimulation, which could be another
message. This could be accomplished with a
click—or possibly many clicks—of the channel
changer, which often appear to be made more or
less automatically. A student listening to a lecture
or a person reading a book might merely drift off
into daydreaming. For high-sensation seekers in
particular, messages are likely to be too boring if
they do not provide considerable novelty, action,
or other characteristics. This may also be true for
low-sensation seekers but would occur at a lower
level of sensation value. Certain very stimulating
messages are far more likely to attract and hold the
attention of high-sensation seekers but may be too
threatening or otherwise repelling for lows. This is
illustrated by the fact that high-sensation seekers
tend to prefer scary movies far more than low-
sensation seekers do. A second deduced proposi-
tion is that if activation remains within an
individual’s accepted range, that person is more
likely to continue exposure to the message.

Research

Research involving the theory has been carried out
by scholars in communication, psychology, and
sociology, largely in the United States and Europe,
studying prevention of drug abuse, risky sex, alco-
hol abuse, and other health-threatening behaviors.
Given the tendency of the high-sensation seekers to
engage in risky behaviors such as starting to have
sex at an early age, having more sex partners, hav-
ing sex without protection, and engaging in greater
drug use, these individuals have become primary
targets in health campaigns. Research involving
predictions from the activation theory has estab-
lished that with messages and other interventions
designed to meet higher needs for novelty and
sensation, attention to health information can be
increased and desired behavioral responses can be
brought about. Indeed, intervention programs
using media and interpersonal communication
and guided by this theory in combination with an
applied model known as Sensation Seeking

Targeting, developed by Donohew and Palmgreen,
have been highly successful in altering such risky
behavior. One of the applications for health cam-
paigns that emerged from this finding was that
campaigns did not need to include both types of
messages. High-sensation-value campaigns could
be designed to persuade the prime target audi-
ences, and these same messages could serve to
reinforce the low-sensation seekers as well.
However, early research on the model did not
involve either sensation seeking or health behav-
iors but rather responses to political information
according to individual differences in cognitive
and affective styles of information processing.
Early on, however, the biological basis of the dif-
ferences was suspected, and the sensation-seeking
concept was adopted. Then came studies of mes-
sage stimuli, leading to identification of character-
istics of messages more attractive to high-sensation
seekers and those more attractive to low-sensation
seekers, as described earlier. This was followed by
laboratory experiments in which messages possess-
ing high- or low-sensation-value characteristics
were shown on a television screen to high- and
low-sensation seekers, and the amount of time
spent with eyes on the screen was measured. It was
discovered that high-sensation seekers tended to
turn away from low-sensation-value messages, but
low-sensation seekers tended to watch not only the
latter but also almost as much of the high-sensation-
value messages as high-sensation seekers did.
Although multiple studies were conducted with
increasing levels of success, three in particular, car-
ried out in two matched communities (Lexington,
Kentucky, and Knoxville, Tennessee) and using
controlled interrupted time series analysis, have
offered the most convincing evidence in support of
the activation theory in the service of persuasion
campaigns. In the first, two televised antimari-
juana campaigns were conducted in one city
(Lexington) and, coinciding with the second cam-
paign, in a comparison city (Knoxville). One hun-
dred adolescents were interviewed each month in
each city for 32 months—before, during, and after
each campaign. All the campaigns significantly
reversed upward developmental trends in mari-
juana use among high-sensation seekers. Several
months after the first Lexington campaign, there
was a “wear-out” effect for the persuasive mes-
sage: Marijuana use had again begun to rise.
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However, its use dropped again after the second
campaign. Low-sensation seekers had low mari-
juana use across the period of measurement, and
no campaign effects were observed.

In the second campaign study, the antimari-
juana component of the Office of National Drug
Control Policy’s national media campaign was
evaluated in the two cities by means of the same
methodology as in the first two cities’ study. Much
of the campaign was declared a failure by the new
drug czar, who called for more “hard-hitting” pub-
lic service announcements (PSAs). The new PSAs
came much closer to meeting criteria set out for
high-sensation-value messages. These PSAs arrived
in time for the final 6 months of the campaign and
led to a dramatic reversal of use among high-
sensation-seeking participants. Low-sensation seek-
ers performed the same as in the previous study.

The third campaign was also conducted in
Lexington and Knoxville but this time had as its
goal a reduction of a number of specific risky
sexual behaviors and the practice of specific safe-
sex behaviors. Again, the approach was highly
successful, even regarding a behavior that has been
especially difficult to achieve: increased condom
use among young adults, particularly those identi-
fied as high in sensation seeking.

Study of differential brain responses to mes-
sages drawing on the activation theory is in an
early stage. An illustration of this work is a pilot
study in which it was hypothesized that high-
sensation seekers might attend more to the mes-
sages because they are biologically predisposed to
show a greater response to visually presented
arousal stimuli. In this instance, the messages were
in the form of photographs. Researchers conducted
fMRI with signals enhanced in the measurement of
subcortical regions of the brain, including the hip-
pocampus, nucleus accumbens, and amygdala.
Research participants classified as high- or low-
sensation seekers according to established criteria
were given an emotional induction task, and brain
images were collected while the participants viewed
photographs, with half of the pictures classified as
high arousal and half as low arousal in an estab-
lished psychophysiological stimulus set known as
the International Affective Picture Set. The most
important finding was that limbic structures were
more extensively activated in high-sensation seek-
ers than in low-sensation seekers, with the left

medial orbitofrontal cortex (in the front or more
advanced part of the brain) activated for both
highs and lows and the right amygdala and right
insula (in the rear or more primitive part of the
brain) more extensively activated in the highs. This
finding lends tentative support to the proposition
that differences in exposure to information stimuli
have a biological basis and have as yet unstudied
implications for the human attention process.

Lewis Donobew
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AcTivity THEORY

Activity theory is a psychological theory whose
foundation was laid down by the Russian psy-
chologist Lev S. Vygotsky. It has its roots in the
Marxist concept of praxis—the dialectical connec-
tion of ideal and practical material activity.
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Humans generally carry out activities ideally
(symbolically) before they carry them out materi-
ally (concretely). Planning thus avoids, or at least
mitigates, the dangers and pitfalls that inhere in
straightforward trial-and-error activity. The sym-
bolic activity, as one pole of praxis, can occur
completely on the internal plane, as when a
speaker plans what to say in a conversation, or it
can take place externally, as when an architect
uses a computer to develop plans for a skyscraper.
An important aspect of the ideal pole of praxis is
that it takes account of the conditions of practical
material activity. Speakers are sensitive to the con-
straints of language, and the architect considers
physical forces of nature (e.g., gravity and load-
bearing properties of building materials).

Vygotsky proposed that the basic unit of analy-
sis of mind is word meaning. This entails far more
than simple reference, whereby a word such as
apple references a particular object. It also reflects
an abstract concept that allows us to reference
linguistically (i.e., symbolically) such objects
regardless of their specific features (e.g., size, color,
content) and to link these to other concepts (e.g.,
orange, fruit, nutrition). In addition, words create
categories that mediate our thoughts and actions
even though the categories themselves may not
actually exist in the material world. The English
word fruit, for example, is a generalization that
references no single concrete object that exists in
the absence of the word itself. Things called apples,
oranges, and pears exist, but not fruit. The fact
that English, and other, though certainly not all,
languages, use the category fruit means that speak-
ers of these languages think and therefore act
through the generalized category—for instance,
when medical experts extol the health merits of
eating fruit. What is consumed, however, is not
fruit per se, but apples, oranges, or pears.

The explanatory principle that Vygotsky pro-
posed to account for the origin and function of
mind is activity. Although he laid the foundation
for the theory, he did not fully flesh it out. This task
was taken up by Vygotsky’s colleague, A. N.
Leontiev. (Some contemporary scholars have moved
the theory in directions that diverge from Vygotsky’s
original and Leontiev’s expanded notion of the con-
cept and that background its psychological implica-
tions.) Mind, or more appropriately consciousness
in Vygotsky’s theory, is the ideal representation of

activity interacting with an external object. The
object can be a thing, a person, or an event.
Importantly, included in the individual’s representa-
tion of the activity is the attitude of others that
emerges through social interaction. This is because
individual consciousness results from the internal-
ization of the meanings made available as the indi-
vidual participates in socially organized and
goal-directed collective activity aimed at transform-
ing the natural world into a cultural, or humanized,
world (e.g., transforming a piece of wood into a
chair). The activity is mediated primarily through
spoken (and written) communication. To commu-
nicate is to take account of not only one’s own
point of view but also that of others, including the
objects they attend to and how they attend to and
what they do in relation to these objects. In this
way, our consciousness is imbued with representa-
tions of the needs, interests, and positions of others
who participate in our social activity. In essence, we
are first and foremost social individuals, but through
social activity, we become psychological individu-
als. In other words, the inner plane of conscious-
ness is created as we internalize the meanings that
arise in and through social activity.

Leontiev proposed a unified theory of activity
comprised of three distinct, though integrated, com-
ponents: activity, action, and operation. Although
the general theory is referred to as activity theory,
one of its three components is characterized as
activity, which, on the ideal plane, corresponds to
the motive or driving force of activity. The motive
arises from crystallization of a (biological or social)
need (e.g., hunger, shelter, learning, labor, accumu-
lation of wealth). Action corresponds to the mate-
rial goal toward which an activity is directed.
Operation refers to the concrete conditions under
which an activity is carried out.

Consider first the case of a working-class family
of four with an annual income of $50,000 whose
members wish to satisfy the basic human need for
shelter. They have a few options for meeting the
need, including renting an apartment or purchas-
ing a house. If they decide on the latter option,
their need then coalesces into a motive, which
drives their search for an appropriate abode.
However, the motive is impacted by such condi-
tions as the range of houses they have access to,
given their income. The factors that come into play
are size, amenities, location, taxes, insurance costs,
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and mortgage rate. Consequently, the goal of their
search then becomes a concrete object constrained
by the motive.

Next, consider the case of a family whose
annual income exceeds $1 million and whose
members also wish to satisfy the need for shelter.
They are not constrained by the same conditions as
the previous family, although nothing in principle
would prevent them from purchasing the same
type of house. As a result, their motive is likely
shaped not only by their need for shelter but also
by the socially influenced need to display their
wealth. Thus, factors such as size, amenities, loca-
tion, taxes, and the like will play out very differ-
ently in this case. For one thing, on the American
scene, location and taxes play a major role in deter-
mining the quality of schools that children attend,
which in turn impacts the odds of the children
attending university. Even though both families are
searching for a house, they are engaged in different
activities, given that the search is driven by differ-
ent motives and conditions. The ideal concept
house that guides the concrete search action is
quite different in each case. For one family, it is
constrained by low cost, modest size, and lack of
upscale amenities, and it most likely does not
include concern for the quality of schools the chil-
dren will attend. For the other, the concept entails
high price, upscale amenities, ostentatious size, and
concern over school quality. Thus, the families
have divergent concepts of house, which means
they talk, think, and act accordingly with regard to
the object. Activity theory explains the difference.

James P. Lantolf

See also Cognitive Theories; Language and
Communication; Marxist Theory; Reasoned Action
Theory; Social Construction of Reality; Social
Interaction Theories
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AcCTOR-NETWORK THEORY

Actor-network theory (ANT), also known as soci-
ology of translation, is a theory initially developed
by science and technology studies scholars—
notably Michel Callon, Bruno Latour, and John
Law—to account for the hybrid and plural nature
of scientific work. Instead of starting from culture
and society or, conversely, from nature and tech-
nology to explain the production of scientific
knowledge, ANT scholars proposed from the
1980s to develop what they call a performative
view of the production of science, a view that
takes into account not only what scientists accom-
plish in their laboratory or fieldwork but also
what nonhumans do, whether they be machines,
texts, or even objects of study.

Accounting for the logic of scientific work is
impossible, ANT scholars contend, if we do not
acknowledge the difference that sensors, graphs, or
samples make, for instance in the development of
scientific practices. Symmetrically, they contend
that political agendas and strategic alliances also
make a difference in the unfolding of such prac-
tices. As scholars, we therefore do not have to
choose between two starting points—nature or
technology versus society or culture—to explain
given practices; we have, on the contrary, to start
from these practices themselves to explain the pro-
duction of nature, technology, culture, and society.

Although this perspective could have remained
limited to science and technology studies, it quickly
became quite influential in many different disci-
plines, such as geography, philosophy, anthropol-
ogy, organizational studies, and communication,
to name just a few. In communication studies, this
approach was especially introduced through the
work of representatives of the Montreal School
of Organizational Communication, constituted
around the work of James R. Taylor. According to
this perspective, an organization, as any collective,
should never be considered the starting point of
our studies and reflection but should rather be
understood as the product of communication
activities. This bottom-up approach thus proposes
to study the organizing properties of communica-
tion by analyzing various interactional and textual
activities that literally constitute what we call an
organization. An organization, according to this



Actor-Network Theory 17

approach, should be considered as literally filled
with agencies in interaction, whether these agen-
cies are procedures, managers, computers, archi-
tectural elements, workers, or machines.

Several key concepts have been developed over
the years to account for the constitution of the
hybrid and plural world we live in. One of the
most important is spokesperson, or macroactor, in
that it shows how a given (human or nonhuman)
actor can become a network (and vice versa);
hence the expression actor-network. Acting and/
or speaking in the name of, on behalf of, and/or in
the stead of something or someone else, that is,
macroacting, is indeed the main way by which col-
lectives or networks are constituted. Once an agent
is recognized and acknowledged as acting or
speaking in the name of others, whether they are a
collection of individuals (a we) or a collective (an
it), these others can be said not only to have an
identity—they start to exist as a we or as an entity,
an it—but also to act from a distance, that is, to
tele-act or telecommunicate.

For instance, when French diplomats meet their
U.S. counterparts in official settings, it is not only
they who talk to each other but also the respective
countries they each represent and even, to a certain
extent, the citizens of these two countries. If these
representatives are recognized as speaking and act-
ing on behalf of their respective countries and con-
stituents, their voices become France’s and the
United States’ voices, as well as the voices of the
French and of the Americans. As can be seen in this
example, and it is another distinguishing feature of
ANT, we do not need to choose between so-called
macro- and microperspectives, given that this illus-
tration shows how one country can talk to another
without leaving the terra firma of interaction. What
France and the United States are and do can be
defined only through who and what their spokes-
persons and “spokesobjects” are and do in their
name. In other words, both are performed into
being each time representatives are interactively
acknowledged as acting and speaking for them.

Another key concept developed by ANT is trans-
lation. Using the same illustration, one could notice
that these diplomats are supposed to not only
incarnate or represent—that is, make present—
their respective country’s interests but also
translate them. Translation implies transforma-
tion, which means that translating requires, by

definition, that the result of this operation be sanc-
tioned (positively or negatively). Do the constitu-
ents or president recognize themselves in these
talks? Are the diplomats faithfully translating their
interests? This is a question that any activity of
representation and/or translation implies.
Interestingly enough, translation can be used to
account not only for political representation but
also for any kind of activity or practice (whether
scientific, technological, or cultural).

For instance, a traffic light installed in a busy
intersection is supposed to technically translate an
injunction to stop or go at regular intervals of time.
From the administrative body that authorized this
device through the engineers who designed it to the
workers who actually installed the lights, a series
of translations took place that made this traffic
regulation possible. ANT is precisely interested in
all these activities of translation that involve the
filling in of forms, the designing of plans, the mobi-
lization of machines, all partaking in the unfolding
and tracing of an organized and collective activity.

What makes this approach especially interesting
to communication scholars is that any act of com-
munication can be understood as an activity of
translation. Whenever people talk or write to each
other, what is said is supposed to translate what is
meant by the interlocutors, but what is meant
always implies a form of implicit or explicit sanc-
tion that is displayed physically in the turns of talk
(especially through the presence or absence of con-
versational repairs, or corrections, as shown by
conversation analysts). Through the detailed study
of interaction, one can also retrace what or who
is made present in a given discussion, whether
under the form of collectives, ideologies, passions,
principles, attitudes, or emotions. Thanks to this
approach, one can show how our world is literally
performed into being through interaction.

Francois Cooren
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ADVERTISING THEORIES

Since the early 1900s, scholars have attempted to
discern whether advertising has its own distinctive
theories because it seemed that any serious profes-
sion should draw from a systematic analysis of its
trade rather than from chance or instinct. With
U.S. advertising expenditures at about $149 bil-
lion in 2007 (about 1.1% of the total U.S. gross
domestic product), there is no doubt that advertis-
ing can be looked at as a serious industry. Yet
when Walter Dill Scott, director of the Psychological
Laboratory of Northwestern University, conducted
his research in 1903 for his work on advertising
theories, he could not find any reference to a the-
ory other than psychological approaches. Even
more contemporary works, such as the well-
known title How Advertising Works, still describe
the advertising process as a strategic communica-
tion procedure whose function is to create a psy-
chological (and subsequently behavioral) change
in a potential consumer of a product, service, or
idea. Thus, when we talk about advertising theo-
ries, we basically talk about theories of consumer
psychology.

Lacking its own theories but operating at the
intersection of business and social sciences, adver-
tising has not only borrowed from these disciplines
but often attracted these disciplines to engage with
it and explain the advertising process and its suc-
cess with their own models and theories. In gen-
eral, the major influence of advertising seems to
occur in the area of consumer perception of a
brand. To that extent, advertising must understand
the meaning an object has over the life of a con-
sumer, as well as the limits of these cultural defini-
tions, before trying to amplify this object into a

brand. Irving White provided a fitting example
with the social values implied by the concept of
perfume. Given that this concept invokes ideas of
femininity for many individuals in the U.S. culture,
advertising of male cosmetics has to carefully side-
step beliefs about femininity and narcissism. At the
same time, this example illustrates how conceptual
valuations of an object or idea—ideas, beliefs, feel-
ings, and actions expressed by members of a
culture—can shift over time. Today’s brand adver-
tising of male-oriented cosmetic products is differ-
ent from that of just 20 or 30 years ago for the
very reason that perceptions of men using perfume
have changed.

The idea of how people come to understand and
relate to artifacts is of interest to social psychology
and anthropology. As thinkers such as George
Herbert Mead and Jean Piaget have indicated, the
relationship between objects and users is dynamic;
as individuals acculturate into the larger society,
they redefine their relationship to an object in
accordance with the values frame of their environ-
ment. Culture, in other words, fills a product with
meaning based on biological, social, and psychic
needs the product fulfills. In other words, consum-
ers purchase not just the plain product but also the
multitude of meanings associated with the prod-
uct. The function of advertising is to create subcat-
egories of values and needs within the social
structure and to connect these with the product.
Consumers then select those brands whose sets of
implied experiences fit into the subgroup with
which they identify.

With the growing globalization of brands in an
emerging global marketplace, advertising increas-
ingly takes (sub)cultural differences into account.
The different social histories of Europe, Asia, and
other parts of the world produce consumers who
exhibit unique cultural characteristics that influ-
ence their needs and wants, their methods of satis-
fying them, and the messages to which they are
most likely to respond. Failure to understand the
cultural environment can lead to miscommunica-
tion. Beginning to understand that words and
symbols have specific meanings for consumers in a
given culture, scholars in international advertising
turned to the idea of cultural distance. Advertising
studies now include the analyses of the meaning of
verbal and nonverbal language, concepts of time
and space, and cultural-values indicators such as
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individualism—collectivism, masculinity—femininity,
uncertainty avoidance, and long-term versus short-
term orientation.

It is difficult to succinctly group theoretical
approaches to advertising into neat categories
since the literature on advertising is varied and is
rooted in different premises. For instance, works
focusing on the functional areas of advertising
would group it by campaign creation, media place-
ment, budgeting, and testing and measurement.
Literature focusing on advertising processes would
highlight rational and emotional theories of
persuasion such as the elaboration likelihood
model and conditioning theories. Literature focus-
ing on advertising outcomes would categorize
along persuasive components such as argument
strategies, arousal strategies, and endorser strate-
gies. Psychological process analyses would regard
persuasion as one component of effects, along with
attitude change and involvement. Finally, popular
culture studies would analyze advertisements them-
selves as an expression of symbolic structures that
give significance and importance via subjective
constructions and decoding procedures (e.g., pre-
sentation of minorities and women, commercial-
ism, group dynamics). In addition, the different
approaches are highly interrelated and overlap-
ping. For instance, affective and cognitive models
populate all but one approach. Therefore, the most
prevalent theories will be discussed here, acknowl-
edging that many others exist.

Hierarchy-of-Effects Models

Originally developed in the personal-selling litera-
ture, the hierarchy-of-effects model has undergone
various modifications in its historical development
such that today we use it in the plural form, indi-
cating that competing models exist.

In 1898, St. Elmo Lewis proposed a stair-step
hierarchical framework that theorized the necessity
for salespeople to attract attention, interest, and
desire in a logical sequence. By the later addition of
action as a final step, this original model came to
be known as action-implicative discourse analysis,
which is still one of the most referred-to models in
the advertising and sales literature. In the 1960s,
Robert Lavidge and Gary Steiner challenged the
immediate-sales argument of advertising effective-
ness, arguing instead that advertising effects are

often long-term in nature and do not necessarily
translate into sales (e.g., brand image building).
They proposed seven steps consumers go through
en route to the purchasing point: unawareness,
awareness, knowledge, favorable attitude toward
the product, favorable attitude toward the brand,
desire and conviction, and actual purchase. At the
same time, Russell Coney developed his model,
known as defining advertising goals for measured
advertising results, which stressed an awareness,
comprehension, conviction, and action hierarchy.
Coney reasoned that most advertising objectives
were too vague for their effectiveness to be mea-
sured with sales data and hence should be mea-
sured with communication objectives.

While these models loosely touched on the cog-
nition, affect, and conviction stages, psychological
and sociological research addressing the consis-
tency between attitudes and beliefs incorporated
the described hierarchy of persuasive communica-
tion into consumer behavior models. For example,
William McGuire’s information processing model
suggested that information first has to be pre-
sented, then attended to, then comprehended, then
yielded to, then retained, and finally acted on.

A serious challenge to the traditional hierarchy
came in the 1970s from Michael Ray and his col-
leagues, who argued that there are actually three
different models that can explain audience responses.
The first, the so-called learning model, puts cogni-
tive understanding (thinking) first, before attitude
development (feeling) and later action (behaving).
This model most closely resembles the original
models discussed above. A second model, known as
dissonance-attribution hierarchy, suggests a rever-
sal of the previous model, that is, consumers first
behave or act, then develop feelings toward the
brand as a result of their actions, and finally create
cognitive arguments to support their behavior.
Finally, as the result of research on repetition and
slow learning processes in advertising, the third
model, known as the low-involvement hierarchy,
contends that consumers act, then learn as a result,
and finally develop feelings and attitudes from the
combined results of the behavior and learning.

Despite the ongoing modification attempts to its
structure, the persistent attention given to the hier-
archy of effects in advertising research attests to its
continuing importance. Nevertheless, questions
about the direction of research tied to this concept
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remain. For instance, a result of challenges and
subsequent debates about the “right” hierarchy
has been a growing perception that advertising
might be less powerful than originally thought and
that its main contribution lies more in its reinforce-
ment of an idea than in its original persuasive
force. Moreover, hierarchy-of-effects models are
theoretically weak as they are missing the motiva-
tional mechanisms necessary to explain how to
move individuals to the various stages in the mod-
els. Finally, given the many influence factors pres-
ent, advertising’s impact on sales seems to be less
immediate and direct than originally assumed. One
factor, for instance, is the concept of involvement,
which has been considered by many as a crucial
mediating variable in the sequential nature of the
three main phases of the hierarchy of effects.

Audience Involvement

In response to the accepted position that persua-
sive communication depends on active message
processing, Herbert Krugman, in 1965, offered a
thesis that linked message effectiveness with the
audience’s degree or lack of personal involvement
with the message. More specifically, Krugman
understood involvement not as attention or inter-
est but as connections that an audience member
makes between the message stimuli and the mem-
ber’s own life; Krugman distinguished between
two types of involvement (high and low), both of
which can lead to effective advertising. The argu-
ment goes that a decrease in involvement does not
increase resistance to the message but rather low-
ers processing; that is, learning is passive as con-
sumers do not connect the message with a personal
want or need and hence learn information ran-
domly as a result of repetitive message encounter.
In high involvement, a message acts directly on
modifying beliefs; in low involvement, the impact
is rather on exposure to sensory appeals (e.g.,
brand logos). As the latter occurs more gradually,
effectiveness requires repeated exposure. According
to Krugman, there are only three levels of exposure
in psychological terms: curiosity, recognition, and
decision. Since many advertisers misunderstood
his arguments as ideas about effective media plan-
ning and placement, his thesis of a frequency of
three subsequently became ensnared in debates
about message repetition and recency effects.

Involvement also plays a pivotal role in Carolyn
and Muzafer Sherif and colleagues’ work in social
judgment theory. According to the theory, the level
of ego involvement depends on whether the issue
arouses an intense attitude. It further argues that
individuals who are highly involved in an issue are
more likely to evaluate all possible positions,
therefore increasing their standpoint of unaccept-
ability regarding the issue. Because discrepant
positions are less tolerable when a person is highly
involved, highly involved individuals will be harder
to persuade than will uninvolved individuals.
Uninvolved consumers are willing to consider
more brands but less willing to evaluate brands. In
short, lack of involvement leads to perception with
little or no cognitive activity.

A third theory connected with involvement is
the elaboration likelihood model, a framework
developed by psychologists Richard Petty and John
Cacioppo in 1981. This cognitive-process model
derives its name from the likelihood that a person
thinks deeply (elaborates) about an advertisement
when exposed to it and is primarily concerned with
changing the direction of attitudes through persua-
sion. The basic premise of this model is that the
route by which a message persuades consumers
depends on their involvement with the message.
Two routes exist: the central route and the periph-
eral route. In the former, people have both the
motivation and the ability to evaluate the message
and will hence diligently process the message; that
is, they will look for and respond to strong argu-
ments in favor of the message and counter what
they perceive as weak arguments. In the latter,
people may lack the motivation or ability to evalu-
ate the message and thus are more likely to respond
to cues associated with the message, such as enter-
tainment value or a celebrity spokesperson, rather
than to cognitive arguments. In short, high involve-
ment leads to central processing resembling tradi-
tional hierarchy models, whereas low involvement
leads to peripheral processing.

Important to note is that attitude change in
terms of central processing is the result of thought-
ful reflection on information. As such, change
does not occur just as an outward compliance
(behavior change) but indicates a change in beliefs
(personal acceptance or a shift in values or opin-
ion). This kind of change, then, is seen as fairly
stable and resistant to counterarguments that may
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be encountered later. Attitude change in the
peripheral route of processing, on the other hand,
emanates from affective cues or social compliance.
While it seems plausible to assume that this would
lead to an unstable change process, this is not nec-
essarily so. Empirical work based on the model
has shown that people can internalize a message
solely on the fact that it is socially and emotionally
satisfying; that is, persuasion relies not necessarily
on information and logic alone but also on social
and affective factors.

Theories of Personality and Motivation

In the discussion of advertising strategy and con-
sumer targeting, one central topic is the factors
within the recipient of a message that render an
advertising appeal successful; that is, how can mes-
sages use an individual’s personality or motivation
to create favorable brand attitudes and images?
Individual factors include the reasonably stable
patterns of emotions, motives, and behavior that
distinguish one person from another. Personality is
the key to adjustment. Similarly, most motivation
theorists assume that motivation is involved in the
performance of all learned responses; that is, a
learned behavior will not occur unless it is ener-
gized. The major question among psychologists, in
general, is whether motivation is a primary or sec-
ondary influence on behavior. That is, are changes
in behavior better explained by principles of envi-
ronmental influences, perception, memory, cogni-
tive development, and emotion, or are concepts
unique to motivation more pertinent?

Association Theories

Associationism in philosophy refers to the idea
that mental processes operate by the association of
one state with its successor states. The idea was
first recorded in Plato and Aristotle, especially
with regard to the succession of memories. Four
principles define the core of the theory: (1) All
ideas are associated together in the mind through
experience; (2) all ideas can be reduced to a basic
stock of simple ideas; (3) these simple ideas are
elementary, unstructured sensations; and (4) sim-
ple, additive rules are sufficient to predict the
properties of complex ideas from the properties of
the underlying simple ideas.

Association theory was advanced primarily by a
succession of 18th- and 19th-century British phi-
losophers, such as John Locke, David Hume, and
John Stuart Mill. Many principles have been pro-
posed to explain how ideas become associated
with each other. These include contiguity (ideas
formed close together in time), repetition (ideas
that occur together repeatedly), recency (associa-
tions formed recently are the easiest to remember),
and vividness (the most vivid experiences form the
strongest associative bonds). A closely related con-
cept to associationism is behaviorism, whose prin-
ciples of conditioning are based on the association
of responses to stimuli.

The relevance of the above principles for adver-
tising becomes evident when we consider that
humans are able to associate with each other via
symbolic bonds and thus have collective existences
built on symbols that encapsulate shared memo-
ries. Therefore, the aim of consumer advertising is
to associate products with symbols that exemplify
values, group identity, pleasure, achievement, and
the like. Since brand names themselves carry asso-
ciations, the idea of brand image is entirely based
on association concepts as anything associated
with a brand has the potential to affect its image.

Furthermore, brand image is often used as a
heuristic for brand choice. On one hand, it saves
cognitive energy (consumer as cognitive miser con-
cept); on the other hand, it relieves or avoids inner
tension or doubt about the choice (cognitive dis-
sonance and loyalty concept). Since this choice is
consequently purely one of likability and trust,
advertising has to make sure of two things. First, it
must create a likable and trustworthy association
cue, such as a likable spokesperson, a positive
emotional state (nostalgia, fun), or effective sym-
bolism (patriotic signs, desirable lifestyles). Second,
it must monitor consumers’ impression of these
cues over time. The effect that, for instance, a
celebrity spokesperson’s tarnished image can have
on a brand (Martha Stewart and Kmart, Kobe
Bryant and Nike) is an example of the close con-
nection that is built in people’s minds.

Reversal Theory

Reversal theory is a theory of motivation and emo-
tion. Unlike conventional trait theories, which mea-
sure the amount and consistency of one’s behavior,
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reversal theory focuses on flexibility and what
spurs reversals from one psychological state to
another. The theory is organized into four domains
of focus (means—end, rules, transactions, and rela-
tionships). Each has two opposing motivational
states. An individual reverses between states as
situations—and the meaning one attributes to
them—change. A person’s emotions result from
whether one’s motives are being fulfilled or not. If
they are, good emotions result; if they are not, nega-
tive emotions emerge. The theory’s name comes
from the idea that there is a frequent switching
between the two modes. If we are bored, we seek
excitement; if we are anxious, we seek relaxation.
Advertising applies these ideas in two ways: (1)
It aims to understand the mental state that is con-
ducive to positive brand associations in order to
create targeted strategies (e.g., destination market-
ing), and (2) it attempts to switch someone’s moti-
vation in order to be able to reduce the number of
valid arguments that need to be brought forth to
influence someone (e.g., when in a positive, playful
mood, people create fewer counterarguments).

Summary

Advertising is a complex and diverse field, and
often even those involved with it have difficulty
discerning what works and why. In 1976, Charles
Ramond argued that advertising has no general
theory that is widely accepted but forms a disci-
pline in which a collection of pseudotheories exist
whose reason for existence is introspection. While
advertising typically uses information, the empha-
sis in a persuasive advertising message is on influ-
encing the receiver. Moreover, since the advent of
the Internet and online marketing, the long-held
notion of the mass market has given way to that of
a more individualized consumer as digital consum-
ers are no longer “passive” receivers of the adver-
tiser’s message but will actively select the advertising
message or completely disregard it. New theoreti-
cal models are emerging to explain the many-to-
many communication processes evolving.

Olaf H. Werder
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AFFECT-DEPENDENT THEORY
OF STIMULUS ARRANGEMENTS

Based on the core assumption that individuals
are motivated to seek pleasure and avoid pain,
the affect-dependent theory of stimulus arrange-
ments of Dolf Zillmann and Jennings Bryant can
be applied to many communication contexts.
However, in practice, applications of the theory
have been used to explain how and why individu-
als choose particular media content when faced
with numerous alternatives. In our world of abun-
dant, if not excessive, media options, the theory
provides a parsimonious account of media choice
based on individuals’ moods and emotional states.
This entry describes fundamental assumptions,
identifies four key predictor variables, and briefly
notes recent theoretical developments.

The idea that individuals are hedonists forms the
foundation of the affect-dependent theory of stimu-
lus arrangements. This means that individuals will
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actively arrange their surroundings in such a way
that minimizes exposure to unpleasant stimuli
while maximizing exposure to positive stimuli. The
theory further assumes that individuals learn
through a process of operant conditioning the types
of environmental stimuli that best aid in accom-
plishing this hedonistic objective. In other words,
people come to associate exposure to mediated
communication, particularly entertainment media,
with positive outcomes—either relief from negative
moods and other unpleasant stimuli or the enhance-
ment of pleasurable experiences. The theory is
broad enough, however, to allow that nonmediated
experiences can also serve the hedonistic objective.
Research evidence in support of the theory relies
mainly on preferences for entertainment media as
the dependent variable and the initial emotional
state of individuals as the crucial independent vari-
able. These investigations have identified three
message-related characteristics and one psycho-
physiological factor that predict media choice:
excitatory homeostasis, message—behavioral affin-
ity, intervention potential, and hedonic valence.
Excitatory homeostasis refers to the notion that
individuals prefer to experience a state of arousal
that is neither over- nor understimulating. Thus, in
the context of the theory, it is assumed that over-
stimulated individuals will arrange their environ-
ments so as to decrease their level of arousal,
whereas individuals who are understimulated will
do the opposite. By unobtrusively recording the tele-
vision programs preferred by bored or stressed
study participants, Jennings Bryant and Dolf
Zillmann observed this tendency to seek out excit-
atory homeostasis in a carefully controlled experi-
ment. In thatstudy, they found that bored participants
selected arousing media content and avoided relax-
ing fare when given the opportunity to do so.
Conversely, participants who were manipulated to
feel stressed opted to view relaxing programs for
longer periods of time than bored individuals did.
The second key predictor of selective exposure
to entertainment media is message—bebavioral
affinity. This variable refers to the degree of simi-
larity between communication content and affec-
tive state. A seminal study by Dolf Zillmann,
Richard Hezel, and Norman Medoff tested the
hypothesis that mood would dictate preferences
for situation comedies, game shows, and action
dramas on television. To a large degree their

predictions were supported, with one notable
exception. Unexpectedly, participants who were
placed in a bad mood did not opt for situation
comedies, as predicted; they avoided such content.
Subsequent analyses and follow-up studies showed
that this behavior can be attributed to a motivation
to avoid media content that is similar or related to
a person’s negative emotional state. Thus, study
participants who were insulted tended to avoid
situation comedies that featured put-downs and
other insults. Therefore, the theory assumes that
individuals experiencing negative mood states will
prefer messages with little behavioral affinity,
whereas individuals in positive moods will tend to
prefer messages with high behavioral affinity.
Researchers have also observed that media con-
tent has varying ability to alter emotional states,
primarily due to its capacity to disrupt mental
rehearsal of thoughts related to specific moods.
Thus, media essentially functions as a distracter by
preventing individuals from dwelling on their cur-
rent mood or feelings. This ability of media con-
tent to engage cognitive processing resources is
referred to as its intervention potential (some lit-
erature also uses the term absorption potential or
capacity). Messages with a high intervention poten-
tial have the greatest potential to diminish the
intensity of a mood, so long as the content in that
message is not related to an individual’s emotional
state. For example, in one study, viewing a game
show effectively reduced anger in provoked indi-
viduals whereas viewing an aggression-filled ice
hockey match failed to do so. However, a nature
film demonstrated little intervention potential for
either provoked or nonprovoked participants.
The fourth key predictor is hedonic valence,
which refers to the positive or negative quality of
a media message. Media content that can be descri-
bed as noxious, threatening, and distressing has a
negative hedonic valence, but uplifting, amusing,
happy, and reassuring media content has a positive
hedonic valence. In general, individuals in negative
moods prefer hedonically opposite media content,
whereas positive moods will tend to motivate pref-
erences for hedonically similar content.
Theoretically, these four factors are conceptually
distinct and can be experimentally manipulated to
ascertain their effects on media selections, but in
practice it is not always possible to isolate each vari-
able. For example, messages that are highly negative
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or positive also tend to be inherently involving.
Despite these difficulties, a large body of literature
supports the basic assumptions of the affect-
dependent theory of stimulus arrangements.

Recently, the theory has been expanded to
include other concepts, namely, spontaneous and
telic hedonism and informational utility. To date,
the bulk of the research supporting the theory has
investigated situations that explore the effects of
prevailing moods on immediate selection of media—
so-called spontaneous hedonism. However, at
times individuals may opt to delay the immediate
management of mood states in favor of other goals
or needs. In such cases, their behavior may appear
to be counterhedonistic in the short run but may
conform to theoretical expectations at a later time.
Telic hedonism refers to this type of behavior. The
concept of information utility refers to situations
in which individuals seek out information in order
to reduce uncertainty. At present, only a handful of
studies have explicitly incorporated these new con-
cepts in experimental research.

Jobhn ]. Davies
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AFROCENTRICITY

Afrocentricity is a philosophical paradigm that
emphasizes the centrality and agency of the

African person within a historical and cultural
context. As such it is a rejection of the historic
marginality and racial otherness often present in
the ordinary paradigm of European racial domi-
nation. What is more, Afrocentrists articulate a
counterhegemonic or domination-resisting view
that questions the application of epistemological
ideas rooted in the cultural experiences of Europe
to Africans or others as if these ideas were univer-
sal principles. In this sense, Afrocentricity is a
critique of domination that aggressively estab-
lishes the agency of Africans in their own com-
munication sphere. This critique may be discovered
in the type of language, art forms, expressive
styles, arguments, economics, or social ideas within
an interactive situation. Thus, the Afrocentric idea
is critical to any behavioral activity that involves
Africans or people of African descent. One cannot
very easily engage in communication study of
Africans without some appreciation of the authen-
tic voices of Africans. This implies, of course, a
serious study of the deep structure of African
philosophical thought.

Necessitated by the conditions of history that
have removed Africans from their traditional cul-
tural, expressive, philosophical, and religious base,
the Afrocentric idea in communication seeks to
reposition Africans in the center of their own his-
torical experiences rather than on the margins of
European experiences. In essence, two political
situations removed Africans from their own terms.
First, the enslavement of African people brought
about a massive physical and cultural dislocation
of millions of Africans. Such a large-scale move-
ment did not have mere displacement implications
but more profound implications for how Africans
would communicate out of the new reality and
what Africans would say about their new reality.
Thus, it was both how and what that mattered in
the process of communication among Africans in the
Americas. The second political situation was the
colonizing of the continent of Africa itself, which
left people on the continent but already endan-
gered in their cultural, psychological, and cogni-
tive selves. Thus, the disassembly of African ideas,
ideals, standards, and methods was fundamental
to the making of both enslaved Africans and colo-
nized Africans.

The Afrocentrist’s claim that Africans were
removed from their own terms in expressive and
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religious ways is an existential claim based on the
reality of the European slave trade and the impe-
rial colonization of Africa. When Africans were
forbidden to speak their own languages, to dress in
their own clothes, and in some cases, to use their
own names, they were in the midst of the turmoil
of dislocation. Those who were also separated
from their familiar physical and environmental
contexts were further alienated from their own
cultural terms.

The quest for Afrocentric location, that is, a
place from which the African can view reality and
phenomena associated with reality from the stand-
point of Africans, is a liberating journey. One expe-
riences the quest in the language of the best orators
in the African American community. They are for-
ever on the road to bringing into the arena of now
the language and color of the African reality. Their
voices, words, and cadences are those of Africans
who are discovering their way back to the center of
their own histories. Marginality is a place, but it is
not a stable place from which to seek redefinition,
relocation, and centering of one’s perspective.

This is a philosophical turn that is essential for
conceptualizing Africans as subjects or agents
within the communication process. If Africans are
not subjects—empowered actors—in the situation,
then the old patterns of marginality and peripher-
ality are maintained; the interaction takes the form
of one party taking an active role against another,
more passive party, rather than subject-to-subject
communication, in which both parties are agents
who speak from the position of self-activation, of
being in charge of one’s self. Consequently, if the
subject-to-subject pattern does not adhere, then
the communication cannot be authentic.

In its attempt to shift discourse about African
phenomena from ideas founded in European con-
structs toa more centered perspective, Afrocentricity
announces itself as a form of antiracist, antipatri-
archal, and antisexist ideology that is innovative,
challenging, and capable of creating exciting ways
to acquire and express knowledge. The denial of
the exploitative expression of race, gender, and
class often found in older ideas about knowledge
is at once controversial and a part of the evolving
process of developing a new way of thinking
about knowledge. Afrocentricity confronts the
marginality of Africans and critiques European
patriarchy and sexism as a part of the baggage of

the hegemonic tendencies frequently found in Western
communication. Like the double ax of the African
god Shango, Afrocentricity strikes going and com-
ing. On one hand, it challenges African communi-
cators to come from the margins of European
reality and to claim their own centered space. On
the other hand, in its emphasis on each person’s
assuming agency and not being trampled on or
victimized, Afrocentricity offers a liberating space
for the struggle against all forms of oppression.

Origins

The origin of Afrocentricity as a concept is traced
to a quartet of books written by Molefi Kete
Asante between 1979 and 2008: Afrocentricity;
The Afrocentric Idea; Kemet, Afrocentricity,
and Knowledge; and An Afrocentric Manifesto.
Ama Mazama’s The Afrocentric Paradigm and
L’Imperatif Afrocentrique, which appeared in
2003 and 2003, respectively, added immensely to
the theoretical and intellectual development of the
theory. Afrocentricity became a discourse that
thrust the concept of agency into the intellectual
arena as a perspective whose core was the interpre-
tation and explanation of phenomena from the
standpoint of Africans as subjects rather than vic-
tims or objects.

In order to return to an authentic consciousness
rooted in self-respect, affirmation, and dignity, it
was necessary for African people to see themselves
in the midst of their own history and not as in the
margins of Europe. Viewing oneself as an agent
means also knowing one’s history. Someone who
does not know his or her own history will speak
with the wrong metaphors and appeal to inauthen-
tic events and phenomena to make a communica-
tion case.

The Afrocentrist believes that it is essential to
return to the classical civilizations of Africa for
necessary models of argument, construction,
encounter, and ethics, in much the same way as
Westerners had harkened back to the likes of the
ancient Greeks and Romans. Thus, the return to a
discussion of the ancient African civilizations of
Egypt (2900 BCE to 330 BCE) and Nubia (750 BCE
to 340 CE) during the classical periods was essen-
tial for an appreciation of the role that Africans and
Africa played in human behavior, communication,
rhetoric, and world history.
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Afrocentrists were the first to see the overthrow
in the African’s mind of European domination by a
return to classical Africa. Besides its acceptance of
classical Africa, Afrocentricity was grounded in the
historical reality of African people through the pre-
sentation of key intellectual ideas. The point is that
the Afrocentric idea in communication was not
merely stuck in the fertile ground of ancient philoso-
phies of Imhotep (2700 BCE), Ptahhotep (2414 BCE),
Kagemni (2300 BCE), Merikare (1990 BCE), or
Duauf (1340 BCE); rather the theorists saw these
philosophers as departure positions, not destina-
tions. They wrote on themes such as aging, books,
the value of speaking well, and protocol. For exam-
ple, it was important for the Afrocentrist to contend
that the Eurocentric view had become an ethnocen-
tric view, which elevated the European experience as
universal and downgraded all others. For the
Afrocentrist, it was clear that Afrocentricity was not
the counterpoint to Eurocentricity but a particular
perspective for analysis that did not seek to occupy
all space and time, as Eurocentrism has often done.
All human cultures must be centered, in fact, the
subject of their own realities.

Key Points

In the Afrocentric view, the problem of location
takes precedence over the topic or the data under
consideration. Two methodological devices have
emerged to assist in the construction of a new
body of knowledge: reasonable plausibility, or
believability based on careful consideration, and
intelligent conclusion, or logical inference. Both
are common terms used in a definite and precise
sense to deal with the issue of historical, social,
and cultural lacunae, or gaps, in many discourses
on African people.

Afrocentrists contend that human beings cannot
divest themselves of culture, whether participating
in their own historical culture or that of some
other group. A contradiction between history and
perspective produces a kind of incongruity that is
called decenteredness. Thus, when an African
American speaks from the viewpoint of Europeans
who came to the Americas on the Mayflower
when Africans really came on slave ships, or when
literary critics write of Africans as the Other,
Afrocentrists claim that Africans are being periph-
eralized within their own narrative.

Metaphor of Location

Metaphors of location and dislocation—being
centered or decentered from events, situations,
texts, buildings, dreams, and literary works—are
the principal tools of analysis. To be centered is to
be located as an agent instead of as the Other. Such
a critical shift in thinking has involved the explana-
tion of psychological misorientation and disorienta-
tion, attitudes that affect Africans who consider
themselves to be Europeans or who believe that it is
impossible to be African and human. Severe forms
of this psychological attitude have been labeled
extreme misorientation by some Afrocentrists.
Additional issues have been the influence of a cen-
tered approach to education, particularly as it
relates to the revision of the American educational
curriculum. Hundreds of dissertations and numer-
ous books and articles have been written extending
the idea of Afrocentricity in communication, archi-
tecture, social work, religion, politics, historical and
cultural analysis, criminology, and philosophy.

Afrocentricity creates, among other things, a
critique of human communication and social his-
tory in the search for a unique standing place for
agency. Such an action is at once a liberalizing and
a liberating event, marking both the expansion of
consciousness and the freeing of the mind from
hegemonic thinking. Therefore, Afrocentric com-
munication theory raises the bar for an authentic
relationship of equals in which African people are
no longer viewed in the traditional Western man-
ner as victims and objects.

Molefi Kete Asante
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AGENCY

Agency is a concept that is generally understood
as a capacity to act or cause change. The person
who—or thing which—acts or causes change is
termed an agent. In communication theory, agency
is most commonly associated with people, as
opposed to animals or things. To communicate,
an agent must have the capacity, or agency, to do
so. Consequently, most communication theories
assume the existence of agency. Not all communi-
cation theories, however, require agency to be
human in origin. Until the late 20th century,
agency was a relatively straightforward concept in
communication studies. In light of human irratio-
nality and evil in the past century, however, a
number of scholars have called many assumptions
about human agency into question.

Terminological Confusion

The notion of an agent and the capacity of agency
are often confused or conflated with closely
related, but nevertheless distinct, concepts. Chief
among them are the subject, a philosophical con-
cept that refers to a typical, or paradigm, self-
conscious human being, and subjectivity, a concept
that refers to the conscious awareness of oneself as
a subject. Originally, being a subject meant that
one was ruled by, or under the legal control of, a
king or prince, but gradually the term came to
denote one’s status as a citizen beholden to the
laws of a given government or nation-state (e.g.,
“Josh is a subject of the United States”).

In philosophical circles, the subject has come to
denote a perceiving human being who is conscious

of himself or herself as a human being. In this
philosophical sense, the subject is discussed in rela-
tion to the object, which refers to that which is
perceived by the subject or that which the subject
knows he or she is not. The philosophical distinc-
tion between the subject and object as categories,
however, is not stable, and the meaning can change
from one context to the next. In psychoanalysis,
for example, the subject denotes a self-conscious
person, but the object denotes another person
whom the subject loves, hates, is ambivalent about,
and so on (e.g., the infant subject loves the mater-
nal object, mother).

A subject who self-consciously acts or causes
change is said to possess agency. Hence, a subject
with agency is an agent. An agent does not neces-
sarily need to be a subject, however, nor does a
subject necessarily possess agency. To complicate
matters, agency is often confused with the term
subjectivity as well. Whereas the subject denotes a
self-conscious person, subjectivity refers to con-
sciousness of one’s perceptions as an individual or
discrete subject. Consciousness of oneself as a dis-
crete individual (subjectivity) does not mean that
one has agency or is an agent. Only an awareness
of one’s ability or capacity to act (subjectivity)
imbues the subject with agency.

In sum, agency is the capacity to act; the agent
is the source or location of agency; the subject is a
self-conscious human being; and subjectivity is
consciousness as a subject. All these concepts are
implicated in the idea of communication.

Agency and Modern Philosophy

Contemporary understandings of agency can be
linked to 18th-century Western thought, often
termed the Enlightenment. Although Enlightenment
thought is not easily summarized, key among its
goals was the use of reason to improve society and
understand the natural world. In Enlightenment
thought, we find agency and the subject tied
together in complex ways. For example, just prior
to the Enlightenment, the philosopher René
Descartes reasoned that absent any knowledge or
sensory perception whatsoever, an individual could
know one thing: It thinks, therefore it exists (this
argument is known as the cogito). Insofar as think-
ing is a type of action, this “it” that thinks is an
agent, but it is not necessarily a subject. The it or
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agent that thinks is not a subject until it is con-
scious of itself as an agent who thinks (subjectiv-
ity). The Enlightenment thinker Immanuel Kant
extended Descartes’ argument about this most
basic kernel of knowledge—something exists that
is thinking or acting, and therefore agency and an
agent exist. Yet self-conscious knowledge, he sug-
gested, depends on exposure to the world outside
our minds, or the empirical world. In other words,
to be subjects, we have to have sensory experience.
Subjectivity, consequently, is wholly “in our heads”
but requires a confrontation with the external
world. The resulting concept of the transcendental
subject advanced by Kant consisted in both the
necessity of a thinking thing independent of the
outside world and the necessity of that outside
world to make the thinking thing conscious of
itself (subjectivity). For Kant, all knowledge subse-
quent to fact of self-existence is impossible without
sensory experience. The meaning of the external
world, however, is entirely dependent on the way
in which the human mind works. This view implies
that the paradigm self-conscious human being, or
subject, is destined to become an agent and thus
harbors an incipient agency at birth.

After Kant, the concept of the subject emerged
as the relatively stable notion of a self-conscious
agent. Consequently, in the mature subject, agency
was understood as the ability to cause change or
act by making choices. In other words, the subject
was believed to have agency because he or she
could cause change by choosing among alternative
actions. Insofar as choosing was a key characteris-
tic of the agency of the modern subject, Enlight-
enment thinkers associated agency with freedom
and, by extension, individual autonomy: One
became an autonomous subject by understanding
and accepting his or her freedom, using reason to
make choices.

Because of the influence of modern philosophy,
agency became associated with self-transparency,
self-knowledge, and rational choice making.
Because choice making was understood as a com-
ponent of human agency, today agency is often
associated with matters of epistemology (how we
come to knowledge), ethics (how we discern right
from wrong), and politics (how we act collectively
in the face of uncertain outcomes). In the social
sciences, agency is also understood as a component
of one’s self-perception as autonomous. Owing to

these associations, in educational settings giving
agency to students is often expressed as a goal of
teaching: By working with students on their com-
munication stills, it is thought, communication
educators can help students to better realize their
agency and become social, moral, and political
actors in the public sphere and in private life.

The Posthumanist Critique of Agency

The Enlightenment view of agency and subjectivity
is classically humanist, meaning that it is party to
a larger perspective on the world termed human-
ism. In general, humanism is the view that human
beings have a special status in the universe, a status
that is superior to the supernatural or divine, on
one hand, and a status that cannot be resigned to
scientific naturalism or biologism, on the other. It
is commonly assumed the humanist subject is an
autonomous, self-transparent, fully conscious
agent who acts rationally by making choices. In
the 19th century, this view of the subject and
agency was challenged by a number of thinkers.
For example, Friedrich Wilhelm Nietzsche argued
that humans were motivated by the “will to
power” and made choices that were typically self-
interested. Karl Marx argued that human choices
were constrained by material circumstances and
frequently animated by the interests of those in
power (ideology). Sigmund Freud argued that the
choices of human subjects were often irrational
and motivated by unconscious desires. Together,
the critiques of the Enlightenment agency advanced
by Nietzsche, Marx, and Freud laid the ground-
work for what would come to be known as post-
humanism, a view that would rigorously dispute
human subjectivity as the seat of agency.
Although difficult to define, posthumanism is
the idea that the human being is only one of many
types of beings in the universe and, as such, has no
special status or value (other than, of course, what
human beings assign to themselves). More specifi-
cally, in the theoretical humanities, posthumanism
mounts a critique of the subject as self-transparent,
autonomous, choice making, and rational.
Understandably, if the human subject is not char-
acterized by these qualities, then the Enlightenment
notion of human agency as rational choice making
is also questioned by posthumanism. Many 20th-
century thinkers associated with posthumanism,
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such as Judith Butler, Jacques Derrida, Michel
Foucault, and Jacques Lacan, for example, would
not deny that human agency consists of choices;
they would question, however, the extent to which
such choices were conscious or reasoned, arguing
that they are constrained by larger forces such as
language, ideology, social norms, the threat of
imminent death, and so on.

The frequent rationale for questioning the fully
conscious, rational, choice-making capacity of
human subjects concerns world wars, torture,
genocide, and other atrocities caused by human
beings. For example, although it is unquestionably
the case that many Nazi war criminals made con-
scious decisions to do evil, it is also the case that
many Nazi sympathizers aided and abetted such
evil without consciously doing so. In the latter
instance, the status of agency in the conduct of evil
is unclear. Furthermore, insofar as human reason
can be used toward evil ends (e.g., the rationally
calculated extermination of millions of Jewish
people during World War II), posthumanism
questions the value once afforded to reason by
Enlightenment thinkers.

Because the problem of evil poses complex
questions about the character of agency without
any clear answers, posthumanist thinkers prefer to
leave the status of the human subject open, as if
the concept of the subject is a question itself, never
to be fully answered. Agency after the posthuman-
ist critique in the theoretical humanities is thus
disassociated from full consciousness, choice mak-
ing, freedom, and autonomy, becoming a term for
the capacity to act. The agent, in turn, can be any-
thing that causes change or action.

Agency in Rhetorical Studies

Owing to the Enlightenment legacy of agency,
scholars who study persuasive speaking and writ-
ing (rbetoric) have traditionally taken the
Enlightenment subject for granted. Since the days
of Plato, Aristotle, and the ancient Greeks, rhetori-
cians understood the persuasive process to involve
speakers or writers who consciously developed
their rhetoric by making conscious choices. A per-
suader, or rhetor, would select a topic, then pro-
ceed to outline an essay or speech, selecting some
arguments and ignoring others. The rhetor would
choose the appropriate language and tone of the

address, analyze the intended audience to help
adapt to its expectations, and so on. These assump-
tions about the persuader tend to assume a self-
transparent, autonomous subject.

In the 20th century, however, the influence of
Nietzsche, Marx, and Freud on rhetorical studies
began to shift focus from the agency of the rhetor
to the active understanding of audiences (a psycho-
logical move). The work of Kenneth Burke was
particularly influential in this regard. Burke argued
that persuasion was not the result of arguments
offered by a rhetor but rather the result of identifi-
cation, or the ability of persuader and “persuadee”
to understand each other as sharing a common
identity in some fundamental way (consubstantial-
ity). Diane Davis has even suggested that Burke’s
redefinition of persuasion leads us to the domain of
the unconscious and the possibility that persuasion
is akin to hypnosis. If this is the case, then agency
in persuasive encounter is difficult to locate in any
one individual as it is a shared, unconscious, and
dynamic relation between two or more people.

Because of the posthumanist critique of human
subjectivity, one finds a variety of positions on the
concept of agency among rhetorical scholars at
present. There is no consensus among them about
what agency means; some would even dispute this
summary. Very generally, these positions can be
reduced to three: (1) rhetoricians who continue to
defend the Enlightenment subject and agency as
conscious choice making (humanistic agency), (2)
rhetoricians who understand agency as a complex
negotiation of conscious intent and structural
limitation (dialectical agency), and (3) rhetori-
cians who narrowly define agency as a capacity to
act and the subject as an open question (posthu-
manist agency).

Agency in Social Science

Among social-scientific scholars in communication
studies, the concept of agency has been less contro-
versial, and the literature is decidedly larger in
volume and scope. In various theories of commu-
nication from a scientific standpoint, agency is
assumed to be the capacity to act and is usually
associated with human subjects, as the preponder-
ance of studies of communication concerns humans.
Owing to centuries-old discussions in modern phi-
losophy discussed above, much of the work in
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social-scientific communication theory associates
agency with autonomy. More specifically, agency
in communication theory can be traced to social-
scientific studies that investigate individuals’ self-
perceptions of autonomy, control, and free choice
in respect to a number of cognate concepts, includ-
ing Piaget’s investigations of agency, Albert
Bandura’s studies on the locus of control, and
various explorations of attributional or explana-
tory style. These and similar studies, in turn, are
indebted to classical investigations by Jack Brehm
on reactance and Erving Goffman’s theory of face-
work: Brehm’s work investigated how subjects
reacted to perceptions of constraint, and Goffman’s
focused on the ways in which subjects tend to
work to preserve perceptions of autonomy and
respect for others.

Closely related to common understandings of
agency in social science is the concept of power,
and a number of studies in the area of social and
management psychology have focused on how
various power structures (social, cultural, eco-
nomic, relational, etc.) influence one’s perception
of agency and autonomy in interpersonal dynam-
ics. This research overlaps with scholarship con-
ducted in organizational communication studies.
Because organizational environments often fore-
ground a tension between the human subject and
the housing institution, agency has been a fertile
topic of discussion and debate: To what degree
do organizational norms constrain the agency of
the individual? To what degree do organizational
structures empower an employee? Actor-network
theory has been particularly influential among
organizational scholars in answering these and
related questions.

Finally, owing to the powerful role of nonhu-
man structures on organizations, it stands to rea-
son that the agency of nonhuman things is an
important dynamic worthy of study. Although the
idea of nonhuman agency has been operative of
the fields of linguistics and sociology for decades,
it has become a topic of concern in organizational
communication studies only in the 21st century. In
this respect, Francois Cooren and others have
argued that nonhuman agencies, especially what
Cooren terms textual agencies, are crucial for
understanding organizational cultures.

Joshua Gunn
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AGENDA-SETTING THEORY

Agenda-setting theory, as originally formulated in
1972 by Maxwell McCombs and Donald Shaw,
explains the relationships between the emphasis
that the mass media place on issues and the
importance that media audiences attribute to
those issues. While agenda-setting theory started
out as an explanation of media impact on political
behavior and attitudes during election years—
specifically, the ways that news media coverage
can prioritize issues, or set the agenda, for the
public—in the decades since McCombs and Shaw’s
initial study was published, the theory has inspired
hundreds of subsequent explorations into the
ways that media and other institutions prime and
frame issues and events for their audiences and
therefore influence and shape public opinion,
either intentionally or unintentionally. As a result,
agenda-setting theory has had a profound influ-
ence, not only on mass communication and politi-
cal communication research, but also on the
development of various organizational communi-
cation, persuasion, and diffusion-of-innovations
theories. At the same time, the original theory has
been revised by Maxwell McCombs, one of its
codevelopers, in ways that expand and even con-
tradict one of its key tenets.

Early Days of Agenda-Setting Research

Although McCombs and Shaw were the first
scholars to speak of an agenda-setting function of
the mass media, the idea that media contribute to
audience perceptions, values, and priorities pre-
dates their study. Indeed, McCombs and Shaw
used a famous quotation by political scientist
Bernard Cohen as a way of encapsulating their
own early conception of agenda setting. As Cohen
had observed in 1963, the press “may not be suc-
cessful much of the time in telling people what to
think, but it is stunningly successful in telling its
readers what to think about.” In other words, the
idea behind McCombs and Shaw’s original notion
of agenda-setting theory is that while the media do
not tell us what attitudes or opinions we should
have (what to think) and do not set out to deliber-
ately or purposely engineer public opinion, they do
tell us which issues we should be focusing on

(what to think about)—that is, which issues are
most important and therefore most worthy of
inclusion on our mental agendas.

What was groundbreaking about their 1972
article, “The Agenda-Setting Function of Mass
Media,” was that McCombs and Shaw provided
empirical support for the claim that the news
media priorities become public priorities. Their
article detailed the results of a study they con-
ducted during the 1968 presidential campaign in
which they asked 100 registered yet uncommitted
voters in Chapel Hill, North Carolina, a set of
fairly simple questions: “What are you most con-
cerned about these days? That is, regardless of
what politicians say, what are the two or three
main things which you think the government
should concentrate on doing something about?”
At the same time, McCombs and Shaw analyzed
the political news contents of the mass media used
by Chapel Hill voters during the campaign (four
local newspapers, The New York Times, the news-
magazines Time and Newsweek, and the NBC and
CBS evening news broadcasts). McCombs and
Shaw found an almost perfect correlation between
the issues listed by the voters as most important
and the topics that were given the most space,
time, and prominence in the news media.
Additionally, the priority order given by voters to
the issues almost perfectly matched the relative
amounts of time or space given by the media to
coverage of those issues.

McCombs and Shaw concluded that there is a
strong relationship between the emphasis placed
on issues by the media (that is, the media agenda)
and voters’ own judgments about the salience and
importance of campaign issues (that is, the public
agenda). The researchers suggested that this was a
straightforward, one-way, causal relationship,
meaning that we learn from the media not only
about an issue but also how much importance to
attach to it. More broadly, by seeing an issue cov-
ered in the news media—and seeing it covered
repeatedly and with great emphasis—we come to
share with the media the view that the issue has
legitimacy and thus place it on our own agendas.

Evolutions and Revolutions

The original McCombs and Shaw study inspired
a variety of questions and challenges by other
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communication researchers (and ultimately, even
by McCombs himself). The studies in which these
questions and challenges were investigated resulted
in numerous revisions and extensions to the theo-
ry’s initial formulation. Among the more important
issues raised in the years since the first agenda-
setting research was published are the following:

Who Sets the Media’s Agenda?

Many researchers raised what might appear to
be an obvious question: If the news media set the
agenda for the public, then who (or what) sets the
media agenda? Indeed, several scholars have sug-
gested that the public agenda has an effect on the
media agenda: audiences make clear to the media
(through ratings, audience studies, market research,
and consumption patterns) what they want to
watch and read about, and the media simply
respond. In other words, the media are market
driven and thus give their audiences what they
know will sell. Other scholars have argued that
politicians and public relations practitioners con-
tribute to the setting of the media agenda. In any
case, news organization executives do not con-
struct the media agenda in a vacuum.

How Many Agendas?

Everett Rogers and James Dearing believed that
agenda-setting theory should acknowledge the
coexistence and interrelationships among three
agendas: In addition to the public agenda and the
media agenda, Rogers and Dearing argued, scholars
should also attend to the policy agenda—the hierar-
chy of issues that governments and other policy
makers act on. In some cases, no one group sets the
agendas for the others; rather, the real-world impor-
tance of an issue or event (e.g., a major earthquake
or an act of war) will equally affect all three, and
therefore all three groups will agree on its impor-
tance without one group’s influencing the others.
Agenda building was offered by Rogers and Dearing
as a more appropriate term than agenda setting to
characterize this collective, reciprocal process.

Do the Media (Also) Tell Us What to Think?

The most important challenges to the original
claims of agenda-setting research directly rebut

Bernard Cohen’s claim that the media tell us only
what to think about but not what to think. Indeed,
since the mid-1980s, communication scholars have
published hundreds of studies showing that the
media do tell us both what to think about (which
issues to focus on) and what to think (which atti-
tudes and judgments to have about them).
Moreover, these scholars argue, there is a connec-
tion between the two: The perceived salience of an
issue (the relative prominence given to an issue by
the media and, presumably, agreed on by audi-
ences) is related to the evaluations that audience
members have about the political actors associated
with the issue. Thus, agenda-setting scholarship—
and agenda-setting theory—has expanded to
encompass both the cognitive aspects of the agenda-
setting function (the setting or structuring of the
agenda by the mass media) and its affective or
emotional aspects (influences on how audiences
feel about the items on the agenda).

Central to this expansion have been the concepts
of priming and framing, which McCombs and
other theorists now claim to be natural extensions
of agenda setting. Just as priming a pump prepares
the device to work quickly and readily, the repeti-
tion and prominence given to a media message
about a topic is said to prime our thoughts about
that topic: The topic is brought to the forefront of
our active cognition, becomes more immediately
available to memory, and is thus made more salient
(more quickly and readily remembered). As certain
issues are primed, so are our attitudes about those
issues and their attributes—attitudes that are
formed in part by their media framing.

When applied to news coverage, the term fram-
ing describes the process of organizing, defining,
and structuring a story. Many media theorists
argue that even when journalists intend to be
objective or balanced in their coverage, they neces-
sarily report on issues in ways that give audiences
cues as to how to understand the issues, including
which aspects of the issues to focus on and which
to ignore. Indeed, the core task of all media gate-
keepers—to determine which stories to include or
exclude from a given day’s newspaper or broadcast
and what to emphasize within those stories that
are included—itself frames the issues covered in
their publications and programs. Beyond inclusion—
exclusion decisions, news producers present or
represent issues and political actors in specific
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ways; how a story is told contributes to its framing
and therefore to the communication of how the
issues and actors comprising the story should be
evaluated by the audience. (Even a seemingly
straightforward headline about an election result
inevitably involves a framing choice: An editor
must decide whether the result should be framed as
“Smith beats Jones” or, alternatively, as “Jones
loses to Smith.”)

Limitations to Agenda Setting’s Power

Although agenda-setting theory and research now
encompass both the what-to-think-about and the
what-to-think components of Cohen’s formula-
tion, debate still swirls around the core questions
of media influence, namely, how directly and to
what degree the media set the public agenda.
Recent studies suggest that personal variables can
mitigate the effects of media agenda setting on
individual audience members. Those viewers who
do not find the media (or a particular media outlet
or source) credible are less likely to have their
agendas set by the media. Similarly, viewers who
actively disagree with the news values of the
sources they use (“How could CNN possibly con-
sider that to be an important story?”) will be less
susceptible to the agenda-setting function of the
media. Still, the findings of nearly four decades of
agenda-setting, -priming, and -framing research
provide a great deal of support for the claims first
made in the 1960s and 1970s by Cohen and by
McCombs and Shaw.

David Weiss
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AGGRESSIVENESS

See Argumentativeness, Assertiveness, and
Verbal Aggressiveness Theory

AMERICANIZATION OF MEDIA

At a time when economic, political, environmen-
tal, cultural, social, and even religious issues are
raised on a global scale, communication research
is faced with the question of the media’s power to
influence these issues and their outcome. This
question is usually phrased in terms of the over-
whelming presence of U.S. media and their con-
tents around the globe. Increasingly this power to
influence has come to be recognized as the impact
that the U.S. model of media production and distri-
bution has on non-U.S. media and their reception—a
process known as the Americanization of the
media.

The debate over Americanization began around
the 1800s within the context of cultural, techno-
logical, and economic exchanges between the
United States and Europe, particularly Britain,
France, and Germany. The United States embodied
the essentials of modernity, democracy, progress,
and freedom as it experimented with new and
powerful ideas, values, knowledge, technology,
and symbols. From both inside and outside its
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borders, questions were raised as to how to exer-
cise control over these new and powerful social
forces and to whom this control could be (or not
be) entrusted.

While much of the pioneering work in develop-
ing modern mass media was done in Europe dur-
ing the early 19th century (for example, the penny
press in France), it was, as Jeremy Tunstall argues,
in the United States and especially in and around
New York City that most new media were first
successfully industrialized and sold to the bulk of
the population. While a developing mass-market
economy and urbanization were contributing fac-
tors, the need to integrate and acculturate the
surge of immigrants from countries other than
those of western Europe between the end of the
19th and the beginning of the 20th centuries also
acted as an agent for the pulling together of scien-
tific, technological, financial, entrepreneurial, and
even moral forces to create what was to become
the foundation of the U.S. cultural industries—
contemporary mass media. These were set up to
Americanize the incoming mass of immigrants and
to Americanize the population within the United
States, whose divisive wounds of the Civil War
had not completely healed. Even today the
Americanization of the media is carried on within
the United States when foreign contents are accul-
turated, either through narrative posturing or
through editing, to better fit a preconceived and
homogenizing U.S. worldview.

Over the decades and centuries, then, ideas,
values, knowledge, and artifacts from the United
States have traveled across time and space through
the words and deeds of men and women in every
walk of life: entrepreneurs, teachers, artists, mis-
sionaries, journalists, humanitarians, athletes, mil-
itary personnel, tourists, intellectuals, politicians,
ambassadors, students, scientists, and consultants.
Each served as a representative of what the United
States stood for and, more globally, what America
stood for. The United States became identified with
America, the American dream, and the American
way of life, thus co-opting all the Americas (North,
Central, and South) and all that they contain.

This spreading of things “made in America”—
first into Europe, then into the other Americas and
parts of Asia, and finally touching every region of
the planet—was sometimes imposed, sometimes
solicited, sometimes welcomed, sometimes resisted.

Depending on the host country’s economic, politi-
cal, cultural, religious, social, and historical con-
text and power structures, at times the elites would
resist and the popular would welcome, or the con-
trary would occur. In many cases, the representa-
tives of the United States would side, outwardly or
through intermediaries, with those whose power
to influence the outcome was decisive.

The Americanization of the media is character-
ized by a push—pull dynamic. Media technology
and content, as well as distribution and marketing
strategies and practices, are pushed on importing-
country buyers, raising issues and accusations of
U.S. media imperialism. When someone speaks
of Americanization, the image of an invasion of
media products “made in America” in the local/
national markets immediately comes to mind. But
Americanization also refers to the apprehended
menace of losing one’s cultural identity by “acting
American,” by adopting from the United States
“ways of doing things”—whether in the realms of
politics, economics, or social and cultural prac-
tices. This means adopting the market economy of
media ownership, production, distribution, and
merchandization; the popularization of media con-
tents; the ethics of news journalism (as opposed to
opinion journalism); and the overt and covert alli-
ances between culture and supply economy (as
opposed to publicly funded culture) and between
journalists and decision centers (as opposed to
social critics).

However, there is also a “pull” factor based on
high-quality technology and innovations, content
attractiveness, and effective distribution. As a
result, the importing countries are pressured to
emulate and redefine their policies, modes of pro-
duction, and canons of culture (especially those of
popular culture) along the lines of those prevalent
in the United States. The pull factor, then, can be
interpreted as the political and cultural will to
compete with the United States in the lucrative
global market and also to safeguard national and
regional cultures and identities by aggressively
promoting their own highly attractive, profes-
sional, popular cultural productions. For some this
is seen as beating the Americans at their own
games; for others it is nothing more than a sellout
to the United States.

There is no doubt that the media in the United
States still influence media organization and
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content in other countries (press, music, television,
cinema); the counterinfluence, however, is rarely
acknowledged. Waxing over such key components
as intellectual property and national identities
often fosters Americanization within the United
States. Case in point: Disney made Cinderella and
other figures from the writings of German academ-
ics Jacob and Wilhelm Grimm as American as
Huckleberry Finn. In promoting The Brothers
Grimm, Hollywood portrayed the brothers as
“Will and Jake, traveling con-artists.”

Another case in point is the popular televised
show Deal or No Deal, which is not U.S.-American
but U.S.-Americanized. Because it is broadcast on
a U.S. network with local participants, audiences
assume that it, and its Canadian-born host Howie
Mandel, are American. However the concept was
developed and is owned by Endemol, a Netherlands-
based production company known for creating
such shows as Big Brother and Fear Factor. The
first version of the show was broadcast in the
Netherlands as Miljoenenjacht (The Hunt for
Millions), followed by Australia, which was the
first to broadcast it under the title Deal or No
Deal. Versions of this show are now broadcast in
45 countries across the continents.

The combined weight of history, technology,
and financial entrepreneurship has given the U.S.
media such an overwhelming, self-centered, domi-
nant position that even when the U.S. media
import contents and formats from other countries,
these are Americanized for the audiences within
the United States and assumed as such by other
countries. In this sense, the first successful industri-
alized mass media are the Americanized U.S.
media. For other countries that underwent the
same process of urbanization, industrialization,
and nation building, this first social experiment in
creating a contemporary, popular, urban, industri-
alized culture became a benchmark to be either
emulated, adapted, or resisted.

For every argument that the media outside the
United States are becoming more and more
Americanized, there can be found a counterargu-
ment. The financial capacity to mass-produce and,
more importantly, to effectively distribute U.S.-
American media products, particularly film and
television, across the globe is still impressive. Also
impressive, as investigated by Jeremy Tunstall, are
the large foreign revenues earned by Hollywood

movies and television series through exports to
other countries. Screens everywhere, in airports,
hotel rooms, theaters, private homes, bars, and
waiting rooms, seem to offer an endless array of
films, news reports, sitcoms, reality shows, talk
shows, and sports events “made in the USA.” Such
a massive presence is made possible because,
through technology, financial investments, market-
ing, and merchandising, U.S. operators have
obtained arrangements that favor the cornering of
key distribution outlets and because they can over-
produce and undersell many of the media products
in countries outside the United States. In Canada,
for example, as in many other countries around
the world, the screens of film and television are
overwhelmingly filled with U.S.-American content
simply because the need to fill them is there (the
attractiveness and aggressiveness of the market)
and because it is cheaper to buy American than to
produce and distribute national products.

While the issues at the heart of Americanization
of media have shifted, the importance of the issue
remains. During the decades of the 1960s and
1970s, the concepts and ideologies of cultural and
media imperialism and the question of the hege-
monic power of the U.S.-American media were an
integral part of the battle between capitalism and
Communism over the establishment of a new world
order. At the same time, documented research has
shown that, with the possible notable exception of
music, national popular culture, while less favored
in terms of exposition and financing, regularly wins
the favor of the reading, listening, and viewing
audiences. National media products reflect and
may differentiate and reinforce cultural identities
and even shore up resistance to Americanization.
This does not mean that U.S. media will not impinge
on values, norms, belief systems, mentalities, habits,
rules, technologies, practices, institutions, and
behaviors of non-U.S. Americans. Evidence to sup-
port this is quite strong, and those who argue that
cultural resistance and adaptation can not only suc-
cessfully counter Americanization but, in fact, de-
Americanize national media underestimate the ties
between U.S. cultural industries and the economic,
military, and political interests of the United States
and its power to influence change on a global scale.
These ties are powerful in the sense that they allow
cultural industries, in their own right, to wield
power, defined as the ability to bring forth the
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results one wants and, if necessary, to change the
behavior of others to make this happen.

While this power to bring about desired change
can no longer be expressed in terms of imperialism,
of a forceful imposition on passive recipients
reduced to a state of colonized people, it can be
expressed in the Gramscian vocabulary of hege-
mony, particularly when a country’s economy is
founded, more and more, on mass consumption
and on lifestyles for which the media are the major
promoters and working agents. Adapting national
standards, policies, and habits to accessible, popu-
larized, and (relatively) low-cost imported U.S.-
American media practices (genres, modes of
production, programming, marketing, distribution,
and merchandizing) is really adopting a politicoeco-
nomical model that gears cultural products to fuel
an economy based on a lifestyle of consumption. In
this sense, the Americanization of the media is
occurring not necessarily through their content but
through the ties that interlock cultural industries
with economic, political, and even military power
interests within and outside the United States.

The United States’ cultural influence is put to
the test, and attested, when non-American and
non-Western countries that have adopted the
industrialized U.S. mass media system actively seek
to acquire, either outright or through international
coproduction, the hardware and software to foster
and strengthen their own cultural identity and to
better resist Americanization. Ironically, the way
to counter and resist the influence of U.S. media is
to accelerate the process of cultural exchange and
diversity by using the very technology and prac-
tices that gave and still are giving dominance to the
U.S. media.

Today the debate over Americanization of the
media has moved from the spotlight of the interna-
tional political arena to the more tempered circles
of academia and international bodies such as the
United Nations Educational, Scientific, and Cultural
Organization and the World Trade Organization,
under the repeated and sustained critiques from
fields of inquiry as diverse as political economy,
cultural studies, postmodernism, and postcolonial-
ism. But because this issue is now absent from the
political, economic, and cultural public agendas of
governments does not mean it does not have eco-
nomic, political, and cultural implications; in fact,
given the globalization of media, the issue remains

pressing. The United States was the first country to
shape a media-based, modern, industrial, urban
popular culture. The early capability to mass-
produce, to attract hardworking, mobile, skilled
migrants, and to expand trade certainly helped
spread U.S.-American cultural products, entrepre-
neurship, and commercial practices abroad. Today
the tendency toward Americanization of global
media remains strong chiefly because the history of
media production and urban culture is interlocked
with the history of U.S. economic, political, and
military power, which, in turn, has created an
uneven playing field for the many newly competing
national and regional cultural industries and their
specific audiences.

To study the Americanization of the media, one
needs to take into consideration two intercon-
nected historical questions: First, what are the
economic, technological, political, military, and
social interests that Americanization best serves,
and second, what are the social, economic, and
political constraints countries must overcome to
best appropriate the U.S. cultural industries’ power
to influence?

Roger de la Garde
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ANXIETY/UNCERTAINTY
MANAGEMENT THEORY

The anxiety/uncertainty management (AUM) the-
ory, developed by William B. Gudykunst, explains
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how strangers can practice communication effec-
tiveness via the mindful management of anxiety
and uncertainty levels of interaction. The root of
the AUM theory was based on an integration of
the uncertainty reduction theory of Charles Berger
and the social identity theory of Henri Tajfel.
AUM theory is one of the major intercultural com-
munication theories that explains the antecedent,
process, and outcome dimensions of intergroup
(intercultural) and interpersonal communication
effectiveness.

The fermentation stage of the AUM theory first
appeared in 1985 with a strong emphasis on effec-
tive intergroup communication process. Several
versions later, the first “official” version of the
theory—labeled clearly as the AUM theory—
appeared in 1993. The theory was intended to be
a practical theory to improve the quality of inter-
group and interpersonal relations. In a later rendi-
tion, in 1998, the AUM theory was extended to
explain effective intercultural adjustment pro-
cesses. The building-block concepts of the theory
include strangers, anxiety, uncertainty, thresholds,
mindfulness, cross-cultural variability, effective
communication, and intercultural adjustment.

According to the basic premise of the AUM
theory, when individuals encounter strangers or
culturally dissimilar others, they often experience
both anxiety and uncertainty. The concept of
stranger is drawn from the sociological work of
Georg Simmel, which held that a stranger can
reflect both near and far qualities; nearness con-
notes physical closeness, and remoteness refers to
dissimilar values, outlooks, or behaviors. From
this stranger—in-group, figure—ground context,
AUM theory emphasizes the notion that almost all
initial interactions are both intergroup and inter-
personal in nature and characterized by anxiety
and uncertainty.

Anxiety refers to affective feelings such as
uneasiness, awkwardness, confusion, stress, or
apprehensiveness about what might occur in the
encounter. Uncertainty, on the other hand, is a
cognitive phenomenon and involves both predic-
tive uncertainty and explanatory uncertainty. While
predictive uncertainty refers to our inability to pre-
dict strangers’ attitudes or behaviors, explanatory
uncertainty refers to our inability to come up with
a coherent explanation for strangers’ unfamiliar
behaviors. In addition, as individuals navigate

across cultural boundaries, they have minimum
and maximum thresholds for tolerating anxiety
and uncertainty. Too much or too little anxiety or
uncertainty hampers intercultural communication
effectiveness.

For example, when emotional anxiety is too
high, cultural strangers would tend to communi-
cate on automatic pilot and interpret dissimilar
others’ behaviors using their own cultural frame of
reference. However, when emotional anxiety is too
low, they might act in a very indifferent or ethno-
centric manner. Likewise, when cognitive uncer-
tainty is too high, cultural strangers would not be
able to accurately interpret each other’s incoming
verbal and nonverbal messages. When cognitive
uncertainty is too low, cultural strangers might
overrely on stereotypes to decode the intercultural
interaction episode and make overgeneralized
attributions.

The final version of the AUM-based effective
communication theory has 47 axioms that deal
with relationships among self-concept, motivation
to interact, reaction to strangers, social categoriza-
tion of strangers, situational processes, connec-
tionswith strangers, ethical interactions, uncertainty
management, anxiety management, mindfulness,
and communication effectiveness. Two of the
AUM axioms provide an illustration:

Axiom 5: An increase in perceived threats to our
social identities when interacting with strangers will
produce an increase in our anxiety and a decrease in
our confidence in predicting their behavior.

Axiom 37: An increase in our mindfulness of the
process of our communication with strangers will
produce an increase in our ability to manage anxiety
and an increase in our ability to manage our
uncertainty.

According to the core thrust of the AUM theory,
intercultural or intergroup communication is effec-
tive when individuals are able to maximize under-
standings and minimize misunderstandings. In order
to achieve this meaning coordination process, indi-
viduals have to learn to be mindful. The character-
istics of mindfulness are derived from the social
psychology research work of Ellen Langer in 1989.
To be mindful means being open to new informa-
tion and multiple cultural perspectives, creating
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more differentiated categories to understand cul-
tural strangers’ viewpoints, and being sensitive to
the complex process of meaning negotiation between
different identity groups. Mindfulness serves as the
key moderating process between the two underly-
ing causes (anxiety management and uncertainty
management) and communication effectiveness.

For example, in applying the AUM theory to
the intercultural adjustment process, strangers or
sojourners need to keep their anxiety and uncer-
tainty levels within the threshold ranges so that
they can activate mindfulness. Mindfulness, in the
stranger—host cultural context, can mean increas-
ing cultural knowledge about and language skills
of the unfamiliar culture or increasing the tendency
to describe rather than evaluate negatively the host
nationals’ “bizarre” behaviors. In addition, mem-
bers of the host culture can be mindful of such
conditions as receptivity levels to strangers and
how perceptions of discrimination can decrease or
increase anxiety or stress in a new cultural milieu.
Finally, cross-cultural value dimensions such as
individualism—collectivism and weak—strong uncer-
tainty avoidance are incorporated in the AUM
theory to predict the influence of cultural values on
strangers’ cultural adjustment process. Based on
the core tenets of the AUM theory, an intercultural
adjustment training blueprint has been developed
with the overall goal of helping sojourners to
adjust effectively to a new and unfamiliar cultural
landscape.

Stella Ting-Toomey
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ARCHEOLOGY AND GENEALOGY

Although the terms archeology and genealogy
have established meanings in other disciplines, in
the context of communication theory they are
most often associated with methods for research-
ing the past proposed by French theorist Michel
Foucault. The goal of both archeological and
genealogical approaches to history is to uncover
how it is that certain ways of thinking and
approaches to knowledge have become “common
sense.” Archeologies of history tend to be directed
toward uncovering the moments at which various
ways of knowing come to be dominant and insti-
tutionalized, thus demonstrating how contingent
the “taken for granted” has always been.
Genealogies of history seek to tie these archeo-
logical shifts in knowledge and consciousness to
broader historical transformations and the exer-
cise of power behind those transformations.
Both archeology and genealogy provide research
approaches that question whether the develop-
ment of communication theory and practice is the
result of continual refinement and evolution or the
result of historically contingent shifts in power.
Both of these methodologies spring from a fun-
damental skepticism about the nature of traditional
histories. Foucault argues that most historical
accounts suffer from a variety of interlinked but
functional shortcomings. Stated simply, conven-
tional accounts of the evolution of thought and
historic events vastly oversimplify both those events
and their causes. While this is an inherent quality of
all histories, Foucault believed that the creation of
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knowledge about the past serves as part of a
broader project by which people and institutions
determine what range of truths will be widely
accepted. Thus, rather than simply reflecting what
“really” happened in the past, histories document
those ideas, institutions, and political actors who
emerged victorious from highly contested struggles
over truth, meaning, and power while excluding or
marginalizing other ideas, institutions, and people.
In the case of histories of knowledge and technol-
ogy, presenting the past as an orderly unfolding of
ever increasingly rational and accurate ideas about
science, government, education, and society is not
only an oversimplification but a distortion. Rather
than simply tracing major refinements in ways of
thinking, such histories conceal struggles over truth
and meaning whose outcomes were never inher-
ently more superior, accurate, or inevitable than
other potential outcomes. Equally important, they
silence those individuals, ideas, experiences, and
ways of living that did not prevail, erasing their
existence from the historical record. Similarly,
Foucault argued that political, economic, and social
histories similarly serve to legitimate the power and
authority of the victors of past power struggles,
while overlooking the real power relationships that
impact people on a day-to-day basis.

The problem with traditional histories is not
simply that they are dishonest or incomplete but
that they establish a “commonsense” or “taken for
granted” understanding of the past that serves to
continue and reinforce the power of the winners of
those distant struggles into the present. By defining
the range of ideas and outcomes that are conceiv-
able under our commonly held understandings of
what truth is; what ideas, institutions, and tech-
nologies are legitimate; and what ways of living
are healthy and moral, histories shape and fore-
close possibilities in the present. Thus, Foucault
saw the creation of knowledge—and especially
historical knowledge—as inseparable from the exer-
cise of power. And histories constitute a particu-
larly effective and problematic form of “knowledge/
power” in that they simultaneously reproduce the
exercises of power that underlie our stories about
the past, while cloaking those exercises of power
by presenting contemporary understandings as
largely uncontested and inevitable.

The first research approach Foucault developed
in an effort to simultaneously expose and remedy

these tendencies was what he termed archeology.
As with all his approaches to research methodol-
ogy, archeology is premised on the belief that the
exercise of mundane, localized, and bureaucratic
authority and ideas is more important in shaping
peoples’ lives than are the traditional big-picture
events covered by conventional histories, such as
the procession of governmental leaders or the con-
duct of wars. This premise has several important
methodological ramifications. First, archeologies
tend to focus on specific bodies of scientific or
bureaucratic practice and knowledge in order to
determine how they inform contemporary taken-
for-granted understandings about such generally
uncontested areas of “truth” as medicine, psychia-
try, and the human sciences in general. Second,
archeologies focus on what Foucault described as
discourses—interrelated sets of statements that
serve to convey, embody, and reinforce a range of
valid claims about what is true and knowable by a
given group of people at a given time. Foucault
argued that these systems of truth claims by which
certain knowledges are possible, or discursive for-
mations, largely work below the consciousness of
authors and actors but may be ascertained by
examining the documents and statements by which
knowledge is practiced and promulgated. Thus,
while the term archeology suggests an effort to dig
beneath the surface of conventional accounts of
the past to uncover the “truth,” Foucault actually
believed that the ideas, stories, experiences, and
struggles that are otherwise excluded or marginal-
ized by traditional histories are readily ascertain-
able by looking at the surface of texts and artifacts
from the past, which then allow the researcher to
dig beneath the consciousness of those who cre-
ated those texts and artifacts. By focusing on the
ways that contemporary understandings of such
issues as mental illness and medical knowledge
gained the status of common sense, archeology
involves exploring discourses by which those sys-
tems of knowledge achieved dominance. In so
doing, archeologies seek to demonstrate how such
taken-for-granted truths are actually contingent
and contestable products of specific exercises of
power at specific times and in specific places.
Foucault’s subsequent genealogies were intended
to build on the method of archeology while tracing
the processes by which one set of discursive forma-
tions yields to another. Actively disputing histories
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of thought that present the evolution of knowledge
as the manifestation of increasingly rational or effi-
cient ways of thinking, genealogies seek to expose
the ways that transformations in knowledge are
both driven by and inseparable from shifts in power.
This involves a study, not only of such archeological
sources as texts and artifacts for the discourses they
reveal, but also of broader social power relations
that actually help animate the emergence of certain
discourses and the disappearance of others. Thus,
genealogy involves the simultaneous analysis of
discourses and of the ways those discourses are
integrated into and reproduced by personal habits,
social norms, institutional rules, governmental
agencies, and the like. For example, Foucault’s
genealogies trace the ways that knowledge about
sexual and criminal deviance is both reflected in
and reproduced by individuals and institutions as
part of broader projects to extend social control
over bodies. In seeking to expose both the ways that
knowledge and power are linked (as with archeolo-
gies) and the ways that shifts in commonsense
knowledge result from specific power struggles and
historical contingencies, genealogies seek to chal-
lenge simultaneously the grand narratives of tradi-
tional histories and the “taken for grantedness” of
contemporary systems of knowledge and belief.

John Carr
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ARGUMENTATION THEORIES

No single theory of argumentation exists. Instead,
a constellation of features and concepts drawn

from philosophy, rhetoric, and social theories
infuses different concepts and explanations of
argumentation. Since ancient times, an emphasis
on rationality and reasonable communication dis-
tinguished argumentation from other kinds of
communication. Argumentation is a cooperative
process in which communicators make inferences
from various grounds and evidence; provide justi-
fications for their conclusions or claims based on
those starting points; choose among disputed
options in controversies; and promote, defend, and
amend positions and standpoints in response to
other participants in the argumentative processes.

In contrast to formal logic, argumentation
emphasizes practical reasoning, the everyday argu-
ments that people use to solve disputes in interper-
sonal and public contexts. Examining products,
processes, and procedures provides general per-
spectives for theorizing argumentation. Pragma-
dialectics, the new rhetoric, and narrative paradigms
explain and offer prominent frameworks for theo-
rizing about argumentation.

General Perspectives for
Theorizing Argumentation

Joseph Wenzel conceptualized three perspectives
for studying argumentation theory: products
derived from logic, processes associated with
rhetoric, and procedures connected with dialectic.
These perspectives have been reconfigured by
some theorists to take into account the different
fields or spheres in which they occur.

Products From Logic

Argument products extend the concepts of for-
mal logic, a correct form of reasoning based on the
linguistic progression that moves from a certitude
stated in a major premise to an assertion of condi-
tions in the minor premise and ends with a claim
solely derived from both premises. Informal logic
emphasizes everyday reasoning in which people
make inferences, draw conclusions, and reason
from one set of options to another in order to
resolve disagreements or solve public problems. A
long tradition of pedagogy based on informal logic
theorized about argument products as different
types of evidence, reasoning, and methods for cre-
ating and evaluating arguments.
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Evidence, the primary feature of argument
products, consists of one or more grounds that
arguers put forth as the basis for believing their
claims. Naming and identifying adequate evidence
is a common approach for teaching argumentation
theory. Evidence consists of definitions, testimony,
examples, personal experiences, history, and statis-
tics located in complicated chains of reasoning
found in speeches, essays, literary works, propos-
als, and other discourses. Pedagogical approaches
to argumentation establish explicit norms and
standards for evaluating a particular type of evi-
dence. For example, a norm for assessing the qual-
ity of statistical evidence depends on the extent to
which numerical measures derive from reliable and
valid methods that are up-to-date and generaliz-
able to populations other than those from which
the statistical evidence originated.

Of equal importance are the types of logical
connections that supply the implicative structure
in arguments, including signs, examples, cause—
effect, analogy, authority, and definition. Argu-
mentation pedagogy explicates the different types
of reasoning and the relevant implicative structure
that links evidence to claims. If an argument fails
to meet these standards, a fallacy may result.
Fallacies are errors in reasoning that deceive an
audience by seeming to prove a claim based on a
faulty inference. A cause—effect argument, for
example, should establish a relationship between
two events so that the first brings about the sec-
ond; that is, the high price of oil is the cause of
inflation. A type of fallacy, false cause (post hoc),
results when two events or actions occur at the
same time and the arguer infers that one event is
the cause of the other without considering other
possible causes. Errant logical connections lead to
a variety of other fallacies resulting from appeals
to authority, pity, fear, the majority, or tradition.
Because fallacies are both common and interesting,
teachers often engage students in diagnosing the
errors in argument products and explaining how
flawed arguments can be avoided.

Wayne Brockriede and Douglas Ehninger
adapted a model developed by philosopher Stephen
Toulmin for teaching argumentation that describes
and evaluates a unit of proof as an argument prod-
uct by creating a visual construction of its parts.
Diagramming begins with a claim: the judgment or
conclusion that the arguer wants someone to

accept. The diagram identifies the evidence
(grounds or data) that serves as the basis for the
claim and the warrants that make the connection
between the evidence and claim. A reservation
placed under the claim states the conditions under
which the claim does not hold, and a qualifier
acknowledges a limitation on the generalizability
of the claim, using words like most, many, or
some. Backing provides additional evidence to
support the warrant. Although Toulmin diagrams
proved to be a useful tool for teaching students
about logical products, they have limited potential
as a method for analyzing and evaluating complex
argumentative processes.

Processes From Rhbetoric

The conception of argument processes derives
from rhetorical theory and concentrates on the
ways people argue in interpersonal and public
interactions. Processes of practical reasoning con-
centrate on reasoned and purposeful rhetorical
interactions that seek to resolve disagreements and
disputes.

One simple concept of practical reasoning is the
enthymeme, a truncated syllogism in which one or
more of the premises or the conclusion is unstated
but supplied by the audience to complete the argu-
ment. Examples of condensed arguments of this
type are abundant. Many advertisements use
enthymemes that present a conclusion—buy this
brand of cola or vote for this candidate—that rely
on audiences to fill in the missing premise and
thereby supply the logical principles on which the
conclusion is based. Enthymemes appear in many
argumentative processes because audiences com-
monly contribute to the meaning of the reasons.

Argumentation processes take into account the
rhetorical resources used by arguers in interper-
sonal and public disputes. For example, theories
about argumentation processes consider the uses
and effects of multiple chains of reasoning of com-
plex arguments and counterarguments that involve
rhetorical concepts, such as arguers’ character, sty-
listic features of the discourses and interactions,
and exigencies of the situation that generated the
argument. Other relational, ideological, or ide-
ational concepts impact argumentation processes
in substantive ways. Examining the intricacies of
argumentation processes reveals how arguers find
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and construe issues; what choices they make
regarding evidence; what strategies they use to
assert, modify, and refute arguments of others; and
how arguments are first assembled and then altered
in the process of resolving disagreements and mak-
ing decisions. This process perspective applies to
analyses of the development, use, and outcomes of
argumentation in marital disputes, children’s play-
ground disagreements, and roommate conflicts and
investigations of complex public policy disputes
such as those involving women’s rights, immigra-
tion, global warming, and stem cell research.

Procedures From Dialectic

Argument procedures include explicit and
implicit rules and interactional protocols that
influence disputes and reveal the situational con-
straints and cultural norms affecting argumenta-
tive processes. Dialectic, the art of arguing for or
against an issue from a particular standpoint, pro-
ceeds according to rules and norms agreed on by
disputants, such as searching for probable truths,
avoiding fallacies, and resolving controversial
issues. Strategic dialectical processes are planned
interactions that arguers employ to test ideas by
asserting and defending standpoints and by refin-
ing and reformulating evidence, claims, and infer-
ential patterns in response to the reasoning of
other disputants. Dialectic is a cooperative means
of arriving at a reasoned decision according to
specific procedures.

Dialectical procedures help to promote ethical
argumentation and enable disputants to reason in
a civil manner. Several features characterize dialec-
tical procedures: (a) Arguers cooperate in obeying
rules in order to achieve a common purpose;
(b) arguers present complete and accurate content;
(c) arguers are open about their positions and
standpoints and clear about the ideas they offer to
support them; (d) arguers apply rigorous standards
for presenting their own arguments and evaluating
those of other disputants; (e) arguers respect other
disputants; and (f) arguers act as restrained parti-
sans who retain a standpoint at the same time they
show a willingness to accept the amendments and
judgments of others toward that standpoint.
Parliamentary procedure is an example of a proce-
dure that regulates the structure, content, and ethi-
cal interaction during decision-making processes.

Spheres

Some theorists reconfigure products, processes,
and procedures of arguments according to the
different fields or spheres in which they occur.
Thomas Goodnight and others elaborated this
construct by examining contextual similarities
among spheres—collections of people or groups,
organizations, and professions—that interact with
one another to make decisions or resolve dis-
putes. The reasonableness of argumentation in a
particular sphere depends on how arguers con-
struct reasons; engage with others; and support,
defend, and amend issues and standpoints accord-
ing to the norms and rules of a sphere. For exam-
ple, differences exist between personal, technical,
and public spheres because arguers emphasize
different procedures and processes in construct-
ing and evaluating evidence, providing justifica-
tions, using language, and pursuing specific goals
of a sphere. In personal spheres, arguers seek to
resolve interpersonal disputes by identifying issues
and negotiating outcomes according to mutually
agreed-on rules. Friends and coworkers tend to
resolve their disputes in personal spheres. Argu-
mentation in technical spheres, however, adheres
to explicit rules of evidence and modes of justifi-
cation that direct reasoning processes toward
specific goals and outcomes. The scientific and
legal professions are exemplars of technical
spheres. Public spheres are discursive arenas in
which arguers take into account customs, tradi-
tions, and requirements of a polity and deal with
the public business in deliberative forums, such as
town meetings, legislative arenas, or the Internet.
In counterpublic spheres, minority groups argue
in ways that challenge and resist the standpoints
defended by those holding positions of public
power. Sphere theories construe argument prod-
ucts, processes, and procedures in innovative
ways that bring attention to the importance of
various contexts, goals, and procedures of argu-
mentation theories.

Sample Theories

Various frameworks have been developed to theo-
rize the argumentation process. Three sample the-
ories will be discussed here: pragma-dialectics, the
new rhetoric, and the narrative paradigm.
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Pragma-Dialectics

Pragma-dialectics, an argumentation theory
introduced and refined by theorists at the University
of Amsterdam, relies on reasoned and orderly dia-
lectical procedures and practical reasoning pro-
cesses for resolving differences of opinion. This
perspective emphasizes how particular speech acts
used in social-reasoning processes increase or
decrease the acceptability of arguers’ controversial
standpoints in disputes. This perspective stresses
both the dialectical procedures and the instrumen-
tal and pragmatic goals that arguers pursue. One
key procedural rule is that proponents of a stand-
point must defend their positions when requested
to do so, and another is that arguers must defend
standpoints using correct argumentative schemes
that address the patterns of inference underlying an
argument. A scheme consists of types of arguments,
such as appeal to authority, cause—effect reasoning,
or analogy. Explicit standards exist for judging a
particular scheme, such as determining whether an
analogy shows sufficient similarity to another idea
that it establishes a reasonable connection.

Argument analysis is the primary goal of pragma-
dialectics. After categorizing a dispute according to
sequential stages of confrontation, opening, argu-
mentation, and conclusion, analysts then describe
the disputed issues, identify standpoints of the
arguers in relation to those issues, state the explicit
and implicit arguments associated with disputants’
standpoints, and explain the complex structures
and standards that apply to the arguments. Speci-
fically, analysts utilize pragma-dialectics to explain
disputes according to the interplay of argumen-
tative speech acts, instrumental goals, and dialec-
tical procedures. Speech acts take the form of
arguers’ verbal claims—assertives, declaratives,
and expressives—offered to support, defend, and
amend specific standpoints. Instrumental actions
consist of the strategic maneuvers that arguers
employ to achieve their goals by accommodating
their ideas to others. Strategic maneuvers demand
consideration of the sufficiency of evidence, the
commitments implicated in the speech acts, and the
schemes utilized in relation to arguers’ standpoints.
Resolving disagreements also depends on how
arguers meet their dialogical obligations of coop-
eration, thoroughness, and the presentation of
appropriate evidence. Pragma-dialectic analysis

can be applied to resolutions of simple disagree-
ments between a tenant and an apartment manager,
for example, as well as complex disputes in legal
forums and international negotiations.

The New Rbetoric

The new rhetoric emphasizes appeals to values
as the primary means that arguers use to persuade
others. Audiences consist of ensembles of people
from whom arguers seek adherence to their claims.
In order to make their claims acceptable to audi-
ences, arguers construct reasons based on premises
that come from facts (ideas that are of general
knowledge and are verifiable), presumptions
(shared and generally believed ideas about reality),
and wvalues (judgments about what is good or
moral in society). Gaining audiences’ adherence to
arguments depends on how arguers make connec-
tions between their own values and those of their
audiences. The particular audience consists of real
and definable groups of people that arguers seek to
persuade in a specific situation. Voters in a city
election, for example, are the particular audience
addressed by a city council candidate. The univer-
sal audience is not the real ensemble of people
addressed but is instead an ideal of competent and
reasonable people holding universal values of jus-
tice, fairness, and equality. In order for arguers to
gain the adherence of audiences to the reasons they
put forth, the arguers must explicitly address the
values of their particular audience and implicitly
invoke the values of the universal audience.

Argument types depend on values. The quasi-
logical argument, for example, creates illusions
about the connection between claims and the audi-
ence values on which those claims are based. These
arguments are partially logical because they contain
the structure of arguments, value associations, and
connections, but not the logical content. For exam-
ple, when legislators claim that new taxes hurt the
middle class more than the upper class, they give
the impression that the tax code is unfair although
the taxes may in fact reduce the income of the
upper class by a higher percentage than they do the
income of the middle class. The persuasiveness of
arguments about taxation policy depends on argu-
ers’ and audiences’ sharing values of fairness rather
than on causal logic based on facts. Another type,
arguments based on the structure of reality, justifies
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arguers’ positions by linking them to audiences’
opinions and experiences of reality. For example,
when arguers claim that global warming is a threat
to the future of the planet, arguers rely more on
their audiences’ opinions and experiences related to
climate change than on their own ideas. This type
of argumentation assumes that audiences already
hold a view of reality, and so arguers create reasons
directly aligned with audiences’ preexisting knowl-
edge of reality. In contrast, arguments establishing
the structure of reality promote a view at odds with
the reality familiar to audiences. In this type of rea-
soning, arguers utilize examples, analogies, and
models to construct a reasonable view of reality
that is not part of the audiences’ knowledge. For
example, to create a structure of reality for a crimi-
nal trial, defense attorneys may try to construe a
criminal action as accidental rather than intentional
based on the supposed reality in which it occurred.
Although the jurors have no direct knowledge of
the circumstances surrounding the crime, the
defense attorney creates a reality (a description of
circumstances) based on analogies of events famil-
iar to jurors. The attorney’s descriptions serve as
the basis for arguments showing that an action was
accidental, not intentional.

The new rhetoric explains arguers’ strategic
uses of reasoning based on associations and dis-
sociations of ideas and issues in ways that gain
audiences’ adherence. The reasonableness of argu-
mentation process is influenced, not by external
rules or norms, but by arguers’ explicit and implicit
connections of their reasoning to the values of the
particular and universal audience.

Narrative Paradigm

Narrative paradigm theory also conceptualizes
rhetorical processes of argumentation influenced
by values. Although stories are not the most com-
mon form for expressing arguments, they are a
prominent kind of practical reasoning used by
arguers to influence their audiences. Narratives
convey specialized social knowledge that evokes
reasoned responses from audiences but does not
rely on the same kinds of evidence, modes of infer-
ence, and justifications typical of other products
and processes of argumentation. Instead, narra-
tive reasoning depends on how audiences make
meaning from the values embedded in narratives

and how these values inform their judgments and
actions. Narratives contain both a logic and a
rationality derived from how audiences attribute
coherence and fidelity, along with probability, or
the likelihood that the events described could have
happened, to the stories they hear, read, and see.
Coberence refers to the internal fit of the narrative
parts, that is, the consistency of characters, action,
dialogue, and setting. Fidelity relates to the truth
value of the story, whether the narrative fits with
the experiences of the audiences and their notions
about sound reasoning. Taken together, both cre-
ate narrative rationality, a quality that enables
people to understand the actions of others and
judge narrative accounts as reasoned explanations
of human choice and action. Values are the core of
narratives because they supply good reasons that
authorize, sanction, or justify certain kinds of
beliefs and actions for audiences. Good narrative
reasoning embodies characteristics similar to other
argumentation processes; it includes facts, assumes
relevance, contains inferential patterns, embodies
coherence and consistency, and addresses tran-
scendent issues.

Narrative paradigm theory de-emphasizes infor-
mal logical products and stresses argument pro-
cesses as social constructions of values. Narrative
rationality applies to argumentation in fictional
literature, television and stage dramas, and biogra-
phies and autobiographies, as well as to processes
of jury decision making, organizational advocacy,
and many kinds of political discourse. Some com-
munication theorists apply narrative paradigm
theory so generally that they lose sight of the cen-
trality of practical reasoning processes and values
and instead concentrate on narrative as a general
idea related to communication practices.

Conclusion

Argument theories examine practical reasoning
products, processes, and procedures. Theorists are
indebted to traditions of logic, rhetoric, and dialec-
tic for the concepts they have appropriated, modi-
fied, and constructed to explain argumentation.
Early theories of argumentation developed in re-
sponse to pedagogical goals. Later theories of
pragma-dialectics, the new rhetoric, and narrative
paradigm responded to pragmatic, analytical, and
interpretive goals pertinent to the use of reasoning
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as a means of settling disagreements or disputes,
making critical decisions, and socially constructing
knowledge. In this way, argumentation theories
are constellations of concepts that explain the cen-
trality of reasoning to theories of communication.

Janice Schuetz
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ARGUMENTATIVENESS,
ASSERTIVENESS, AND VERBAL
AGGRESSIVENESS THEORY

Predispositions toward aggressive communication
have been found to explain much of a person’s

message-sending and message-receiving behavior.
Understanding the role of aggressive communication
in conflict provides valuable insight into communi-
cation behaviors people exhibit when disagreement
exists. Individuals engaged in aggressive communi-
cation often adopt “attack” and “defend” modes of
thinking and behavior. These behaviors can be
employed destructively as well as constructively.
This entry defines aggressive communication, distin-
guishes constructive from destructive symbolic
aggressive communication, describes assertiveness,
argumentativeness, hostility, and verbal aggressive-
ness, and explores consequences of constructive and
destructive aggressiveness in relationships.

Symbolic Aggressive Communication

The first distinction made in categorizing aggres-
sion is physical versus symbolic. Aggression can
take both physical and symbolic forms. Physical
aggression involves the aggressor’s forceful use of
his or her body (roughly handling or striking
objects or others). Symbolic aggression involves
the aggressor’s forceful use of his or her communi-
cation (words, gestures, facial expressions, vocal
tone, etc.). It is this latter set of behaviors with
which aggressive communication is concerned.

Symbolic aggression can be divided into two
types: constructive and destructive. Aggressive
communication is composed of not one, but sev-
eral traits, including assertiveness, argumentative-
ness, hostility, and verbal aggressiveness. Each of
these traits interacts with environmental factors to
produce message behavior.

Constructive Aggressive Communication

Assertiveness is considered a constructive trait
because it involves verbal and nonverbal symbols
to exert control, obtain justified rewards, and stand
up for one’s rights. Individuals who are assertive
can use symbols aggressively but tend to do so in
socially acceptable ways. One facet of assertiveness
is argumentativeness, defined as a stable trait that
predisposes individuals involved in a conflict to
defend positions on controversial issues and to ver-
bally attack the positions of others. Argumen-
tativeness is considered a subset of assertiveness as
all arguing is assertive communication, but not all
assertiveness involves arguing.
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Individuals differ in their levels of trait argu-
mentativeness and can be classified into three
groups: high, low, and moderate. A person high in
argumentativeness enjoys arguing and will eagerly
and readily use arguments to attack others’ posi-
tions and defend their own positions on issues.
Highly argumentative individuals view arguing as
an intellectual challenge and as an exciting com-
petitive situation that allows them to display to
others how communicatively skillful they are.

People low in argumentativeness often feel
uncomfortable about arguing before, during, and
after the event that calls for argument. They fre-
quently lack the motivation, desire, and skill to
argue across most situations and generally avoid
talking about controversial issues because it makes
them uncomfortable. Those low in argumentative-
ness can even hold negative beliefs about arguing.
Individuals can also be moderate in argumenta-
tiveness. There are three types: conflicted, apa-
thetic, and neutral.

Conflicted feelings often cause moderates to be
highly emotional when it comes to arguing; they
can feel compelled to argue due to their level of
competitiveness yet be highly anxious about argu-
ing due to their fear of failure. Apathetic-moderate
argumentatives tend to be low in emotion when it
comes to arguing yet feel little to no anxiety about
engaging in an argument. Neutral-moderate argu-
mentatives normally argue only when they see
some good coming out of it and feel that they have
a good chance of winning.

Destructive Aggressive Communication

There are two destructive forms of symbolic
aggressive communication: hostility and verbal
aggressiveness. Hostility is exhibited in interper-
sonal communication when people use messages to
express irritability, negativity, resentment, and sus-
picion. Irritable communicators usually have quick
tempers, show little patience, are moody, and
appear exasperated when things go wrong for
them. Negative communicators typically express a
great deal of pessimism, display little cooperative
effort, and often are antagonistic toward authority,
rules, and social conventions. Resentment is
expressed through jealousy and brooding about
perceived slights, either real or imagined. Suspicion
is communicated by distrust of others.

Verbal aggressiveness is defined as the tendency
to attack the self-concept of individuals instead of,
or in addition to, their positions on topics of com-
munication. These attacks most commonly take
the form of character attacks (e.g., “You’re a liar
and a cheater!”), competence attacks (e.g., “You
can’t do anything right” or “You’re a lousy
lover”), teasing, ridicule, profanity, maledictions
(i.e., wishing someone harm, as when we say to
someone, “Drop dead”), background attacks,
attacks on physical appearance (“Your nose looks
like a pig’s nose”), threats, and nonverbal behav-
iors (e.g., raising the middle finger in the “up
yours” gesture, sticking out the tongue, rolling
the eyes).

The essential difference between argumentative-
ness and verbal aggressiveness is in the locus of the
attack. In argumentativeness, the attack is on the
adversary’s position on the controversial issue; in
verbal aggressiveness, the attack is on the adver-
sary’s self-concept. For example, one spouse sug-
gests purchasing a vehicle made by an American
manufacturer. The other disagrees, stating
“American cars depreciate much more quickly than
Japanese vehicles.” This constitutes an example of
an argumentative response. Stating, “American cars
stink, and you’re an idiot for wanting to waste our
money buying one” would constitute a verbally
aggressive response and one that is potentially des-
tructive to the relationship. Verbally aggressive beha-
vior is more common in exchanges in which the
consequences are very meaningful to those involved.

Causes of Verbal Aggressiveness

Several reasons have been offered for the develop-
ment of the verbal aggressiveness trait: psychopa-
thology (repressed hostility or neuroticism), disdain
for the other person, social learning of aggression,
and argumentative skill deficiency (i.e., not pos-
sessing the skill and ability to generate constructive
arguments during a conflict). Communication
scholars have suggested a fifth cause of verbal
aggressiveness—the inherited trait explanation.
This explanation suggests that verbal aggressive-
ness can be an expression of temperament. That is,
some people are born with a set of biologically
determined temperaments that are relatively con-
sistent throughout their lives, of which verbal
aggressiveness is one.
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Individuals high in verbal aggressiveness have
been found to view competence attacks, character
attacks, maledictions, nonverbal emblems (i.e.,
gestures which take the place of words), ridicule,
and threats as less hurtful than do those who are
low in verbal aggressiveness. Many individuals
high in verbal aggressiveness reported several rea-
sons for being verbally aggressive, such as trying to
appear tough, rational discussions’ degenerating
into verbal fights, wanting to be mean to the other
person, and wanting to express disdain for the
other. In another study, it was observed that highly
verbally aggressive individuals often perceive that
their verbal aggression is justified.

Consequences of Constructive and
Destructive Aggressive Communication

The most fundamental conclusion that has been
reached by the vast amount of research conducted
on aggressive communication over the past quarter
of a century is that most outcomes of argumenta-
tiveness are constructive, while most outcomes of
verbal aggressiveness are destructive. Several ben-
efits have been associated with argumentativeness.
First, argumentativeness can enhance perceived
credibility. Argumentativeness has been related to
credibility because of the assumption that higher
levels of the trait may indicate more skill in arguing
and reasoning. Research has revealed that more
skillful advocacy, refutation, and rebuttal behav-
iors frequently indicate greater competence in com-
munication. High argumentatives are more likely
than low argumentatives to be seen as leaders in
groups. Argumentativeness has also been associ-
ated with higher levels of self-esteem, especially
perceptions of personal power and competence.
Recall that a skill deficiency in argument has
been suggested as one explanation for verbal
aggressiveness. That is, when individuals are low
in motivation to argue and lack the skill to gener-
ate arguments during conflict, these deficiencies
can lead to verbal attacks being directed to
another person’s self-concept instead of his or her
position on controversial issues. Verbal aggression
has been suggested as a catalyst for physical
aggression. Thus, being high in motivation and
skill in argument may reduce the likelihood that
this cycle will result because skilled and motivated
arguers are better able to direct a verbal attack

toward their adversary’s position, and not their
self-concept.

Andrew S. Rancer

See also Conflict Communication Theories
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AsiAN COMMUNICATION THEORY

Asian communication theory refers to the body of
literature covering concepts and theories derived
from the rereading of Asian classical treatises,
non-Eurocentric comparisons, East—West theoret-
ical syntheses, explorations into Asian cultural
concepts, and critical reflections on Western the-
ory. This entry will begin with a definition of
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Asian communication theory and then will exam-
ine Asian communication theory in relation to the
seven communication traditions that Robert Craig
elucidated in 1999: rhetorical, semiotic, phenom-
enological, cybernetic, sociopsychological, socio-
cultural, and critical.

Definition

The three words constituting Asian communica-
tion theory need clarification because each word
contains multiple meanings. Although geographi-
cally Asia includes the Middle East, Central Asia,
and eastern Russia, Asian theory focuses primarily
on the great philosophies of India and China and
the cultures of the region between them. Asian
communication theory adds to the different mean-
ings of communication, and it conflicts with the
positivist view of theory, which is an artifact of
Western science. Asian theory emphasizes systems,
groups, networks, and the macro approach and is
therefore more akin to philosophy, which cannot
be easily tested in the Western scientific manner.

These different approaches to communication
and theory result in an Asian worldview that dif-
fers from the West’s in its premises about self,
nature, space and time, knowledge, and the trans-
personal. Johan Galtung summarizes these differ-
ences as follows:

o The West emphasizes individualism; the East
emphasizes the reciprocal responsibility between
individual and society.

e The West emphasizes control of nature; the East
emphasizes harmony with nature.

e The West looks at a world divided into center
(West), periphery (West’s allies), and outer
periphery (all the rest); the East looks at the
world and universe as a single unit (an
interconnected and interdependent whole).

o The West sees bounded time; the East sees
infinite time.

e The West sees knowledge in terms of atomism
and deductivism (and uses these fragments to
engender contradiction-free theoretical
frameworks following Newtonian science); the
East sees knowledge in terms akin to systems
theory such that axiology (values), epistemology
(knowledge), and ontology (metaphysics) all
become essential parts of theorizing.

e The West subordinates humans to a supreme
being; the East places faith in following the path
of righteousness—dbarma in Buddhism and
Hinduism, yi in Confucianism, and the
nondivine Supreme Reality in Daoism.

Asian Theories Within Western Traditions

Robert Craig divided the field of communication
into seven traditions on the basis of underlying
conceptions of communicative practice. Although
designed to organize Western theories, these tradi-
tions can reflect East—-West differences and are
used in the following discussion to classify various
Asian theories.

The Rhetorical Tradition

Rhetoric (study of principles and rules of compo-
sition formulated by ancient critics and of writing
or speaking as a means of communication or per-
suasion) has a long history traceable to Greek soph-
ists (c. 600 BCE). Communication scholar Robert T.
Oliver failed to see any paradigmatic examples of
Asian rhetoric that are compact enough to be
subjected to a thorough analysis. However, Steven
Combs was able to derive a unique model of
Chinese rhetoric from a rereading of the ancient
Daoist texts.

Chinese Rhetoric

Antonio S. Cua attempted to formulate a
Confucian rhetoric on the lines of the Aristotelian
model. Cua concluded that a society that values
harmony and tolerance could not be expected to
embrace the values of debate and persuasion. In
his study of Xunzi’s moral epistemology, Cua
asserted that the ethics of a Confucian rhetoric
arose from the background notions of /i (propri-
ety), yi (righteousness), and jen (benevolence).

Combs, however, contends that Daoism—as
explicated in the classics Dao de jing (attributed to
Laozi), Zhuangzi (by Zhuangzi), and Art of War
(attributed to Sunzi)—offers no explicit definition
of rhetoric or an inventory of rhetorical canons
inasmuch as Daoists do not think of rhetoric as a
distinct subject although their overall philosophy
on language and communication (rhetoric) shows
spontaneity and creativity. The concepts Dao
(Way/Path/Supreme Reality), de (efficacy/virtuality),
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yin—yang (passive energy-active energy) polarity,
ziran (natural way), harmony, and wu—wei (action-
less action) are key components of Daoist rhetoric.

Laozi thematizes the need to avoid contentious-
ness and unnatural verbosity. Laozi uses two
negative methods (negation and paradox) and
two positive methods (analogy/metaphor and
vague expressions) for communicating Daoism.
The outstanding rhetorical strategy that Zhuangzi
uses is evocativeness, intended to draw others into
interactive communication aimed at engendering
self-persuasion. Evocativeness differs from
Aristotle’s enthymeme and Kenneth Burke’s iden-
tification and adds a vital element to Western
rhetorical theory. Zhuangzi uses parables cre-
atively to go beyond the limitations of language;
he introduces the readers to the essential unity of
the Dao, the errors of making distinctions or pass-
ing judgments, wu-wei, and the natural way of
things. Sunzi’s underlying strategic principle in
Art of War, when applied to persuasion, is the
rhetoric of parsimony, which has three key atten-
dant principles: knowledge, strategy, and respon-
siveness. Sunzi, who upholds the Daoist principle
of avoiding conflict, says that justification for war
must be made on the basis of harmony. Sunzi’s
rhetoric is also comparable at times with Western
rhetorical concepts such as presumption and iden-
tification. Combs asserted that the genre of Daoist
rhetoric has the potential to provide a lens for
viewing the limitations of current Western rhe-
torical theorizing.

Indian Rhetoric

Western scholars have often used the term
Asian rhetoric in a pejorative sense because of the
alleged Indian preference for form (e.g., exaggera-
tion, embellishment) over substance. However,
communication scholars have yet to reread the 550
Jataka (Rebecoming) stories of the Buddha or the
hymns of the four Vedas (sacred knowledge), the
108 Upanishads (philosophical commentaries on
the Vedas), or even the Bhagavadgita (the Song of
God extracted from the Mahbabharata epic) to
derive a genre of Indian rhetoric.

The rhetoric of India, in both its Hindu and its
Buddhist forms, has an ethical basis. The Hindu
rhetorician seeks aretaic qualities (virtues)—those
by which the individual may fully represent the

traditions of family, community, and caste—while
the Buddhist rhetorician values truthfulness, com-
passion, and conciliation.

Reasoning is an aspect of rhetoric. Bimal K.
Matilal claims that India’s dbarma tradition
evolved through an attempt of a rational criticism
of itself. Stories in the epics and the puranas men-
tion Carvaka’s use of tarka or hetusastra, the sci-
ence of reasoning, to ask questions and challenge
the validity of Vedic rituals.

Nagarjuna, the 2nd-century Buddhist philosopher,
used logic to show that nothing in the phenomenal
world had full being and all was ultimately unreal.
Therefore, every rational theory about the world
would be a theory about something unreal evolved
by an unreal thinker with unreal thoughts. Western
communication theory has failed to examine com-
munication through the critical lens of Nagarjuna
because of the undercurrents of Orientalism and
Eurocentrism.

The Semiotic Tradition

John Locke’s language theory, explicated in An
Essay on Human Understanding, published in
1690, is credited with setting off semiotics as a
distinct tradition of communication theory.
Pragmaticism and linguistics, reflected in the cur-
rent theories of language, discourse, interpretation,
nonverbal communication, culture, and media, are
contemporary areas of study that rely on the semi-
otic tradition. Semiotics defines communication as
intersubjective mediation by signs.

Chinese Semiotics

Asian communication scholars have yet to
develop comparable semiotic theories. However,
elements of a distinct theory of Chinese semiotics are
reflected in the communication pattern of those who
make use of the Chinese ideographic system of writ-
ing, which entails the interpretation of symbols—itself
a semiotic exercise. Despite the mutual unintelligibility
of the spoken language systems and the very differ-
ent language stocks in Korea, Japan, and Vietnam,
all of East Asia during the Tang dynasty adopted
the Chinese ideographic system that the Japanese
called kanji (hanja in Korean and hanziin Chinese).
Because kanji are inextricably tied to a particular
set of ideas, unlike the letters of an alphabet, the use
of kanji throughout East Asia created an “empire
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of ideas”—a powerful glue that bound the region
together.

Moreover, the Yijing (Book of Changes) system—
with the basic yin and yang signs that make up
bigrams, trigrams, and hexagrams (various word
combinations)—could be considered a semiotic
masterpiece. It dates back to the 12th century BCE.
The Ten Commentaries for the understanding of the
Yijing were written in the 3rd or 4th century BCE.
The philosophy of Chinese semiotics is an explicit
manifestation of the metaphysics implicit in the
signs or forms (xiang). Chung-Ying Cheng points
out that the Yjjing incorporates four functions—in-
terpretative, integrative, practical, and ingraining—
that define a system of communication.

Indian Semiotics

Rhetoric can be looked at as the branch of semi-
otics that studies the structures of language and
argument mediating between communicators and
audiences. The Indian theories of syntax and seman-
tics are clear Asian contributions to this tradition.

Panini, the author of Astadhyayi (probably
written in the Sth century BCE), explicated the
structure of a natural language (Sanskrit), which
enabled the Nyaya-Vaisesika school of Indian phi-
losophy to work out the theory that puts meanings
closest to the syntactic form of words. Bhartrhari,
the Sth-century Indian philosopher of language
who wrote the treatise Vakyapadiya, described
thought as a unitary thing that fractured and
altered form as it passed into words, interacting
with other factors in the mind and the speaker’s
environment to produce intricate displays of sound
and fragmented meaning.

The Phenomenological Tradition

Phenomenology is the study of consciousness
from first-person perspective. It views communica-
tion as dialogue or experience of otherness. Martin
Buber explicates that dialogue is based on the
experience of authentic, direct, and unmediated
contact with others. The description of the phe-
nomenon of consciousness is the objective of
phenomenology as evident in the three main cate-
gories of phenomenological thinking—essentialist
(Edmund Husserl), ontological (Martin Heidegger),
and existentialist (Jean-Paul Sartre and Maurice
Merleau-Ponty).

The phenomenological tradition has a degree of
consonance with Asian communication philosophy.
Buddha often adopted the dialogic form to experi-
ence otherness, as testified in Jataka stories. The
phenomenologists’ focus on the centrality of lan-
guage in human interaction, not as a mere means
for conveying thought, but as constituting thought
itself, resonates with Indian philosophy. The con-
cepts of the structure of consciousness and the com-
municative environment are central to Asian verbal
or nonverbal communication (e.g., Japanese kuuki
[atmosphere requiring compliance] and ishin-
denshin [communication without language]).

Inareader edited by Alexander Macfie, Reinhard
May has documented the East Asian influences on
Martin Heidegger’s work, and Irene Eber has
documented dialogist Martin Buber’s considerable
interest in Daoism. Heidegger’s concept of Dasein
is believed to have been inspired by the Daoist
concept of das-in-dem-Welt-sein (to be in the being
of the world), used in The Book of Tea by Okakura
Kakuzo to describe Zhuangzi’s philosophy.
Heidegger himself had contacts with some leading
Japanese intellectuals of the Kyoto School. More-
over, convergent phenomenology has combined
Husserl’s phenomenological concept of transcen-
dental ego with 8th-century Indian philosopher
Sankara’s concept of the primacy of self-conscious-
ness. Thus, major aspects of phenomenology show
links to Asian communication theory.

The Cybernetic Tradition

Modern communication theory emerged with
the cybernetic tradition in the mid-20th century
featuring the works of scholars like Claude Shannon,
Norbert Wiener, John von Neumann, and Alan
Turing. This tradition includes current theories as
diverse as systems and information science, cogni-
tive science and artificial intelligence, functionalist
social theory, network analysis, and the Batesonian
school of interpersonal communication.

Asian communication theory is remarkably
congruent with the systems approach of the cyber-
netic tradition. First, both systems theory and
Asian philosophy emphasize the whole because the
whole has the attribute called emergence, which
the parts lack (although sociologists and econo-
mists differ on this point). Second, both accept
the epistemological/ontological phenomenon of
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part-whole interconnection and interdependence,
although postmodern systems theorists prefer to
emphasize the system—environment interdepen-
dence. Third, both tend to agree on the inevitabil-
ity of change in the light of the arrow of time, its
direction toward infinity. Because of the dynamic
behavior of every phenomenon, no predictions are
possible; only probabilities can be worked out.

The Buddhist paradigm of dependent co-arising
(paticca samuppdda) and the Chinese Yijing para-
digm reflect these characteristics. The first illus-
trates the dynamic operation of all dependent
co-arising factors to produce any given phenome-
non. It rejects the linear independent—dependent
dichotomy inherent in the Newtonian paradigm,
which tends to imply the existence of permanent
factors. The second illustrates how unity gives rise
to a multiplicity of co-arising positive (yang) and
negative (yin), interconnected and interdependent
factors (bigrams, trigrams, and hexagrams) that
evolve within the bounds of unity (system). It
affirms the Chinese philosophical thesis that every-
thing consists of the unity of opposites.

The Sociopsychological Tradition

This is the tradition dependent on social psychol-
ogy, a development of the past century, that theo-
rizes communication as a process of expression,
interaction, and influence that may occur through
face-to-face or through technological mediation
from one to one, one to many, or many to many.
Most of communication science falls into this tradi-
tion, as exemplified by the experimental persuasion
studies of Carl Hovland, as well as the voting stud-
ies of Paul Lazarsfeld and Bernard Berelson.

Although much of Buddhist philosophy relates
to psychological phenomena, endogenous Asian
communication theories befitting this tradition are
scarce except as appendages to Western theories,
mainly because of the testability requirement of
science as conceived by the West. However, prin-
ciples of persuasion (discovered and synthesized
through the Yale experimental studies) were used
in China by lobbyists (e.g., Su Qin and Zhang Yi)
during the chaotic half millennium from the 8th to
the 3rd century BCE. The Asian contribution to
the sociopsychological tradition needs more sys-
tematic investigation to enable East—-West synthe-
sis. This tradition in the West has come under

criticism for excessive individualism, inattention to
macro social forces, and insensitivity to cultural
differences.

The Sociocultural Tradition

This tradition, which owes its intellectual inheri-
tance to sociology and anthropology, theorizes
communication as a symbolic process that pro-
duces and reproduces shared sociocultural patterns.
Media are explicated as environments. Although
this tradition views the existing sociocultural order
as largely a reproduction of our everyday interac-
tions, it also recognizes the creative process that
adds to those interactions. Two poles have emerged
within this tradition: structural theories that expli-
cate relative stability of macrolevel patterns and
interactionist—interpretive theories that explicate
microlevel patterns of social-order creation.

The sociocultural tradition agrees with the Asian
and Buddhist view that individuals are products of
their social environments; the Confucian view that
groups develop particular norms, rituals, and
worldviews and the idea that that social change can
be difficult and disruptive; and the Daoist view that
attempts to intervene actively in social processes
often have unintended consequences. The Buddhist
and Daoist philosophies also emphasize the inevita-
bility of change. However, because this tradition is
another Western creation, the endogenous Asian
contribution has yet to be documented.

The Critical Tradition

Although this tradition has ancient historical
roots, the modern Western tradition of critical
social theory is claimed to run from Karl Marx
through the Frankfurt School to Jiirgen Habermas.
Alternatively, one could also include other strands
of late Marxism and post-Marxism, current theo-
ries of political economy, critical cultural studies,
feminist theory, and related schools of theory asso-
ciated with new social movements (such as postco-
lonial theory and queer theory).

Normative media theories, which facilitate the
critique of existing media systems, can also fall
within this tradition. Cultural and media imperial-
ism theory, dependency theory, and world-systems
analysis are exemplars of the contemporary critical
tradition.
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Daoism anticipates a great deal of the contem-
porary critical tradition, particularly postmodern-
ism as reflected in the views of Jean Baudrillard,
Jean-Francois Lyotard, and Michel Foucault, as
well as of Jacques Derrida and other poststructur-
alists. Daoism, like postmodernism, denies objec-
tive foundations for knowledge, essential meanings
of identities, and universal truths and deprivileges
reason and rationality. For example, Daoist sage
Laozi contends that universal statements are
impossible because words, which are finite and
temporal, cannot express what s infinite. Therefore,
communicators must resign themselves to the con-
ditionality of their discourse or try to express
themselves by using means other than words.

Asian communication theory includes a substan-
tial contribution to this tradition, as exemplified
by the works of scholars such as, among others,
Guo-ming Chen, Wimal Dissanayake, Shelton
Gunaratne, Satoshi Ishii, and Yoshitaka Miike.
They reflect the influence of critical metatheories of
Edward Said (Orientalism), Samir Amin (Euro-
centrism), Farid Alatas (academic dependency), and
others.

Shelton A. Gunaratne

See also Buddhist Communication Theory; Chinese
Harmony Theory; Confucian Communication Theory;
Hindu Communication Theory; Indian Rasa Theory;
Informatization; Japanese Kuuki Theory; Taoist
Communication Theory; Traditions of
Communication Theory
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ATTACHMENT THEORY

Early notions of attachment in close relationships
were first proposed in 1969 and again throughout
the 1970s in an attempt to give insight into the
development of intimacy and closeness among
humans across early stages of the life span. John
Bowlby can be said to have initiated this area of
study when he broadened his conceptualization of
the bonding and attachment processes to extend
beyond just those experiences of infants; his book,
Attachment Theory, became one of the more widely
used theories of intimacy in relationships. With
Cindy Hazan and Phillip Shaver’s 1987 extrapola-
tion of Bowlby’s original ideas to include romantic
dyads, attachment is now one of the most often
used variables in adult romantic relationship
research. The major tenets of this theory include not
only the explication of attachment across the life
span but also the development of specific attach-
ment styles with predictive and explanatory power.
These attachment styles are seen as having specific
utility in both relationship processes and outcomes.

Infant Attachment

Early attachment research focused on one’s earliest
interpersonal experiences. During infancy, humans
begin to develop what may eventually become
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lifelong patterns of interdependence with one
another. This interdependence (typically described
as an intertwining of lives, leading to mutual influ-
ence and reliance) is often seen as an interpersonal
response that has evolved through natural selection
processes. Indeed, the earliest attachments are
enacted through proximity-seeking behaviors; the
cries or grasping of infants are an adaptive response
to an otherwise uncertain world, ensuring protec-
tion from a caregiver and the resulting survival that
such security affords. Over time, the responsive
caregiver becomes the object of the infant’s pri-
mary attachment bond as the child relies on that
person as a source of comfort or security. As a result
of this attachment, infants will typically turn to the
primary caregiver in times of distress or uncertainty.
The amount of reliance on a caregiver is moderated
by the individual experiences of the infant; a child
who has experienced sensitive, warm, responsive,
and/or consistent caregivers tends to have stronger
attachment bonds with those caregivers. A child
experiencing a distant, cold, unavailable, or incon-
sistent caregiver is believed to have weaker or
unhealthier attachment bonds with that caregiver.

Adolescent and Adult Attachment

While early attachment figures are typically caregiv-
ers providing for the physical and/or safety needs of
an infant or young child, attachment bonds are also
formed throughout adolescence and adulthood. Just
as infants turn to caregivers in times of distress or
uncertainty, adolescents and adults tend to turn to
a specific individual when they need affirmation
related to security, closeness, or intimacy. This
attachment bond is typically characterized by an
enduring affiliation with an attachment figure
through both good and bad episodes in the relation-
ship; the bond is often so enduring that perceptions
of grief and loss often occur if the affiliation is some-
how severed. Obviously, adolescent and adult
attachment bonds are not limited to caregivers, since
those relationships likely occur with decreasing fre-
quency throughout adolescence and early adult-
hood. Adult attachment bonds have been found to
occur in close relationships such as close friendships,
sibling relationships, parent—child relationships, and
even the occasional patient—therapist relationship.
The strongest attachment bond that adults may
experience, however, is the pairing between romantic

partners. Much like other attachment pairings, one’s
pattern of relating within adult romantic
relationships is heavily influenced by one’s early
relational experiences. Scholars have long argued that
the manner in which one forms an attachment bond
with one’s early caregivers sets up a style of interact-
ing and relating within romantic relationships that
continues over the course of the life span. These com-
posite styles of interacting and relating comprise an
attachment pattern that often predicts and explains
one’s relational style.

Attachment Patterns

While the study of attachment formation across
the life span offers broad generalizations about
the creation and maintenance of close relation-
ships, there are many individual differences that
may lead to a wide range of attachment-related
behaviors. Scholars have distilled the broad range
of individual attachment behaviors into four dis-
tinct patterns; while these four categories have
great conceptual utility, it must be understood
that attachment-related behaviors are not inher-
ently categorical in nature.

Secure Attachment

The secure pattern of attachment is character-
ized by a strong sense of self-worth. Individuals
displaying a secure pattern of attachment typically
view others as worthy of trust, and these individu-
als are typically quite comfortable with both close-
ness and intimacy in their significant relationships.
Because they often attribute positive character
traits to attachment figures, secure individuals are
confident in their relational status and are typically
found to rate quite high on the four key relational
characteristics of commitment, trust, interdepen-
dence, and satisfaction. The romantic experiences
of a secure individual are generally characterized
by positive emotional affect and mutual friend-
ship. The secure pattern of attachment can be
characterized by the useful memory tool that I am
OK and you are OK too.

Preoccupied Attachment

As compared with the secure pattern of attach-
ment, individuals displaying the preoccupied
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pattern of attachment (occasionally referred to as
the anxious—ambivalent pattern of attachment) are
often characterized by a weak sense of self-worth.
While preoccupied individuals do exhibit a com-
fort with closeness and intimacy in their significant
relationships, an underlying theme of feeling
unworthy of love or affection causes an excessive
dependence on closeness or intimacy that can be
taken to an often uncomfortable extreme. These
preoccupied individuals fear abandonment from
their attachment figures and typically overmonitor
their relationships with these figures. The romantic
experiences of a preoccupied individual are gener-
ally characterized by emotional extremes and have
low levels of trust and satisfaction as a result of the
fear of abandonment from their relational partner.
The preoccupied pattern of attachment can be
boiled down to the useful memory tool that I am
not OK but you are OK.

Dismissive Attachment

The dismissive pattern of attachment is charac-
terized by individuals with not only a high level of
self-worth, but also an equally low level of trust for
other individuals. While these individuals are not
fearful of intimacy-related behaviors, they do tend
to avoid making the significant attachments in
which these intimacy-related behaviors are most
likely to occur. Dismissive individuals often deni-
grate the importance of attachment and downplay
their previous rejections or negative experiences
with attachment figures. As a result, the preoccupa-
tion with avoiding intimacy often leads to romantic
experiences characterized by a discomfort with
closeness, minimal intimacy and intimacy-related
behaviors, and displays of distancing behaviors
toward their romantic partner. The dismissive pat-
tern of attachment can be boiled down to the useful
memory tool that [ am OK but you are not.

Fearful Avoidant Attachment

The fearful avoidant pattern of attachment is
characterized by both avoidance of intimacy and
anxiety about forming attachments. Fearful avoi-
dant individuals have the same weak sense of self-
worth as do preoccupied individuals; the difference
is that they avoid, rather than cling to, those indi-
viduals who serve as attachment figures. While

fearful avoidant individuals may actually crave
intimacy and attachment, the overwhelming fear
of rejection negates their willingness to form those
bonds in which closeness may occur. As such, they
have an aversion to behaviors associated with inti-
macy (e.g., disclosure, touch, and affection) except
in those situations where rejection is unlikely to
occur (e.g., in caring for older people). The fearful
avoidant pattern of attachment can be described
by the useful memory tool that I am not OK and
you are not OK.

The bulk of attachment research focuses on the
similarities and differences between the affective,
cognitive, behavioral, and social attributes of indi-
viduals displaying each of the aforementioned four
attachment patterns. Because one’s attachment
pattern is often determined through survey meth-
ods or observation techniques at a single point in
time, or at multiple times during a particular stage
of one’s life, it must be noted that some scholars
argue that the stability of one’s particular attach-
ment pattern over the course of the life span has
not been sufficiently empirically demonstrated. As
relationship experiences influence one’s attach-
ment behaviors, it is entirely possible that attach-
ment patterns may shift in subtle ways throughout
the course of one’s life.

Attachment Patterns and Relational Attributes

Much research has been done on the relationship
between one’s attachment pattern and the rela-
tional attributes that one experiences in one’s
social world. While scholars often describe attach-
ment patterns as causing many of the following
specific relational outcomes, it must be noted that
attachment patterns are typically studied using
quasi-experimental methods and cannot empiri-
cally demonstrate causality with full confidence.
Additionally, the attachment patterns of one’s
relational partner likely influence the expression of
one’s own attachment pattern; also, partner choice
may be influenced by the intimacy-related behav-
iors of that partner and therefore depend on the
partner’s attachment pattern.

Relationship Quality

Much research has demonstrated the robust
finding that secure individuals are generally more
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likely to report higher quality relationships, with
elements of trust and positive affect. For relation-
ships that are not securely attached, men are often
most dissatisfied with their relationships because
of low comfort with closeness (dismissive and fear-
ful avoidant men), while women are most dissatis-
fied with their relationships because of high anxiety
(preoccupied and fearful avoidant women).

Relationship Stability

While individuals with a secure pattern of
attachment often report the highest relationship
quality, a secure pattern of attachment is not the
only predictor of relationship stability. As expected,
research tends to report relatively stable relation-
ships for secure individuals; unexpectedly, the
relationships of preoccupied women and fearful
avoidant men have also been found to be quite
enduring, despite ratings of low relationship qual-
ity and negative affect.

Disclosure

In research scrutinizing how personal communi-
cation within relationships is affected by one’s
attachment pattern, secure individuals are found
to exhibit the most skilled communicative abilities;
secure individuals report a high amount of disclo-
sure and a wide variety of disclosure topics for
both relational partners and relative strangers, a
finding reified using observational research tech-
niques. Dismissive and fearful avoidant individu-
als, however, have a low level of disclosure amount
and demonstrate less flexibility of disclosure in
similar situations. Preoccupied individuals exhibit
a slightly more complex pattern of communication
within their relationships; while typically disclos-
ing at a high level, preoccupied individuals are
relatively inflexible in disclosure topic across a
wide range of situations. Both secure and preoc-
cupied individuals consider themselves capable of
eliciting disclosure from others within a conversa-
tion, while dismissive and fearful avoidant indi-
viduals are relatively unlikely to report that same
ability to elicit disclosure from others.

In summary, attachment theory argues that one’s
early relational experiences have a significant
impact on one’s manner of navigating one’s social
world. Infant caregivers provide one of the earliest

forms of social interaction in the human experience
and may help socialize individuals about how to
manage their social and interpersonal relationships.
Building on their early experiences, individuals
develop their own relatively stable manner of inter-
acting with significant others, including the devel-
opment of conceptualizations about trust, affection,
closeness, and other intimacy-related behaviors.
The expressions of these individual differences
often group into one of four general attachment
patterns, which in turn may influence both process
and outcome variables related to how one acts
within many close or romantic relationships.

Jonathan M. Bowman

See also Communication Across the Life Span;
Interpersonal Communication Theories; Relational
Development
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ATTITUDE ACCESSIBILITY THEORY

See Cognitive Theories

ATTITUDE THEORY

Attitude has been a difficult concept to define
adequately, primarily because it has been defined
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by so many, but also because of the word’s differ-
ing lay uses and connotations. Since the early
1900s, a number of theories have been developed
to provide a framework for the attitude—behavior
relationship that would provide explanatory and
predictive information. Research on attitudes has
been consequently popular in many disciplines. A
key historic root for the fascination with the term
is found in psychology’s interest in individual dif-
ferences and the need for scientists to find a con-
cept that could name and explain a consistency in
individual behavior across a variety of situations.

More specifically, throughout the history of
social psychology, the concept of attitude has
played a major role in explaining human action,
viewing attitudes as behavioral disposition. In fact,
Gordon Allport, one of the founding figures of
personality psychology, claimed 60 years ago that
attitude probably is the most distinctive and indis-
pensable concept in contemporary American social
psychology. One of the earliest definitions of atti-
tude was proposed in 1918 by William Thomas
and Florian Znaniecki, who defined it as a mental
and neural state of readiness, organized through
experience, exerting a directive or dynamic influ-
ence on the individual’s response to all objects and
situations with which it is related. A more recent
definition by Philip Zimbardo and Michael Leippe
proclaims attitude as an evaluative disposition
toward some object, based on cognitions, affective
reactions, behavioral intentions, and past behav-
iors, that can influence cognitions, affective
responses, and future intentions and behaviors. In
short, attitudes are learned predispositions to
respond—they serve to provide direction to subse-
quent actions.

The key issue for theories and explanatory
models is the notion of the origin of attitudes. In
other words, why do people have attitudes? By and
large, research has proposed four main reasons.
First, attitudes help organize and simplify a com-
plex environment and thus facilitate understand-
ing of the world around us. Second, attitudes
protect our self-esteem by helping us to avoid
unpleasant truths because they direct us to com-
ingle with those who share our own worldviews.
Third, attitudes make our environment more pre-
dictable as they trigger an existing repertory of
reactions toward a set of attitude objects. This
saves us from having to decide each time what the

proper reaction or behavior should be. Finally,
attitudes allow us to express some aspects of our
individual personality or fundamental values.
Early studies seemed to confirm the validity of
unidimensional effects of attitudes on behavior.
Findings, however, such as the one by the social
scientist Richard LaPiere’s classic study, raised
doubts about this assumption as it provided some
evidence that people’s verbal reports of their atti-
tudes might not be very good predictors of their
actual behavior. By the late 1950s, a multicompo-
nent view was adopted, and attitudes were viewed
as a complex system comprising a person’s beliefs
about an object, feelings toward the object, and
action tendencies with respect to the object.
Modern cognitive psychology maintains that
attitudes are the result of four components:
(1) affective responses, (2) cognitive responses,
(3) experiences of past behavior, and (4) behavioral
intentions. The latter two are sometimes combined
into a single component called behavior. The first
component consists of a person’s emotional
response to a situation, object, or person (e.g.,
pleasure, anxiety). The second one is conceptual-
ized as a person’s factual knowledge of a situation,
object, or person. The third component is related
to how often a person had engaged in a certain
behavior or been exposed to a certain situation or
person in the past; that is, what kind of experience
the person had collected about a situation, object,
or person. The fourth component involves a per-
son’s plans to behave in a certain way when faced
with a particular situation, even if these ideas are
never acted on. These four components of attitude
produce an organizing framework of the attitude
construct known as cognitive schemata, which
guide the information processes related to atten-
tion, interpretation, and recreation of a stimulus.
Given that attitudes are composed from various
forms of judgments, unlike personality, attitudes
are expected to change as a function of experience.
While the concept of attitudes played a central role
in the development of attitude measurement and
scaling techniques before World War II, postwar
research was dedicated primarily to theoretical
and empirical issues in attitude change as a result
of army-sponsored research to study the persua-
sive effects of propaganda during the war. As a
result of the celebrated work at Yale University in
the 1950s and 1960s by Carl Hovland, who found
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that attitudes can be changed through persuasion,
a host of theories of attitude formation and atti-
tude change emerged.

The most common classification of attitude
theories into (a) behavioristic/learning theories,
(b) consistency theories, (c) social judgment theory,
and (d) functional theories will be used as an orga-
nizing framework here.

Behavioristic/Learning Theories

These theories were developed during the 1950s
and 1960s, a time when learning theories reflected
behavioral psychology. A major commonality of
these theories was their emphasis on the stimulus
characteristics of the communication situation.
Leonard Doob, for instance, saw attitudes as an
implicit, mediating process, an intervening variable
between an objective stimulus and an overt
response. As such, laws of attitude formation can
be looked on in a parallel fashion to laws of classi-
cal conditioning. Furthermore, attitudes are learned
through reinforcement or congruity. If an action
has been highly regarded in the past, attitude
toward it will likely be strengthened. Carl Hovland
and his associates in the Yale Communication
Research Program were a major driving force
behind the emphasis on learning theories of atti-
tude change. They proposed that opinions tend to
persist unless an individual undergoes some new
learning experience. The Yale researchers empha-
sized the role of incentives for change to occur.
Incentives were broadly defined as ranging from
direct financial or physical benefits to more abstract
forms such as knowledge gain, social acceptance
by respected others, or self-approval from the feel-
ing that one is right.

Following the radical behaviorism ideas of B. F.
Skinner, Daryl Bem developed a self-perception
theory that attributed attitude change to an obser-
vation of one’s own behaviors and conclusions
about what attitudes must have caused them. The
theory’s main assumptions reflect the viewpoint
that attitudes are learned as a result of previous
experience with the environment since a person
depends on outside cues to tell him or her how to
feel internally.

Finally, Arthur Staat’s work on attitude forma-
tion has the most immediate connection to behav-
iorist thinking, especially the ideas of classical

conditioning. According to his arguments, emo-
tional responses in an individual are created by
events in the environment. As new stimuli are con-
sistently paired with old stimuli (events), the new
stimuli develop the power to create an emotional
response in the individual. For instance, since
words and objects are often paired with particular
events, those words and objects evoke affective
responses.

Consistency Theories

The basic assumption of cognitive theories is the
need of the individual for consistency. There must
be consistency between one’s various attitudes,
one’s various behaviors, and one’s attitudes and
behaviors. A lack of consistency causes discom-
fort, so an individual attempts to ease the tension
by adjusting attitudes or behaviors in order to
maintain homeostasis, that is, achieve balance or
consistency again.

One of the earliest consistency theories was the
balance theory, developed by the Austrian psy-
chologist Fritz Heider, whose work has been
related to the Gestalt school. This theory looks at
the relationship among three things: the perceiver,
another person, and an object. Relationships are
either positive or negative, based on the cognitive
perceptions of the perceiver; these result in four
balanced and four unbalanced configurations.
Since unbalanced states are recognized as being
unstable, perceivers attempt to restore balance by
changing their attitudes toward either the object or
the other person. There have been a variety of
extensions to Heider’s balance theory.

One important extension was the theory of cog-
nitive consistency, developed by Robert Abelson
and colleagues. Cognitive consistency suggests that
people will try to maintain consistency among
their beliefs and make changes (i.e., accept or
reject ideas) when this does not occur. In other
words, if a liked object helps attain other liked
objects, attitudes are consistent. However, if a
liked object hinders attainment of other liked
objects, there is inconsistency. When inconsistency
exceeds a certain level of tolerance, attitudes will
change to achieve consistency. For example, if a
person who adheres to certain social values and
also wants to vote for a particular candidate is
presented with the fact that people who usually
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vote for this candidate have opposite social values,
the person will either reject this proposition or
change his or her attitudes about voting for the
candidate or about holding on to the social values.
As such, the theory suggests four additional modes
of restoring balance besides changing one’s atti-
tudes: (1) denial, (2) bolstering, (3) differentiation,
and (4) transcendence.

In 1957, Leon Festinger developed his cognitive
dissonance theory. This theory focuses on conse-
quences of incompatibility between two related
cognitions. Since dissonance occurs when elements
are logically or psychologically inconsistent, it
motivates the individual to reduce the dissonance
and return to consonance by avoiding situations or
information that may increase dissonance.

One of the major criticisms of consistency theo-
ries is that there are too many of them. Today,
interest in consistency theories has diminished sig-
nificantly as a result of the progress made in social
psychology to better understand the processes that
consistency theorists investigated, namely, the
interactions between attitudes, beliefs, actions, and
behavioral intentions.

Social Judgment Theory

Social judgment theory, developed by Muzafer
Sherif and colleagues, is different from other con-
sistency theories for two reasons: First, it argues
that a receiver interprets or judges how much a
message agrees or disagrees with his or her own
attitude. In other words, it is an attempt to apply
the principles of judgment to the study of attitude
change. Second, the theory maintains that a mes-
sage receiver’s involvement in the topic of the per-
suasive message, that is, how important a topic is
to a listener, is an important factor in attitude
change.

Social judgment theory has been called by some
more of an approach to studying attitudes, not a
complete theory. Overall, it is based on the use of
analogy, whereby an individual’s initial attitude
serves as an anchor for the judgment of related
attitude communications. An advocated position is
evaluated against this point of reference and is
placed on an attitudinal continuum from accep-
tance via noncommitment to rejection. The amount
of attitude change or whether change occurs at all
depends on the discrepancy within the self—only

after a communicated opinion falls within the lim-
its of the range of acceptance will it affect attitude
change. Thus, the greater the difference between
the initial opinion and the communicated opinion,
the greater the attitude change will be. This theory
further argues that the level of ego involvement in
a topic depends on whether the issue arouses an
intense attitude; that is, individuals who are highly
involved in an issue are more likely to evaluate all
possible positions, therefore increasing the anchor-
ing property of their initial attitudes and broaden-
ing their range of rejection of a communicated
opinion. Thus, a persuader facing a highly involved
receiver may be able to advocate safely only a
small change.

Since most other approaches deal only margin-
ally with previous attitudes, social judgment theory
has obtained an important place in the research
literature. Recently, however, researchers have
questioned the basic principles of social judgment
theory and how the theory’s principles relate to
one another.

Functional Theories

Functional theories of attitude entered the litera-
ture in the 1950s when researchers developed the
idea that attitudes served varying psychological
needs and thus had variable motivational bases. A
common and central theme of these early efforts
was the listing of the specific personality functions
that attitudes served for individuals. The idea is
that people strive for goals and will adjust their
attitudes to meet those goals. By and large, these
theories are expanded argumentations of the origi-
nal question about why individuals hold attitudes,
discussed above. The most basic assumption of
functional theories is that the key factors for atti-
tude change are the relationships between events
and information in the environment, on one hand,
and the individual’s values pattern and motives, on
the other. It is the match or mismatch of those two
forces that leads either to assimilation of the
incoming information (i.e., attitude change) or to
rejection of it.

The American psychologist Daniel Katz dis-
cussed four functions that attitudes perform for
the personality: instrumental/utilitarian (the maxi-
mization of rewards and minimization of penalty
from the environment), ego defensive (a protection
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from uncomplimentary truths about the self),
value expressive (the expression of pleasure derived
from basic values), and knowledge function (a
need to understand and predict the environment).
He argued that in order for attitude change to
occur, there must be an inconsistency between the
need being met by the attitude and the attitude
itself. Changing an attitude, then, requires knowl-
edge of what function an attitude performs for a
person since the function that attitudes perform
provides a frame of reference for comprehending
and categorizing objects, persons, and events.

A related theory—Herbert Kelman’s functional
analysis—looked at social relationships that occur
in social influence situations. He looked at three
processes of opinion change: compliance, identifi-
cation, and internalization. Those processes are
closely related to the three roles or relational rea-
sons of attitude change: power, attractiveness, and
credibility of the source. Compliance results in
only a surface-level attitude change in order to
receive a favorable reaction from another power-
ful person or group. This attitude is usually
expressed only when the other person is present.
For instance, members of a group headed by a
strong leader usually openly agree with that lead-
er’s choices regardless of whether they hold the
same attitude toward a topic. The attitude change
resulting from identification occurs both publicly
and privately but does not become part of the per-
son’s value system. The change is dependent on
the relationship with the source but not with the
source’s presence. An example would be the
asserted identification with an attractive celebrity
that can wane quickly once more important events
overshadow this relationship. Attitudes that are
internalized become part of an individual’s value
system. This usually occurs when a believable
sender of a message convinces a receiver of the
legitimacy of an idea to the extent that it becomes
the receiver’s idea henceforth.

Inoculation theory, developed by social psy-
chologist William McGuire in 1961, is primarily
concerned with the function of resistance to
change; that is, it aims to explain how to keep
original attitudes and beliefs consistent in the face
of persuasion attempts. The main argument of the
theory is that most attitudes are established in an
environment that does not expose the individual to
counterarguments and attack on the new attitude.

Therefore, the individual has little chance to
develop resistance to possible future attacks. The
theory argues that to prevent attitude change from
occurring, it is necessary to strengthen preexisting
attitudes. There are two key components to suc-
cessful inoculation. The first is threat, which pro-
vides motivation to protect one’s attitudes. The
second component is known as refutational pre-
emption, which is the cognitive part of the process.
It is the ability to activate one’s own argument for
future defense and strengthen existing attitudes
through counterarguing. This theory is loosely
related to conflict theories, in which new informa-
tion also presents a challenge to existing attitudes,
and individuals are forced to seek alternative
actions.

Many assessments of attitude theories argue
that functional theories are in the mainstream of
attitude research, and their theoretical approaches
remain conceptually relevant to investigators
because of their breadth and unique focus on the
functional bases for attitudes. Functional theories
are uniquely qualified to provide a link between
the behavioral theories proposed during the 1950s
(consistency theories, behavioral/learning theories,
and social judgment theories) and the processing
and cognitive themes of more recent theorizing
(e.g., theory of reasoned action, social learning
theory, transtheoretical model).

Summary

Attitude research is a major area in which theory
building has been characteristic of the research.
These theories, especially the functional theories
discussed last, have provided guidance for many
applied areas in communication. As an example,
these theories have been invaluable for research on
media effects and strategic communication as they
led to the development of recommendations for
the design of persuasive messages delivered by
media and commercial advertisers.

Olaf H. Werder

See also Advertising Theories; Cognitive Dissonance
Theory; Cognitive Theories; Co-Orientation Theory;
Inoculation Theory; Learning and Communication;
Media and Mass Communication Theories; Persuasion
and Social Influence Theories; Reasoned Action
Theory; Social Judgment Theory
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ATTRIBUTION THEORY

To make sense of the world, people develop expla-
nations about what is happening and why people
are acting certain ways. When people are interact-
ing with others, communication decisions are
influenced by the implicit theories, or attributions,
of the participants. Ineffective communication
may be partly a consequence of the parties’ idio-
syncratic inferences and incompatible interpreta-
tions. Attribution theory provides a framework for
understanding how people explain their own and
others’ behavior. This entry reviews the attribution

process and examines the importance of attribu-
tions for determining success or failure, for man-
aging conflict in interpersonal relationships, and
for determining people’s stigmatizing attitudes and
discriminatory behaviors. It ends with information
about the fundamental attribution error and the
self-perception theory.

An important basis of attribution theory is that
people behave the way they do for a reason. In
other words, people have reasons for developing
their impressions of others. Fritz Heider, one of the
first researchers to write about the attribution pro-
cess, was interested in how one person develops an
impression of another. These impressions, he
argued, are developed through a three-step pro-
cess: (1) observation of behavior, (2) determination
of whether the behavior is deliberate, and (3) cat-
egorization of the behavior as internally or exter-
nally motivated.

Attribution Process

When a person encounters someone, how he or she
interacts with that person is, in part, determined by
his or her interpretation of the other person’s
behavior. Internal attributions, which are also called
dispositional attributions, occur when an observer
infers that another’s behavior was caused by some-
thing about the person, such as personality, atti-
tude, or upbringing. External attributions, or
situational attributions, occur when the observer
ascribes the cause of the behavior to the situation or
outside circumstances. For example, Daniel’s room-
mate Tom rushes into the house, slams the door,
throws his books on the table, and runs upstairs.
Tom does not say a word to Daniel, and Daniel
wonders about what is happening. Daniel can
develop different explanations for Tom’s behavior.
If he attributes Tom’s behavior to an internal factor,
he might think that Tom is rude and inconsiderate.
If he attributes Tom’s behavior to external factors,
he might conclude that Tom is late for an appoint-
ment and rushing to get things done. Daniel’s attri-
butions will affect how he interacts with Tom when
they next encounter each other. Based on Daniel’s
internal attribution, he may ignore Tom when Tom
comes down the stairs. However, if Daniel selects
an external attribution, then when Tom walks
down the stairs, Daniel may ask whether Tom
needs anything. Daniel’s attribution affects his
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actions, and his actions can affect how the room-
mates manage their interaction and relationship.

Before Daniel decides whether to attribute Tom’s
behavior to dispositional or to situational factors,
he needs to examine a few other factors. Harold
Kelley, a social psychologist specializing in personal
relationships, proposed that there are three general
guidelines that influence people’s attributions: con-
sensus, consistency, and distinctiveness.

Consensus describes how other people, in the
same circumstances, would behave. If all Daniel’s
roommates tend to rush into the house and run
upstairs, then Tom’s behavior is likely determined
by the situation, leading Daniel to make an exter-
nal attribution. If Tom is the only one who behaves
this way, Daniel is more likely to make an internal
attribution.

Consistency refers to whether the person being
observed behaves the same way, in the same situa-
tion, over time. If every time Tom entered the
house he behaved this way, Daniel would likely
make an internal attribution. However, if this was
an unusual way for Tom to behave, Daniel would
likely look for an external explanation.

Distinctiveness refers to the variations in the
observed person’s behavior across situations. If, for
example, Tom rushed through the door at work
and ran through the hallways at school, his behav-
ior on entering his house would not be distinct from
his normal behavior. In that case, Daniel would
likely attribute it to internal, dispositional causes.
Conversely, if in most situations, Tom was mellow
and slow moving, Daniel might attribute his rush-
ing behavior to external, situational causes.

Although each of these three factors is impor-
tant for attributing cause to either internal or
external factors, when an observer can combine
these factors, patterns can emerge. For example,
when a person behaves a certain way over time and
across situations, but others do not behave the
same way, people tend to make dispositional attri-
butions (That’s just the way she is). However, when
someone’s behavior is not typical of that person or
expected in the situation, observers have a difficult
time attributing cause to the person or the situa-
tion. In these cases, the observer tends to assume
that something peculiar is happening (I don’t know
what’s going on; something must be wrong).

In addition to the three factors Kelley originally
identified, two more guidelines influence whether

an observer makes an internal or external attribu-
tion. If a person violates a social norm, behavior
that is typical or expected for a situation, others
tend to make internal attributions. Additionally, in
the absence of situational cues, observers tend to
make dispositional attributions.

Attribution theory provides a framework for
understanding both our own and others’ behav-
iors. It provides guidelines for interpreting actions,
so it is useful for examining motivations for
achievement and conflict in interpersonal relation-
ships. This theory has also been used to examine
stigmatizing behavior and discrimination.

Attribution and Achievement

Bernard Weiner extended attribution theory to
how people explain their own and others’ success
and failure. He contends that interpretations of
achievement can be explained with three dimen-
sions of behavior: locus of control (Whose fault is
it?), stability (Is it ongoing?), and controllability
(Can I change it?). First, a person’s success or fail-
ure is attributable to either internal factors (I am a
smart person) or to external factors (My computer
crashed). Second, the cause of the success or failure
can be either stable (It’s always going to be like
this) or unstable (This is a one-time event). Finally,
the event may be perceived as controllable (I can
change this if I want to) or uncontrollable (Nothing
I do can change this situation).

These three dimensions, together, create eight
scenarios that people use to explain their own
achievements and disappointments:

1. Internal-stable-uncontrollable (I'm not very
smart)

2. Internal-stable-controllable (I always wait until
the last minute)

3. Internal-unstable-uncontrollable (I felt ill)

4. Internal-unstable-controllable (I forgot about
the assignment)

5. External-stable-uncontrollable (The teacher’s
expectations are unrealistic)

6. External-stable-controllable (The teacher hates
me)

7. External-unstable-uncontrollable (I was in a car
accident)

8. External-unstable-controllable (The dog ate my
homework)
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Understanding how to motivate students to
achieve academically requires an understanding of
their attributions. People’s explanations for their
own success or failure will help determine how
hard they work in similar situations. Students
who perceive that their successes and failures are
controllable are more likely to continue to work
hard academically. When people perceive that
they have no control over a situation, believe that
the situation is permanent, and think that the out-
comes are due to their own characteristics, they
are likely to stop working and may exhibit signs
of learned helplessness.

Attributions and Interpersonal Conflict

People tend to choose conflict styles based on their
attributions about their partner’s intent to cooper-
ate, the locus of responsibility for the conflict, and
the stability of the conflict. Their attributions
about these issues influence the strategies they
adopt; specifically, they tend to adopt conflict
management strategies they believe are congruent
with their partner’s projected responses. The attri-
bution process causes people to see others as more
competitive, more responsible for the conflict, and
more stable and traitlike than they perceive them-
selves to be. They underestimate the role of unsta-
ble situation factors and overestimate the extent to
which behavior is caused by stable personality
traits. The bias in this process often discourages
integrative modes of conflict resolution. The choice
of conflict strategies affects the likelihood of con-
flict resolution and the degree of satisfaction in the
relationship.

Attributions and Stigmatizing Behavior

Attribution theory is an important framework for
understanding why people endorse stigmatizing
attitudes and engage in discriminatory behaviors.
A person’s attributions about the cause and con-
trollability of another’s illness or situation can lead
to emotional reactions that affect their willingness
to help and their likelihood of punishing the other.
If you assume that another person’s difficult situa-
tion is that person’s fault and could have been
prevented, you may be less likely to offer assis-
tance and more likely to react with anger. For
example, Sue is an office manager and Terry is a

new employee. If Sue thinks that Terry’s unortho-
dox and unpredictable behavior is caused by inju-
ries he suffered when he was a child, she may be
tolerant and understanding. If, however, Sue thinks
Terry’s unorthodox behavior is the result of years
of illegal drug use, she may be more likely to get
angry with him and take punitive actions. People’s
attributions about the causes of another’s illness
can lead to prejudice and discrimination.

Fundamental Attribution Error

The fundamental attribution error is a common
attribution error in which people overemphasize
personality or dispositional (internal) causes of
others’ negative behavior or bad outcomes and
underestimate the situational (external) factors.
When interpreting another’s positive actions or
outcomes, however, people overemphasize the situ-
ational causes and underestimate the dispositional
causes. For example, Alicia is a server in a restau-
rant, and one of her coworkers, Julia, just got a
really big tip. Alicia thinks to herself, “Wow, Julia
keeps getting lucky because the hostess keeps giv-
ing her the good customers.” An hour later,
another coworker complains that he got a bad tip,
and Alicia thinks, “Well, if you weren’t such a
crappy server, you would get good tips.” Alicia
just committed the fundamental attribution error.
She assumed that when something bad happened
to one coworker, it was the coworker’s fault and
that when something good happened to another
coworker, it was the situation that brought about
the positive result.

Conversely, the self-serving bias (or actor-
observer bias) is an error in which individuals attri-
bute their own success and failure to different
factors. One’s own success and positive outcomes
are attributed to internal, dispositional characteris-
tics whereas one’s failures or negative outcomes are
ascribed to external, situational causes. To continue
the restaurant example, Alicia gets a really big tip
and thinks, “I worked really hard for that group and
gave great service,” but when another group leaves
a bad tip, she thinks, “They are cheapskates.”

In sum, attribution errors work in the following
ways:

e When good things happen to me, I deserve it (I
worked hard or I am a special person).
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e When good things happen to you, you don’t
deserve it (the teacher likes you or you just got
lucky).

e When bad things happen to me, it’s not my fault
(the teacher doesn’t like me or he started it).

e When bad things happen to you, it’s your fault
(you should work harder or you should be more
careful).

Self-Perception Theory

Daryl Bem’s self-perception theory, like attribution
theory, relies on internal and external attributions
to explain behavior. However, instead of observing
others, we use the same process to interpret our
own behavior. Bem argues that we come to know
our own thoughts and beliefs by observing our
actions and interpreting what caused our behav-
iors. Our explanation for our behavior is deter-
mined by the presence or absence of situational
cues. For example, if Debbie earns $100 cam-
paigning for 3 hours for a politician, she can attri-
bute her behavior to external causes (“I did it for
the money”). If, however, Debbie earns only $5 for
her 3 hours of campaigning, she will likely attri-
bute her behavior to internal causes (“I did it
because I like the candidate”). Self-perception
theory is important in persuasion research because
people who are internally motivated are more
likely to maintain behaviors.

Virginia M. McDermott
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AUDIENCE THEORIES

Audience theories have been of crucial importance
for the way mediated communication has been
understood since the first modern communication
theories were formulated almost a century ago.
They have followed the changing scientific cli-
mates and successive intellectual fashions in the
social sciences and humanities, affecting both the
different ways in which communication processes
have been conceptualized and the ways in which
succeeding scholarly traditions have researched
them. In recent years, the concept of audience has
been put into question as the emerging digital,
interactive media appear to be blurring the deep-
rooted distinction between media production and
media consumption that has characterized the era
of mass media.

The main theoretical difficulty with the concept
of audience is that it is a single term applied to an
increasingly diverse and complex reality. The term
has thus come to comprise many shades of mean-
ing gathered around a common core. This core
denotes a group of people being addressed by and
paying attention to a communication message that
someone is producing and intending for them to
perceive, experience, and respond to in one way or
another.
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The range of meanings for audience includes,
on one hand, the idea of a group of spectators
gathered in the same physical location for a per-
formance of some kind on which their attention is
focused. On the other hand, an audience can be
the dispersed, anonymous individuals who in the
privacy of their home attend simultaneously or
with a time delay to the content offered by a par-
ticular mass medium.

Another distinction within the concept of audi-
ence has to do with the power distribution between
the content producers and the users of mediated
content. Media can be divided into three types,
according to Jan Bordewijk and Ben Van Kaam.
Until the 1980s, the audiences of classic transmis-
sion media such as radio and television had control
over neither content production nor reception:
They could be reached only when the broadcasters
chose to transmit centrally produced messages to
them, which they then passively consumed. The
audiences of consultation media such as print, on
the other hand, actively choose when to access the
centrally provided content and what content to
access. Finally, conversational media rely on a
communicative relationship characterized by the
genuine, dialogical coproduction of meaning in
which the roles of sender and recipient alternate.

Another definitional question is whether audi-
ences are a politically active public or a more pas-
sive and private group. A public in this connection
has been defined as a collectivity mobilized by inde-
pendently existing cultural or political forces (such
as a political party or a cultural interest group) and
being served by media provided by this public for
itself. More traditionally, audiences have been
regarded as a domestic, passive, and politically
impotent collectivity, totally defined by and depen-
dent on media provisions, often of an entertainment-
oriented nature. However, as a consequence of
the increasing “mediatization” of all aspects of
modern life and the undeniable participatory
qualities of the culture of media convergence, the
American scholar Henry Jenkins and many
others have proposed that the binary opposition
of audiences and publics should give way to a
conceptualization that recognizes their potential
interdependence.

These identifiable audience definitions have
been identified with various successive scientific
paradigms in the social sciences and humanities.

This entry summarizes several of the most impor-
tant of these.

The Hypodermic Needle Theory

The first audience theory that gained large-scale
importance was metaphorically labeled the theory
of media as a hypodermic needle. It not only was
a product of the ruling behaviorist scientific cli-
mate in the 1920s and 1930s but also sprang from
contemporary political and cultural concerns.
According to the hypodermic theory, a mediated
message could be seen as something injected under
the skin of the recipient. Media effects were thus
seen as direct, immediate, and strong. The emer-
gence of this theory was a direct consequence of
the emergence of the new broadcasting technology
of radio, which made it possible for the first time
to simultaneously reach the ears of all consumers
and citizens in a nation. The Nazi leaders’ use of
radio for blatant propaganda purposes, as well as
the more democratically motivated use by U.S.
president Franklin D. Roosevelt of radio addresses
to the nation, gave rise to widespread concern that
it would become possible for those in power to
transform the citizens into mere puppets.

At the same time, the hypodermic needle theory
was inspired by influential sociological theories
that the modern mass-society individual was lonely,
vulnerable, and easily manipulated. The critical/
cultural theories of the Frankfurt School were also
influential; these scholars argued that the new cul-
tural industries were functioning under a capitalist
logic that would ideologically seduce and deceive
the subordinate classes, through fascinating but
mindless entertainment, into accepting conditions
that would impoverish their life opportunities.

This notion of defenseless audiences has contin-
ued, though in less crude form, to influence the
understanding of processes of mediated persuasion
as many advertising and public information cam-
paigns are still based on a strategy that seeks to
change the knowledge, attitudes, and behaviors of
individuals by exposing them repeatedly to mass-
communicated stimuli. Similarly, this understand-
ing of audiences also continues to frame widespread
concerns over the effects of violent visual represen-
tations in television and computer game fictions
on the vulnerable minds of children and young
people. While the label hypodermic needle is
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extremely evocative, Everett Rogers and Roger
Storey have admonished us that it is actually a
label applied after the fact to capture the widely
shared understanding of audience processes to
which scholars were constructing an alternative.
This alternative has become known as the two-
step model of communication.

The Two-Step Flow Theory

The two-step flow theory arose out of some large-
scale empirical studies in the United States in the
1940s, conducted by a team of researchers directed
by the exiled Austrian scholar Paul Lazarsfeld,
who found that both consumers’ choice of prod-
ucts and voters’ choice of politicians depended
more on their interpersonal relations to significant
others in their networks of family and friends than
on their direct exposure to mass-mediated
commercial or political messages. A campaign was
thus found to influence its audiences as a result of
the complex interrelations between a mass-
mediated endeavor and the subsequent interper-
sonal process in which the campaign message got
talked about in human networks. The label two-
step flow was adopted because the studies found
that the mass-mediated message would, as a first
step, reach individuals with above-average promi-
nence in their community—so-called opinion lead-
ers. If the message succeeded in passing these
gatekeepers’ filters of relevance and importance,
they would then spread the message to more
dependent individuals in their immediate sur-
roundings (second step). This theory was supported
by the fact that mass-mediated campaigns often
were found to have minimal and indirect effects.
The two-step flow theory, while encapsulating a
fundamental truth about the communicative con-
ditions of processes of social change, has been
criticized for conceptualizing these processes in a
much too mechanistic manner. Sven Windahl and
Benno Signitzer have argued that we should rather
see mediated processes of influence in terms of a
multistep model of communication. It is possible
to see Everett Rogers’s immensely influential the-
ory of the diffusion of innovations to different
groups of audiences (divided into innovators, early
adopters, early majority, late majority, and lag-
gards, depending on the speed with which they are
likely to adopt innovations, both in the form of

new products and in the form of new ideas) as
such a more developed theory.

Another alternative suggests the emergence of
viral communication, in which the overly mecha-
nistic idea of steps is abandoned altogether. Here,
the channels through which communication spreads
will have to be represented in a sophisticated model
of intersecting personal networks, existing in the
sea of discourses of the “mediatized” society.

Uses-and-Gratifications Theory

The next milestone theory of audiences, uses-and-
gratifications theory, takes audience empowerment
one step further by exploring what people do with
the media. The key idea of uses-and-gratifications
theory is that the uses that audiences make of the
media and the gratifications produced by those
uses can be traced back to a constellation of indi-
vidual psychological and social needs. Elihu Katz,
Jay Blumler, and Michael Gurevitch, three of the
founding fathers of the theory, described how its
7-point platform wishes to account for how (1) the
social and psychological origins of (2) needs gener-
ate (3) expectations of (4) the mass media or other
sources, which lead to (5) differential patterns of
exposure to the media, resulting in (6) need grati-
fication and (7) other consequences.

The media-oriented needs were typically
described as the needs for information, relaxation,
companionship, diversion, and escape, and the
gratifications were characterized in identical
terms—a practice that some uses-and-gratifications
practitioners themselves acknowledge to be some-
what circular. Among the basic assumptions of the
theory was the idea that both media and content
choice are consciously and rationally made and
directed toward quite specific goals and satisfac-
tions and that individual utility is more important
for media consumption than are values springing
from familial or peer group rituals.

Audience Reception Theories

Reception research focuses on the ways in which
audience members make sense of mediated mean-
ings. It thus deviates from the mechanistic
notion that media messages are merely transmit-
ted to an audience whose understanding of those
messages is unproblematic, and it insists that
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the audience’s actualization of mediated meanings
must be the object of empirical investigation.
Methodologically, reception research has, until
recently, adhered rather strongly to the doctrinaire
view that only qualitative methods such as depth
interviews and ethnographic observation are suit-
able tools for such exploration.

Reception research is explicitly interdisciplinary
and—unlike the previous theories, which are based
exclusively in the social sciences—attempts to
cross-fertilize scholarship from the social sciences
and the humanities. In a catchphrase, it has been
claimed that reception research takes its theory
from the humanities and its method from the
social sciences.

The theoretical platform thus comprises meaning-
oriented theories with hermeneutic origins, such as
semiotics and discourse theories, whereas the
methodological platform is constituted by field-
work methods developed within the social sci-
ences. The pioneering practitioners can be charac-
terized as renegades from these two backgrounds
who were dissatisfied with the prescribed practices
of the parent disciplines: Researchers from the
humanities were revolting against analyses in
which claims about ideological effects on audi-
ences were made on the basis of inferences drawn
from textual analysis. Social science scholars were
escaping from the straitjacket of quantitative
methodologies and the way in which those meth-
odologies had narrowed notions of what aspects of
the audience were researchable at all.

More specifically, in its early years, reception
theory was trying to demonstrate that audiences
were semiotically active in their encounter with
mediated meanings, as opposed to the widely held
view that media consumption, especially television
viewing, was a passive, almost soporific condition.
Reception theory’s fundamental reconceptualiza-
tion of audiences was strongly indebted to the
British cultural studies scholar Stuart Hall’s semi-
nal theory of the meaning-making complementa-
rity of the encoding and decoding moments of
media production and the notion that there was
no natural fit between these two moments. In
other words, audience members had a relative
freedom to interpret the encoded meanings offered
to them in the media text, which was consequently
regarded as polysemous (i.e., carrying many poten-
tial meanings).

Among the handful of inspiring, lasting concepts
proposed by Hall were also the notion of the text’s
preferred meaning, or reading, and the three basic
ways in which audiences could actualize this pre-
ferred meaning. Hall suggested that in the midst of
textual polysemy, one meaning would nevertheless
hold a privileged position. Since the mass media
were firmly lodged within the capitalist social order
and therefore logically served the hegemonic interest
of the ruling classes, the preferred meaning would
be one that conformed to this ideological interest.

Continuing this logic of Marxist cultural the-
ory, the class-divided audiences could actualize
the encoded preferred meaning from one of three
decoding positions: They could follow a dominant
reading, in which they conformed to and took
over, so to speak, the preferred meaning (for
example, agreeing with a news report in which the
government urged workers to show wage restraint
for the sake of the country); alternatively, they
could follow an oppositional reading, in which
they would contest the ideological implications of
the preferred meaning (for example, refusing to
comply with the news report about the need for
wage restraint); or they could follow the third
option of applying a negotiated reading, which
would lie somewhere between the two extremes
(e.g., agreeing in overall terms with the news
report’s recommended wage restraint but seeing
many good reasons to divert from wage restraint
in the case of specific social groups).

The particular reading chosen by different audi-
ences would depend on their life circumstances,
often corresponding to social class position, and
on the specific socioculturally anchored interpre-
tive repertoires at their disposal for decoding the
media. The specific interpretive repertoires mobi-
lized would also depend on the situational context
in which decoding took place. For example, the
specific decoding of a Hollywood movie by a teen-
age youngster would depend heavily on whether
the movie was watched in the cinema with a group
of peers or in front of the family screen with Mom
and Dad. The need to explore such social uses of
the media empirically was especially pioneered by
the American audience ethnographer James Lull in
a series of studies of family television.

Finally, empirical fieldwork on audience
meaning-making would also lean on the notion of
interpretive communities, a concept originating in
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German and American reception aesthetics based
in literary studies. The concept serves to express
two different phenomena: first, the idea that the
readings of media messages are likely to some
extent to follow sociodemographic boundaries of
age, gender, ethnicity, and so forth, which may thus
be seen as a community in a loose sense of the term
(e.g., a music video being read differently by White
and African American youth); second, the phe-
nomenon of fan cultures, in which members have
a strong sense of cultural belonging to a cultural
public, with something approaching membership.

The concepts described here have been heavily
discussed and contested in the reception theory lit-
erature since the 1980s. Therefore today they have
become to some extent divested of some of their
original, often Marxist, shades of meaning and
have assumed the role of more general stock of the
trade. This reinterpretation of theoretical concepts
has been inspired by a move toward a more holistic
conceptualization of audiences within the larger
context of the communication process as a whole
and away from the compartmentalized research
endeavors of the 20th century. The drive toward
holism in audience research (as defined by British
sociologist David Deacon and his colleagues) is
theoretically anchored in the social-constructionist
turn in the human sciences, according to which the
interdiscursive dimensions of media production
and consumption have become a key condition of
the mediatized culture. This theoretical develop-
ment precedes the emergence of the culture of con-
vergence, which in turn has served to corroborate
the view that the distinction between media pro-
duction and consumption is being elided.

Theories of Collective Creativity

The new digital media enable participation on an
unprecedented scale. Individuals may participate
in the digital, interactive media proper (the Internet,
the World Wide Web, Web 2.0), but because all the
old media, such as television and newspapers, have
been transformed by digitalization into the com-
plex of convergence culture, media users now have
opportunities for participating in almost any
encounter with any media. This participation
includes all three modes of engagement with the
media listed at the beginning of this entry: trans-
mission, consultation, and conversation.

As yet there is no full-fledged theory of the par-
ticipating audience; we have only a rich array of
promising theoretical fragments that together make
up an incomplete mosaic of this audience. It has
been proposed that we may be moving into the age
of “disappearing audience,” but as U.S. scholar
Henry Jenkins, one of the key analysts of conver-
gence culture, warns, it is important that conver-
gence raptures do not mislead us into believing that
soon there will be no audiences, only participants.

What we have to take into account in our think-
ing about audiences of the future is that convergence
has to do with the following transformations:

1. The flow of content across multiple media
platforms, the cooperation between multiple
media industries, and the migratory behavior of
media audiences

2. The emergence of a participatory culture, in
which media producers and consumers no
longer occupy separate roles but become
participants who interact with each other
according to a new set of logics

3. The development of collective intelligence, when
consumer-participants pool their resources and
combine their skills in realms where no
traditional expertise exists

Since, as Jenkins has admonished us, conver-
gence refers to a process, not an end point, schol-
ars interested in audiences must continue to devote
their energies and resources to the building of new
theoretical frameworks that enable us to grasp the
thoroughly transformed conditions of audiences.

The Scholar’s Life in the
Habitat of Audience Theories

When the history of audience theories is seen in an
evolutionary perspective, as has been done here, it
is important to realize that the Darwinian meta-
phor has its limits: It is not the case that the theo-
ries that first appeared in the habitat of audience
theories have now become obsolete or even extinct.
They continue to live their life, but not “as usual.”
Time and again, as new animals have appeared, the
older inhabitants have had to adapt to the influ-
ence of the newcomers, and they may have moved
down in the struggle for dominance. Therefore, in
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audience theory today, all the traditions outlined
above are still with us, although in mutually modi-
fied forms, and they offer themselves for the quali-
fied judgment of new scholars entering the field.

Kim Christian Schroder
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AUTOETHNOGRAPHY

The intellectual value of the personal in academic
research has long been a debate in communica-
tion. From whether to use first person narration in
scholarship to the impact of researchers on that
which they study, the question of the subjective
researching self continues to excite members of

the field as an issue of great significance and con-
sequence. At stake for communication theory lies
the very worth of the scholarship that researchers
publish. On one side of the debate, the inclusion
of the personal means giving up the principle and
value of objective research, reducing produced
knowledge to opinion and hearsay. On the other,
the exclusion of the personal perpetuates myths of
objectivity that continue to erase the impact of
researchers on the knowledge they produce, which
obscures the way all knowledge is embedded in
cultural and social value systems.

Deeply entrenched in this debate is the narrative-
based method of autoethnography, a methodology
of academic investigation that not only acknowl-
edges the speaking, theorizing researcher but also
centers him or her in an effort to illuminate how
the experiences of that self are representative of
(and in some cases constitutive of) larger social
systems. Autoethnographers argue that some ques-
tions in communication can be answered only by
careful, critical analysis of life experiences. To this
end, they take their own self as an entry into cul-
ture. Such investigations inform communication
theory as a method of theorizing, using the self as
the location for that communicative work.

Autoethnography can be described best by con-
sidering the two central terms that make up the
ground of the method: auto and ethnography.
Auto speaks most centrally to the subject (as in the
site or location) of the scholarship. As an
automethod (like autoperformance or autobiogra-
phy), the data and evidence one uses in order to
theorize communication lie in the authorial self.
Autoethnography examines the lived experiences
of the self in order to question and open up one’s
experiences to communicative analysis. Stemming
from a belief that new knowledge can be gained by
communication scholars’ investigating their own
communicative lives, autoethnography becomes a
mode of scholarship that answers unique questions
that deal with the mundane qualities of an indi-
vidual’s life. Questions such as how one experi-
ences racism or sexism, how minute moments of
communication done by a self build larger systems
of power, or how privilege or domination is expe-
rienced can be answered through autoethnography.
It is important that they are self-asked and
-answered because only the critically reflexive self
can probe deeply into the textures of its life to see
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the everyday, ongoing repetitions in communica-
tion that produce cultural configurations.

The ethnography in autoethnography is, per-
haps, the most significant diversion from other
automethods. Ethnography is, most fundamentally,
the storying of culture. Autoethnography shares
this analytical focus. Thus, any life story may, on
some level, count as autobiographical; however,
autoethnography requires the link, either directly
or implicitly, to the production of cultural systems.
A story of how a cultural member experiences his
or her disability functions as autoethnography only
if the singular story builds an understanding of how
disability is understood on a larger cultural level.

Autoethnography’s paradigmatic roots are most
closely related to critical theory as often the narra-
tives circulate around culture and power, asking
how the speaking self is constrained or enabled by
its participation in society. As a critical methodol-
ogy, autoethnography “stories” the self in order to
resist dominant narratives, complicate taken-for-
granted ways of thinking, and disrupt normative
communication patterns.

Often, autoethnography seeks to see how every-
day communication produces cultural norms. That
is, autoethnography is a productive way of investi-
gating how a self is implicated in maintaining the
very structures that we live within (often systems
of race, gender, sexuality, and/or class). Of course,
autoethnography also understands that the self is a
product of culture, as well; in this way, self and
culture are co-constructed, each building and sus-
taining the other. While other methods can also
investigate this phenomenon, autoethnography is a
method that allows for a single voice to craft a
reflexively textured experience of culture.

Autoethnography, as mentioned in the opening
paragraph, often encounters resistance from schol-
ars who advocate a more positivistic approach to
research. A key point of contention is the role of
truth as a goal of research. That is, if the purpose
of research is to determine the truth of communi-
cative interaction, autoethnography, because it is
so narratively constructed, can be critiqued for
fictionalizing aspects of lived experience to fit the
story the storyteller wishes to tell. In other words,
if an autoethnographer tells a story of his or her
life, how are we to determine the truthfulness of
the claims and experiences being narrated? An
autoethnographer seeks not to capture some truth,

but to expose one’s experiences in order to investi-
gate how they are produced by (while producing)
culture. In this way, the goal of truth as an out-
come of research is secondary to tracing, in a
reflexive manner, one’s cultural experiences in
order to understand how they illuminate commu-
nication working in a particular setting.

As a method in communication research, auto-
ethnography is a process of theorizing from one’s
personal experiences. Whether an addition to more
traditional ethnography or a project composed solely
in self-narrative, autoethnography works from per-
sonal experience to spin a story of culture that exam-
ines how an individual’s communicative experiences
are representative (or constitutive) of culture.

John T. Warren

See also Critical Theory; Ethnography of
Communication; Narrative and Narratology;
Performative Writing; Phenomenology

Further Readings

Bochner, A., & Ellis, C. (2002). Ethnographically
speaking. Lanham, MD: AltaMira Press.

Corey, F. C., & Nakayama, T. K. (1997). Sextext. Text
and Performance Quarterly, 17(1), 58-68.

Goodall, H. L. (2000). Writing the new ethnography.
Walnut Creek, CA: AltaMira Press.

Holman Jones, S. (2005). Autoethnography: Making the
personal political. In N. K. Denzin & Y. S. Lincoln
(Eds.), Handbook of qualitative research
(pp- 763-791). Thousand Oaks, CA: Sage.

Pelias, R. J. (2004). A methodology of the heart:
Evoking academic and daily life. Walnut Creek,
CA: AltaMira Press.

AUTOPOIESIS

See Cybernetics

AXIOLOGY

Axiology is the branch of philosophy that consid-
ers the nature of value and what kinds of things
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have value. The term derives from the Greek lan-
guage: axios (worth or value) and logos (study of
the nature and properties of, or logic or theory of).
Axiologists are broadly concerned with all forms
of value, including aesthetic values, ethical values,
and epistemic values. In a narrow sense, axiolo-
gists are concerned with what is intrinsically valu-
able or worthwhile—what is desirable for its own
sake. All axiological issues are necessarily con-
nected to ontological and epistemological assump-
tions. With respect to human communication
theory, every researcher makes decisions in the
theoretical process that reflect his or her axiologi-
cal position. Axiological decisions guide all facets
of research, including the selection of one’s topic
and the approach one takes toward research.

History of Axiology

The philosophical study of values dates back to the
6th and 5th centuries BCE. In the democracy
developed in Athens, Greece, people sought to
acquire knowledge for the purpose of building a
successful life. Philosophers recognized that the
laws and morality of human society differ from
country to country and across historical periods.
This awareness led the Sophists to take a relativis-
tic, skeptical position on values; they held that
one’s values can change rapidly without consis-
tency across situations and circumstances. In con-
trast, Socrates sought to save Athens from the
social disorder purportedly created by Sophists by
establishing absolute, universal virtues. Socrates
taught that there is an important connection
between virtue and knowledge. He held that virtue
is an attitude of seeking knowledge and that
knowledge is necessary for virtuous conduct.
Socrates’ student Plato asserted that there is an
unchangeable world of essence behind the changing
world of phenomena. Plato identified four virtues—
wisdom, courage, temperance, and justice—as
characteristics that everyone in the polis should
develop. During the Hellenistic-Roman period,
the fall of the city—state (polis) rendered useless
Greek theories of value that were centered on the
state. Philosophers began to emphasize individual-
istic ways of living under increasingly unstable
social conditions. Individuals became preoccupied
with seeking personal safety and peace of mind.
During this time, cosmopolitanism, transcending

the bounds of nationality, was enhanced. The
Stoic, the Epicurean, and the Skeptic schools of
thought dominated this era. The philosophy of
the Hellenistic-Roman period culminated in
Neoplatonism, a pagan philosophy, which greatly
shaped the Christian philosophy that prominently
emerged in the medieval period.

During medieval times, Thomas Aquinas argued
for the division of religious and natural virtues. He
identified as religious virtues the three primary
virtues of Christianity—faith, hope, and love. For
Aquinas, natural virtues were the four primary
virtues of Greek philosophy drawn from Plato—
wisdom, courage, temperance, and justice. In the
modern period, views of value can be seen as
extensions or transformations of both Greek phi-
losophy and Christian virtues. Philosophers began
to distinguish judgments of fact from judgments of
value. The task of natural science was to provide
judgments of fact (objective propositions). The
task of philosophy was to address judgments of
value (propositions in which a subjective appraisal
of a fact is made). Following that shift, fact and
value became recognized as separate issues. The
20th century saw the rise of pragmatism. The sig-
nificance of value theory was partially eclipsed
with the rise of evolutionary psychology, the
dominance of rationalism, advancing skepticism
about the place of values in the world, and changes
in the modern view of morality. Values came to be
regarded as tools for the effective processing of
ideas and things. The intellectual division between
natural science and philosophy parallels separa-
tions that emerged in the study of ontology and
epistemology—all of which are interconnected in
the development of communication theory.

Axiological Issues in
Communication Scholarship

Axiology is often thought to provide ground for
the study of ethics and aesthetics; these philosoph-
ical fields depend on particular understandings of
value. Ethics is the branch of axiology that
attempts to understand the nature of morality.
Richard Johannesen notes that ethical issues arise
whenever one’s behavior could significantly impact
another person, when one’s behavior involves a
conscious choice of means and ends, and when
one’s behavior can be judged by standards of right
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and wrong. To develop sound theory, ethical prac-
tices must inform one’s choices in all aspects of
conducting communication research. In these ways,
axiological considerations inform the generation
and testing of human communication theory.

Communication theorists strive to contribute to
shared knowledge about the nature and function-
ing of human communication. Two axiological
issues are significant for the development of com-
munication theory: first, whether research can be
value free, and second, the desired purpose or
end for conducting research. For communication
theorists, a fundamental concern is with the philo-
sophical stability of the research approach.
Thinking about axiology at a general level empha-
sizes the diversity and incommensurability of the
variety of scholarly approaches that have value for
us in articulating communication theory.

Values in Inquiry

The first axiological issue for communication
theorists addresses the extent to which value-free
research is possible. Scholars choose to view a
research problem through the lens that they believe
most accurately describes the world. Thus, some
researchers choose theoretical frameworks that are
consistent with a realist ontology, whereas others
select to work from a nominalist ontology. An
ongoing value debate exists between scholars who
adhere to the traditional scientific position and
those who take an interpretivist approach to com-
munication phenomena.

The traditional scientific position (consistent
with realist ontology, empiricist epistemology) on
axiology is that good science must be value free.
This position asserts that scholarship is neutral
and that research and theories are value free. The
scholar attempts to uncover the facts as they are
without biasing the research by imposing personal
beliefs. Scientists carefully observe their object of
study without the interference of values. This
stance enables researchers to represent accurately
the phenomena they are studying. Scholars who
work from this paradigm generally use quantita-
tive social science protocol to describe and infer
regular patterns characterizing a communication
phenomenon—whether the theorist is, for exam-
ple, studying interpersonal affinity-seeking behav-
iors, conducting a content analysis of political

advertisements, or examining small-group cohe-
siveness. Most contemporary communication
researchers accept that some values inform the
research process.

The interpretivist approach (consistent with
nominalist ontology, rationalist epistemology)
asserts that science cannot be value free and main-
tains that values cannot be avoided in conducting
research. A researcher’s work is always guided by
his or her preferences about what to study and
how best to conduct the inquiry. Further, research
may be influenced by institutional values as well as
political and economic ideologies. These influences
make value-free inquiry impossible. Some values
are so embedded in a researcher’s culture that he
or she may not be aware of them (e.g., a European
American Christian patriarchal capitalist perspec-
tive). Interpretivist researchers assert that since no
method of investigation is completely free of dis-
tortion, some groups can provide greater insight
into different aspects of the social world than oth-
ers can, due to their position within society.
Scholars who work from this paradigm may use
qualitative social science methods, rhetorical
inquiry, or philosophic ideas as a way to gain
insight about communication phenomena, regard-
less of domain (i.e., interpersonal, small group,
organizational, public, or mediated communica-
tion) and the specific topic (e.g., conflict manage-
ment, social control, group socialization, speaker
credibility) under consideration.

Purpose of Inquiry

The second axiological issue for communication
theorists addresses the purpose or ends for which
scholarship is conducted—whether scholarship
should be designed to reveal knowledge (basic
research) or achieve social change (applied
research). The community of scholars who conduct
communication research is not homogeneous, and
arguments persist over the value of different meth-
ods for providing insight about knowledge claims.

The primary consideration in all research is iden-
tifying the purpose for which the inquiry is con-
ducted. All decisions related to research flow from
a researcher’s purpose(s). There are different stan-
dards for judging the quality of different types of
research. Various types of research have different
expectations, audiences, means of reporting, and
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processes for disseminating conclusions. Because of
these differences, the researcher must be clear at the
beginning about the purpose of the inquiry.

Basic research seeks to advance knowledge. For
basic researchers, the urge to explain the world
emerges from their basic human curiosity.
Researchers investigate a phenomenon to under-
stand the nature of reality with regard to that
phenomenon. The purpose of basic research is to
understand and explain, to generate knowledge for
the sake of knowledge. Basic researchers work to
generate new theories or test existing theories. As
we find answers to satisfy our curiosity, our
knowledge continues to grow, and further ques-
tions emerge. For example, answers about inter-
personal conflict management may lead to questions
about relationship development and dissolution,
which may then lead to questions about symbolic
integration in long-term relationships, and so
forth. Basic research contributes to the fundamen-
tal knowledge and theory in each domain and facet
of the communication discipline. Basic researchers
see their role as producing knowledge about com-
munication, whether they are examining how
power is communicated and responded to via tech-
nology in global organizations or whether they are
considering the rhetorical features of a speech.
Basic researchers do not hold themselves respon-
sible for the ways knowledge is used—their find-
ings can be used for constructive or destructive
purposes. Communication knowledge thus
becomes a tool for technicians and politicians to
use as they will. Academicians in a university com-
munity are often basic researchers, free to select
their research topics and pursue investigations
without being constrained by outside forces.

Applied researchers are driven to solve experien-
tial problems. They conduct research to identify
solutions; their findings are directed toward improv-
ing the conditions of an organization or the whole
of humankind. Applied research contributes to the
knowledge of a discipline by helping people make
informed choices about how best to respond to a
problem. Applied research is value laden in a vari-
ety of ways, including subjectivity and researcher
bias in solving problems. For example, research
problems may be posed by a company or sponsor-
ing agency and require a communication consul-
tant or marketing researcher with the best skills to
offer a response to the issue. When a researcher is

hired to solve a specific problem, the sponsor usu-
ally provides value-laden direction, often identify-
ing the research topic, collaborating to assess the
problem, and potentially assisting in conducting
the investigation. Research problems may also
emerge in response to one’s lived experience: A
researcher may examine intercultural differences
among members in a small group to ensure that
productivity is not diminished because of the
employees’ communication with one another.

The distinctions between basic and applied
research are most often reflected in the motives and
conditions under which researchers pursue their
investigations. For example, the interpretive-critical
debate in cultural communication studies centers
around whether scholars should simply describe
features of a culture they observe or whether they
have an obligation to expose oppressive arrange-
ments within the culture. Research should be judged
according to the norms of protocol for conducting
research as identified by the scholarly community,
regardless of the stance the scholar takes toward
values in inquiry or the purpose of inquiry. The
quality of a research project does not necessarily
depend on whether the investigation is commis-
sioned to solve a problem or whether the investiga-
tion is conducted by an individual researcher who
seeks to advance knowledge. In general, the func-
tions of research—advancing knowledge and solv-
ing problems—are not mutually exclusive.

Regardless of whether one holds a value-laden
or value-free approach to research or is conducting
basic or applied research, researchers have an axi-
ological responsibility to conduct ethical inquiry.
Any information to be shared with an audience
must reflect professional properties of competent
research. Researchers also have a personal respon-
sibility to all stakeholders involved in the research,
including subjects. In contributing to the advance-
ment of human knowledge, a researcher must
adhere to ethical principles of research.

Axiology is an important consideration in the
development of communication theory. Tracing
back to antiquity, philosophers have struggled to
identify the nature of value and what kinds of
things have value. In general, communication the-
orists face two axiological issues: what scholarship
is worth pursuing and how best to conduct
research to gain that knowledge. In basic research,
scholars conduct inquiry to expand what we know
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See Communibiology

Brack FEMINIST EPISTEMOLOGY

Black feminist epistemology characterizes U.S. Black
women’s ways of knowing as distinctive and

significant for developing theories of the social
world and for attaining social justice for all
oppressed groups. This perspective stresses the
importance of Black women’s social locations for
how they create and validate knowledge, claiming
that their shared experiences can foster group
knowledge that can inform political action. It
emphasizes the fact that Black women can face
multiple, interlocking oppressions of gender and
race as well as classism and heterosexism.
Moreover, Black feminist epistemology is a type of
critical theory because it aims to empower the
oppressed to improve their situation. This theory
has implications for communication scholarship
because it suggests approaches for theorizing ways
that members of nondominant groups construct
and disseminate knowledge and provides insights
into how communication can effect social change.

Sociologist Patricia Hill Collins grounds Black
feminist epistemology in broad goals of Black
feminism. Black feminism is a political-social
movement that arose from feelings of discontent
among Black women and their allies due to frus-
tration with both the civil rights movement and the
feminist movement of the 1960s and 1970s. The
former neglected gender issues in favor of race,
while the latter focused mainly on White, middle-
class women’s concerns. Consequently, Black
women began to develop theory and initiate polit-
ical action related to their struggles with various
oppressions, including sexism, racism, classism,
and heterosexism. Based on a commitment to
social justice for Black women and other oppressed
groups, they, along with other women of color,
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began to propose alternative feminisms. Black
feminist epistemology details one of those alterna-
tive perspectives.

Black feminist epistemology contends that
although Black women have varying experiences
due to differences in age, social class, sexuality, or
ethnicity, they are subject to the legacy of struggle
against racism and sexism. It argues further that
experiencing shared challenges fosters similar angles
of vision based on distinctive themes of African
American women’s experiences, such as work, fam-
ily, sexual politics, motherhood, and political activ-
ism. These common, collective experiences help
develop group knowledge and ways of knowing
that Black women share with one another.

Collins asserts that Black women have been
socialized to create, sustain, and legitimate knowl-
edge in four distinct ways. The first dimension of
Black feminist epistemology is lived experience as a
criterion of meaning. Collins explains that Black
women tend to rely on subjective examples as
legitimate sources of knowledge. This criterion
refers to the use of narratives and practical images
to describe experience as a valid form of knowledge
or wisdom. For instance, in a famous speech titled
Ain’t I a Woman, to the Ohio Women’s Rights
Convention in Akron, Ohio, in 1851, emancipated
slave Sojourner Truth substantiated her claim to an
alternative version of White womanhood with a
vivid account of her personal experiences.

The second dimension refers to the use of dia-
logue in assessing knowledge claims. It claims that
Black women tend to engage in dialogue with oth-
ers to develop and legitimate knowledge. A principal
assumption of this criterion is that connectedness,
not isolation and independent thought, is essential
for validating knowledge. Collins traces this dimen-
sion to African-based oral traditions, noting that
this assumption also undergirds some feminist epi-
stemological theories. For example, Mary Belenky
and her coauthors contend that women are social-
ized to seek connectedness.

The third dimension is the ethic of caring, which
consists of three components: valuing individual
uniqueness, viewing emotionality as appropriate,
and developing the capacity for empathy. This cri-
terion counters the mainstream ideology of ratio-
nality and objectivity as pivotal to creating and
validating knowledge. Collins notes that the ethic
of caring also resembles both African-based oral

traditions and feminist perspectives on ways of
knowing. For example, the latter refers to women’s
tendency to value individual personality rather
than to seek impersonal sources of knowledge.

The fourth dimension of Black feminist episte-
mology is the ethic of personal accountability. As
individuals construct knowledge through experi-
ence, dialogue, and an ethic of caring, they also
must be accountable for their knowledge claims.
Thus, this criterion socializes Black women to
validate a knowledge claim based on the perceived
credibility of the source of that claim. Collins notes
that Black women expect individuals not only to
have clear positions on issues that they present but
also to assume responsibility for substantiating
their validity. She states that Black women are
more likely to believe knowledge claims of speak-
ers whom they respect for their moral character
and ethical stance.

Collins observes that when Black women politi-
cize these four dimensions and apply them to
social projects, they provide a viable framework
for Black feminist theorizing and practice. However,
she notes that a Black woman’s standpoint and its
respective epistemology provide but one heuristic
approach for analyzing intersections of multiple
oppressions. She rejects theories that declare that
Black women have a more accurate perspective on
oppression because of their race and gender.
Rather, she asserts that members of any groups
that embody multiply oppressed identities (e.g.,
other women of color, men of color, poor White
women, and lesbians of color) can provide episte-
mological insights. She concludes that the ultimate
value of these types of epistemologies is to chal-
lenge enduring processes that persons and groups
in power employ to produce and validate knowl-
edge in order to substantiate their right to rule.

Brenda ]. Allen
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BoNA FibE GrRouP THEORY

The bona fide group theory, originally developed
by Linda Putnam and Cynthia Stohl, identifies a
set of theoretical concepts that enable researchers
to move away from studying small groups as if
they were isolated, decontextualized, and without
history and study groups in context. This perspec-
tive was first articulated in a special 1990 issue of
the journal Communication Studies, in which sev-
eral well-known communication scholars called
for the discipline to pay greater attention to
groups within their natural environments. These
scholars argued that groups form the foundation
of our social lives, our work endeavors, and our
cultural and political experiences. Group commu-
nication facilitates or hinders a society’s ability to
thrive. After decades of studying small groups as
if they were completely distinct from contexts, it
was time for communication researchers to move
beyond “container models” of group communica-
tion. Collectively, they agreed there was a need to
have theories and constructs that enable an under-
standing of the multilevel, embedded, interpretive,
emotional, and rational processes of groups.
Since the early 1990s, several theoretical perspec-
tives have emerged that provide richer, deeper, and
more nuanced understandings of groups in context.
Going beyond functional approaches, researchers
have incorporated structurational, interpretive,
feminist, critical, and bona fide theories into small-
group studies. Bona fide theory has been used to
explore communication processes in contexts such
as juries, surgical and health teams, environmental
collaborations, management boards, community
theater, fund-raising, online support, and adoles-
cent peer groups. Research methodologies have also
become more diverse. Discourse analyses, ethno-
graphic studies, quasi-experimental designs, surveys,

and laboratory experiments all have been used to
study groups from a bona fide perspective.

Bona fide group theory posits that all groups
manifest permeable boundaries and interdepen-
dence with context. The theory provides a set of
concepts and relationships to explore these essen-
tial characteristics regardless of whether groups
are experimentally created and manipulated, occur
naturally in face-to-face environments, or are com-
puter mediated. The bona fide group theory is a
nascent theory insofar as a standard set of postu-
lates and theorems have yet to be developed.
However, over the past 18 years, numerous theo-
retical papers and empirical studies have illustrated
the ways in which it is a useful and vibrant frame-
work for the study of group processes as they
emerge and are embedded in larger contexts.

In bona fide group theory, group processes (e.g.,
decision making, conflict management, socializa-
tion of members, information processing) are
viewed as shaping and being shaped by these two
essential characteristics: permeable boundaries and
interdependence with immediate context. A third
characteristic, unstable and ambiguous borders,
emerges from the dynamic interplay between the
first two distinguishing features. This characteris-
tic focuses on group identities, especially how they
emerge and evolve through the ways that members
alter their group’s boundaries and contexts.

By taking these characteristics into account,
bona fide group theory enables scholars to under-
stand the nature of groupness as constituted across
time and space. The theory posits that the genera-
tive mechanism of group dynamics is the continu-
ous communicative interplay between internal and
external environments. These dynamics come
together through the negotiation of group bound-
aries, the creation of group identities, and the
shaping of the essential nature of the group. By
focusing on the two essential characteristics, group
scholarship is able to detect associations among
contexts, group deliberations, and message sys-
tems that remained obscured in traditional labora-
tory and field research.

The first characteristic, permeable boundaries,
challenges the assumption that a group has a fixed
location, an existence apart from its environment,
and a boundary formed by static, unchanging bor-
ders. In traditional studies of groups, boundaries
are regarded as given or preexisting structures, and
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hence the social context is seen as separate from
the group. Bona fide group theory is premised on
the notion that boundaries are neither previously
determined or permanent, nor are they defined
by goals, tasks, physical location, or presence of
group members. Rather, boundaries are conceived
of as socially constructed through interactions that
shape group identity; create, reproduce, or sever
connections with internal and external environ-
ments; live out members’ histories; and reflexively
define group process.

Theoretically, the ways in which group mem-
bers change, define, experience, and negotiate
boundaries are found in the interactive nexus
among (a) multiple group memberships and con-
flicting role identities, (b) representative roles,
(c) fluctuations in membership, and (d) group
identity formation. Empirical research suggests a
strong association between the ways in which
groups manage multiple memberships and over-
lapping identities and the effectiveness of the
group. If boundaries are too volatile and indistinct,
the group risks becoming overwhelmed and losing
its identity and focus; if boundaries are too stable
and exclusionary, the group often becomes iso-
lated, information deprived, and ineffective.

The second major characteristic of bona fide
groups is interdependence with immediate context.
Group context refers to the dynamic ways in
which groups depend on and contribute to their
physical, social, and task environments. In most
group studies of the past (whether in the field or in
the laboratory), context was assigned to the group,
controlled by the experimenter through laboratory
manipulations, or treated as and/or assumed to be
a constant. But in bona fide group theory, interde-
pendence is a dynamic variable that is reciprocally
negotiated as contexts are socially constructed
through (a) intergroup and intragroup communi-
cation, (b) coordinated actions among groups,
(c) negotiations of jurisdiction or autonomy, and
(d) ongoing interpretations in which individuals make
sense of current and past intergroup relationships.

Interdependence with immediate context consid-
ers the degree to which a particular group depends
on other individuals and groups to accomplish its
tasks and the degree to which other individuals and
groups depend on the focal group. Rather than see-
ing task dimensions such as complexity, urgency,
and accountability as static structural variables that

influence the internal dynamics of a group, bona
fide group theory treats these task dimensions as
socially constructed activities. Groups may deviate
from assigned tasks and actively define what they
do and how they do it with little reliance on outside
influences whereas other groups may have strong
external dependencies. The context shapes and is
shaped by a group’s ability to control the decisions
the group makes, define its priorities, or develop
criteria and alternatives to address the issues it
faces. Strong as well as weak external linkages may
create communicative dilemmas for the group as it
struggles to represent adequately what are inter-
preted as relevant stakeholder positions.

Overall, bona fide group theory privileges nei-
ther external nor internal relations. Bona fide
group theory posits that all groups, whether found
in the laboratory or the field, manifest permeable
boundaries and interdependence with context. The
theory addresses the complex network of commu-
nicative processes that influence group action.
From the very conceptualization of what a group
is to the methods used to study the groups, the
theory requires researchers to explore the produc-
tion and reproduction of social contexts, social
boundaries, and personal and collective identities.

Cynthia Stohl
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BROADCASTING THEORIES

Broadcasting was undoubtedly the most impor-
tant media development of the 20th century. First
radio and then television developed into mass
media that could command the attention of virtu-
ally the entire nation at times. Interestingly, how-
ever, communication theorists have—with some
notable exceptions—developed relatively few the-
ories that are specifically about broadcasting.
Rather, most theories deal with media effects.
Many of these theories are quite relevant to
broadcasting but also deal with effects of other
media, such as newspapers. Thus, to review
broadcasting theories, one must first understand
theories of media effects in relation to broadcast-
ing as a medium; then one can examine some of
the more specialized theories that are specific to
broadcasting.

Theories of Media Effects and Broadcasting

Theories of media effects are predominantly a
product of the 20th century. While some isolated
studies on the effects of newspapers emerged
around the turn of the 20th century, most theories
were developed and tested as broadcasting emerged
and spread as the dominant form of mass media.
Traditionally, scholars consider that the first theo-
ries of media effects were working with the power-
ful effects hypothesis. Briefly, the hypothesis held
that mass media had relatively powerful effects in
terms of forming and changing beliefs and that the
audience was relatively passive in terms of process-
ing messages and accepting them. These concepts
became prominent after World War I, when the
propaganda used by all sides was eventually seen
as a negative phenomenon; Americans began to
question whether mass media such as newspapers
could be too powerful, convincing people to engage
in risky foreign ventures that they might not have
undertaken. Harold Lasswell was an influential
early figure who also developed the well-known

model of communication: “Who says what to
whom in what channel with what effect?” He was
the first to study propaganda techniques and thus
greatly influenced the study of media in general.
Other influential figures on the early powerful
effects theories were Edward Bernays (considered
the “father” of public relations), Gustave Le Bon (a
French theorist of crowd psychology), and John
Watson (an important figure in behaviorism).
While we may now overestimate the extent to
which early scholars viewed the media as having
powerful effects, developments in broadcasting
began to raise questions along the lines that the
media might be too powerful. The rise of Fascism
and Communism both relied heavily on propa-
ganda. Hitler used radio and film as key elements
of his propaganda policy. For U.S. Americans, the
apparently all-too-easy submission of masses of
people to totalitarian ideologies brought up queasy
feelings about the “dark side” of mass media, espe-
cially broadcasting. The famous case of Orson
Welles’s radio adaptation of H. G. Wells’s War of
the Worlds, in which many Americans thought that
a fictional account of an invasion from Mars was
real, further heightened concerns. However, Hadley
Cantril, in his study of the event—another mile-
stone in mass communication research and one of
the first to deal with broadcasting—showed that
only a relatively small portion of people panicked,;
moreover, he was able to show that certain person-
ality characteristics and other conditions predicted
a panic reaction, which ran counter to the notion of
powerful effects. However, it cannot be denied that
developments in radio throughout the 1930s con-
tributed to fears that broadcast mass media might
have become too powerful. On the positive side,
Franklin Roosevelt’s use of radio in his fireside
chats was an example of the use of broadcasting to
unite people around important issues and causes.
The powerful effects model was effectively struck
down in the 1940s. Studies conducted by Paul
Lazarsfeld and colleagues showed that people’s
decisions about political candidates were not much
affected by media; rather, people seemed to rely on
those closest to them in forming their judgments.
This model came to be known as personal influ-
ence, and it has also been described as a limited
effects paradigm. By this time, radio was in ascen-
dance as a broadcast mass medium, used widely
for both entertainment and information. Thus,
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Lazarsfeld’s studies were seen by some as confirm-
ing that media—even broadcasting—were not so
powerful that people could not make their own
decisions or that democratic pluralism could not
survive in an era of mass broadcasting. However,
Lazarsfeld also introduced the notion of the two-
step flow, in which opinion leaders would be more
attentive to messages from the media and would use
such information within their own primary social
networks. Also, studies of the use of films to moti-
vate soldiers during World War II seemed to show
little effect. By the end of the 1950s, some scholars
were pronouncing the end of communication
research. In sum, while radio had been a dominant
medium from the 1930s through the 1950s, few
scholars had produced research that resulted in
radio-specific theories; there was no unified theory
of broadcasting. From today’s vantage point, how-
ever, we can see that broadcast radio was one of the
most important developments of the 20th century,
playing a role in all the important political, social,
and cultural movements of its time.

Critical Theories and Broadcasting

Before examining theories of broadcasting and
media effects as they evolved in the United States
after the 1950s, it is instructive to look at critical
theories of media, most of which came out of
Europe from the 1930s onward. Much European
research on media is grounded in or is a response
to Marxism. Orthodox Marxist theory held that
all cultural phenomena were formed by economic
conditions (the so-called base—superstructure
argument). However, European scholars, most
prominently those from the Frankfurt School,
found these formulations too simplistic. Theodor
Adorno, a prominent member of the school, did
research on radio. He thought that it could induce
states near brainwashing. Adorno and others in
the Frankfurt School, influenced by their experi-
ences with radio, conceived of mass media—
especially broadcasting—as a culture industry, in
which art had been transformed from expression
into a mass-produced product with exchange
value. Adorno was most insistent in his belief that
mass-produced broadcast radio culture devalued
the experience of listening to music.

Other critical theorists continued this line
of thinking that broadcasting transforms the

production of stories, art, and culture into a mass-
produced commodity. Herbert Marcuse found
that media inculcated patterns of one-dimensional
thought. However, other Marxist media scholars
saw the media as a potential site for ideological
struggle. Gramsci’s notion of hegemony permitted
such a conception. Later scholars such as Stuart
Hall and the Birmingham School continued this
line of reasoning as the possibility of differing
readings of media were accepted. All in all, these
critical approaches were in large part responses to
both the technological and the economic struc-
tures of broadcasting as institutionalized in the
capitalist West. As such, they are theories of
broadcasting in the broader sense. Todd Gitlin, an
American sociologist, underlined the differences
between the American limited effects school and
the critical research by pointing out that much
American research was done under an administra-
tive model, serving the needs of the broadcast
media, which in turn served the needs of corpo-
rate and political elites. However, American
research moved beyond the simple polarity
between powerful and limited effects, and broad-
casting played an important role.

Later Theories of Media
Effects and Broadcasting

After the pronouncement of the death of communi-
cation research (by Bernard Berelson), media schol-
ars began to offer new theories that addressed
concepts of media power that lay somewhere
between limited and powerful effects. The theory
most directly connected to television (and thus
broadcasting) was cultivation, developed by George
Gerbner and colleagues at the University of
Pennsylvania beginning in the late 1960s. Gerbner
felt that the many studies of television violence were
too focused on trying to show that viewers would
imitate violence that they had seen on television.
While the hundreds of violence studies that have
been conducted are also highly relevant to broad-
casting, Gerbner conceived of television primarily
as a storytelling medium. Thus, his theory was that
viewers of television would be more likely to hold
conceptions of the world that were congruent with
what they had seen on television. Most famously,
because heavy viewers of television would see many
instances of violence, Gerbner hypothesized that
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they would also see the world as a more violent
place. He called this phenomenon the mean world
syndrome. Cultivation examined many other con-
cepts in relation to television. For Gerbner, the
importance of television was that it was a broadcast
medium, dominating the storytelling industry from
the 1950s onward. While other media could poten-
tially have had cultivating effects, television was the
most important because of its massive reach, a
direct result of its broadcast nature.

Another theory that offered a perspective on the
effects of media was agenda setting. This theory,
also developed in the late 1960s, argued that media
might tell people, not what to think, but what to
think about. Maxwell McCombs and colleagues
showed that the agendas of news organizations
(including broadcast news) influenced the agenda
of the public. Later developments in agenda setting
found that exposure to news could prime audi-
ences to receive information in certain ways, and
that news frames are also important in influencing
how audiences receive and interpret news. While
agenda setting can apply to any journalistic
medium, many of the studies within this theory
have included television news. The power of televi-
sion to set political agendas has been recognized
since at least the 1960s, and research on agenda
setting has confirmed this power time and again.

A third prominent theory of media effects devel-
oped after the emergence of television was the
spiral of silence. Elisabeth Noelle-Neumann argued
that public opinion was not just the sum of peo-
ple’s individual beliefs. Rather, public opinion was
also characterized by people’s beliefs about what
others thought. Thus, she argued, people would be
less likely to express opinions if they felt that oth-
ers did not share that opinion. More important,
she argued that people would derive their feelings
of whether others shared their beliefs from the
media; she called this the media tenor. Since spiral
of silence theory was developed from the 1970s
onward, naturally the power of television played a
role in terms of its ability to portray opinions as
normative to large, heterogeneous audiences.

Indeed, most current theories of media effects
have been shaped by television’s power to distrib-
ute messages to large, heterogeneous audiences.
From the 1950s to the 1990s, television’s domi-
nance of the mass consciousness was virtually
uncontested. Thus, for theories of media effects

that were in one way or another informed by con-
ceptions of mass society—a society of disconnected,
anonymous individuals—television as a medium
represented the apex of mass mediation. In this
sense, almost any theory of media effects developed
after the 1950s can be seen as a response to televi-
sion and thus a theory of broadcasting. Not sur-
prisingly, television was seen as a factor in relation
to a number of social questions and issues.

Television Research

Most media attract the attention of social critics as
the media develop and become important aspects of
the culture. This was true of radio, film, popular
music, comic books, and most other mass media at
various times. However, television seemed to many
to be so powerful that it attracted more than its share
of criticism and thus the attention of researchers.

Without question, the dominant issue of con-
cern has been television violence. In the 1960s,
competition among the three broadcast networks
resulted in television lineups that were increasingly
filled with action-adventures, Westerns, and crime
dramas. While such fare would probably seem
tame by today’s standards, in comparison with the
so-called Golden Age of television (which was
characterized by live dramas, quiz shows, variety
shows, and similar fare), the new action-oriented
lineup was disconcerting to many. The Surgeon
General of the United States issued a report in
1972 on television violence, concluding that expo-
sure to television violence does result in a number
of deleterious outcomes. The government expanded
and updated these findings in 1982. Since then, the
dominant view has been that television violence
does result in negative outcomes such as desensi-
tization to violence, imitation of violence seen,
and acceptance of violence as a way to solve prob-
lems. While violence has always been a part of the
storytelling landscape, the advent of television as
a broadcast medium meant that violent images
could now be seen by everyone at virtually any
time, in increased vividness and realism. While the
government considered regulating violence, not
much has been done besides the establishment of a
voluntary rating system by television broadcasters
and the introduction in 1996 of the V-chip, which
allows parents to block programs that they might
deem too violent for their children.



82 Broadcasting Theories

Another concern can be found in television’s
portrayal of minorities and other marginalized
groups. Of most concern was the fact that televi-
sion, especially in its early years, stereotyped
groups such as African Americans and women.
Research showed that African Americans were
much less likely to appear on television programs
when compared with their population percentages,
and when shown, they were most often portrayed
in stereotypical roles, often as either servants or
criminals. Women were also shown less frequently,
and mostly in “traditional roles,” such as mother,
secretary, nurse, and so on. When not shown in
those roles, they were shown as objects of desire.
Much research from a variety of theoretical per-
spectives has shown that these portrayals did mat-
ter in terms of how people viewed the marginalized
groups. However, television has proven able to
adapt, at least partially, to social change. Blacks
and women are now shown more frequently, and
the range of roles they can inhabit has also broad-
ened. A similar phenomenon can be seen in the
portrayal of gay men and lesbians. Nevertheless,
even with some improvements, there are other
groups—such as Latinos and Asians—that remain
underrepresented on television, and even the
groups that have seen their portrayals increase can
still make an argument that the dominant—even
hegemonic—White male culture of television still
has effects at the societal level.

Despite the demise of the powerful effects view
of media, television has been blamed at one point
or another for almost every social problem: drug
abuse, unhealthy behaviors such as smoking or
unhealthy eating habits, poor educational perfor-
mance of children, lack of interest or knowledge
in political matters, failure to practice safe sex,
and so on. In all, thousands of studies have been
conducted linking television viewing to a variety
of negative effects. Most studies do show effects
for the given variables studied, although effects
directly attributable to television are almost always
small to moderate when demographic and other
factors are controlled for. Still, the simple fre-
quency with which investigators have looked at
television as a cause or symptom of social ills is
evidence of the enormous power ascribed to tele-
vision in everyday discourse. While researchers
may have bypassed the notion of a hypodermic
needle or magic bullet that could inject passive

viewers with any desired message, there is little
doubt that television has been viewed within soci-
ety as the most powerful mass medium ever devised,
at least since the 1960s.

Technological Theories of Broadcasting

It is interesting to note that television’s dominance
as a mass medium has been challenged—beginning
in the 1980s with the rise of cable television and
VCRs and more recently with the rise of the
Internet. Traditional broadcasting (epitomized by
over-the-air broadcasts of television) has lost much
of its share to new media. At the same time, watch-
ing television—in a variety of forms—is still the
most common media activity in which people
engage. But the rise of new media points to the fact
that the form of a technology, in this case broad-
casting, can also have important effects.
Modernization theory, popular in the 1960s and
1970s, argued that developing societies could pass
more quickly from traditionalism into a modern
state with the infusion of mass-mediated commu-
nication. Access to information from mass media
would help the Third World bypass stages of
development by replacing traditional outlooks
with those characteristic of “advanced” capitalist
democracies. The theory of diffusion of innova-
tions also focused on technologies and their adop-
tion as markers of modernity, although this
theory also included interpersonal and community-
level communication as important determinants
of a society’s move toward modernization.
Broadcasting’s technological features—especially
its ability to reach illiterate audiences across wide
distances—made it a logical candidate for experi-
ments in technological innovation for moderniza-
tion. The advent of satellite broadcasting made the
power of broadcasting as a technology seem even
more alluring. Experiments were conducted with
the use of television in remote underdeveloped
countries, and a variety of nations undertook broad-
casting projects—either in radio or television—to
advance economic, social, and cultural develop-
ment. While there were some successes, critics
argued that broadcasting would merely serve to
transmit the values of dominant, Western capitalist
powers. Fears of neo-imperialism or neocolonial-
ism muted much of the hope for broadcasting’s
power as a tool for positive social change. In any
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case, by the 1980s and 1990s, broadcasting was
reaching more people, and local production was
stepping up its output. For many countries where
state-sponsored television had been the norm, new
commercial outlets were springing up, often
through cable and satellite. The fact that local
media industries in countries such as India became
very large and commercial seemed to confirm
some aspects of both advocates of the moderniza-
tion approach and its opponents. The technology
was indeed powerful as countries’ economies
changed, but broadcasting’s quality as the preemi-
nent medium for carrying advertising also meant
that the economic model of free-market capitalism
was often part and parcel of the technological
package. These trends have led to what we now
call globalization.

Perhaps the most important, though controver-
sial, theory of broadcasting as a technology was
that of Marshall McLuhan. He saw media as
extensions of human sense faculties, and he was
far less concerned with the content of the medium
than with its form. He famously said that the
medium was the message, by which he meant that
use of certain media tended to reorganize the way
humans think. Most important for McLuhan was
the transition from a literary or written culture (a
culture of the “eye”) to a mediated, aural culture
(a culture of the “ear”). While McLuhan was not
the first to point out the importance of the devel-
opment of writing as the advent of the very essence
of modern, rational, scientific, Western thought, he
popularized these notions to a very wide audience.
Indeed, he became something of a media phenom-
enon in the 1960s. While McLuhan’s ideas were
widely circulated, they did not gain much traction
among communication theorists. Most commonly,
his thoughts have been attacked with the critique
of technological determinism—the idea that all the
effects of a technology can be deduced from its
form. Raymond Williams (Television: Technology
and Cultural Form) is a prominent opponent of
technological determinism, arguing that cultural,
social, and political decisions affect how a technol-
ogy will be used. In any case, as we have seen,
most theories of broadcasting have been linked
with theories of media effect, and thus content and
form are inextricably linked.

James Shanahan
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BuppHIST COMMUNICATION
THEORY

Implicit in all great religions of the world are dis-
tinct models of communication. In this regard,
Buddhism is no exception. Buddhism refers to a
body of doctrines and religious practices expounded
by the Buddha—Iliterally, the Enlightened One. The
Buddha was born in India in 563 BCE and died 85
years later. There are two main schools of
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Buddhism—the Theravada and Mahayana. The
Theravada form of Buddhism, which is the earlier
school, is practiced in countries such as Thailand,
Sri Lanka, Myanmar, Cambodia, and Laos, while
the Mahayana form is practiced in countries such
as Japan, South Korea, and Tibet. There are a
number of differences between the two, although
both have much in common, and both offer impor-
tant implications for communication theory.

The Buddha himself was a supremely persuasive
communicator. He preached to the people in an
idiom and vocabulary that were readily under-
standable. He paid close attention to the psycho-
logical makeup of his interlocutors and listeners.
He designed his messages in a way that would
appeal to ordinary people. In terms of models of
communication, he placed the receiver at the cen-
ter of his communication model—unlike most
Western models, which, until recently, focused on
the sender. Furthermore, the Buddha always con-
ceptualized communication in terms of a specific
context; the act of communication constituted an
event, and the context was an integral part of the
meaning. Finally, he placed great emphasis on the
rhetorical strategies deployed by the communica-
tor. The distinct ways in which he pressed into
service allegories, parables, tropes, and stories bear
testimony to this fact. Communication, then, is
central to Buddhist thought.

Buddhist Phenomenology

Buddhists posit three basic characteristics as defin-
ing worldly existence. They are impermanence,
suffering, and nonself. The notions of flux and suf-
fering are central to Buddhist phenomenology. The
way out of a world of suffering, according to the
Buddha, is by pursuing the Noble Eightfold Path,
consisting of (1) right view, (2) right conception,
(3) right speech, (4) right action, (5) right liveli-
hood, (6) right effort, (7) right mindfulness, and
(8) right concentration. In addition, there is no per-
manent personal entity that can be called the self or
ego. These three characteristics color the Buddhist
approach to communication. In general terms,
what is distinctive about the Buddhist understand-
ing of language and verbal communication is that
it signifies the middle path—it avoids extremes.

A social aspect is also important to Buddhist
thought. There are five main presuppositions

associated with the ideal social order, and these
have implications for communication theory:
(1) The human being is supreme, (2) reason and
compassionate understanding rather than blind
dogma should guide human action, (3) human
beings need to be pragmatic in their behavior,
(4) all forms of violence should be eliminated, and
(5) peace and harmony are the ideals that under-
write society.

Dimensions of Buddhist
Communication Theory

At the foundation of Buddhist views of communi-
cation is the Buddhist view of language. Language
is seen as always evolving in relation to social con-
texts and conditions. In the famous discourse on
the origins (agganna sutta), the Buddha informs
the two Brahmins, Vasettha and Bhadrvaja, that
human society is a product of evolution. Social
institutions, including language, were not fash-
ioned by some divine creator but evolve through
processes of social growth. Language, then, is a
social practice shaped by convention and agreed
on by the people who employ it. In the Buddhist
writings, there are copious references to agreement
among users (sammuti) and the practices of users
(vohara), evidence of the idea of language as a
product of social evolution.

The Buddhist emphasis on language as a social
practice also calls attention to the world shared by
senders and receivers and how it constitutes a very
important facet of the communicated meaning. A
communicative event is more than the sending of a
message by a solitary sender to a solitary receiver;
it takes place within a linguistic context in which
both are embedded. The idea of linguistic embed-
dedness constitutes an integral part of the meaning
of the communication act and gives it added focus
and depth. Embeddedness is present in another
way, as well. According to the Buddhist way of
thinking, individual consciousness is nurtured on
signs and reflects their logic and imperatives.
Indeed, consciousness is dependent on the semiotic
interactions associated with a given communica-
tive event. Consciousness, then, is forged in the
linguistic signs produced and exchanged by the
participants; it is not just the subjective experience
of the individual but takes into account the social
dimensions of context as well.
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In fact, theories of interpersonal communication
and intrapersonal communication intersect in inter-
esting ways in Buddhist thought. According to
Buddhism, language and communication ultimately
should pave the way to liberation. Hence, self-
reflexivity and critical introspection—the essence of
intrapersonal communication—assume a great
importance. For Buddhists, this self-reflexivity is
built into the very process of verbal communication.
In communicating, one is not merely stringing
together a cluster of words but also reflecting on
them and evaluating them; to communicate, to use
language to interact with others, is to adopt a moral
stance. From this flows the notion that linguistic
communication involves the imparting of not only
information but also feelings and moral assess-
ments. Therefore, to communicate through language
is to reflect on how one is constituted as a human
being. This is an important area that has been rela-
tively neglected by communication scholars.

Buddhism also contains a well-developed model
of interpersonal communication itself, hardly sur-
prising in view of the fact that the aim of Buddhism
is to lead people away from worldly suffering;
how to live productively and harmoniously with
others in society is addressed by Buddhism as a
way of alleviating suffering. Furthermore, the con-
cepts of suffering, happiness, rights, duties, good-
ness, evil, virtues, vices, well-being, truthfulness,
and authenticity are discussed in ways that illumi-
nate issues of interpersonal communication. The
Buddhist model of interpersonal communication
that lies behind moral injunctions, for example,
focuses attention on the following components:
the sensitive use of language, truthfulness and
verifiability of communication, the achievement of
consensus and harmony through interaction, the
frames of intelligibility we bring to the communi-
cative event, symmetrical relationships in commu-
nication, the importance of contexts of interface,

and clarification and justification of moral princi-
ples underlying social intercourse.

Buddhist communication theory is complex and
many sided. The Buddhist approach to language
and implications of Buddhism for intrapersonal
and interpersonal communication have been pre-
sented here as examples of the many implications
of Buddhism for communication. Buddhist under-
standings of communication as a social and moral
act have much to offer contemporary communica-
tion theorists.

Wimal Dissanayake
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CAMPAIGN COMMUNICATION
THEORIES

Communication campaigns are intended to generate
specific outcomes in a relatively large number of
individuals, within a specified time, and through an
organized set of communication activities. In other
words, campaigns employ communication strategies
and theories to influence large audiences in some
measurable way. Perhaps the objective is to persuade
consumers to purchase a particular product, as is the
case with commercial marketing campaigns, or to
influence an attitude, increase knowledge, promote
awareness, or even change a behavior, as is more
common in prosocial campaigns. Campaigns can be
school- or community-based or regional, national,
or international in their reach. Mass media cam-
paigns, frequently used for their large reach, are
most successful in increasing awareness and knowl-
edge, while smaller school- or community-based
campaigns are more likely to generate higher level
changes in attitudes and behavior. Integration of
mass media and interpersonal strategies creates the
greatest likelihood for behavior change.

Campaigns are complex in that they are an art
as well as a science. In other words, high-quality
graphics and creative ideas are necessary to attract
and maintain attention, but so is a fundamental
understanding of communication theory to maxi-
mize understanding of audiences, message content,
and evaluation strategies. A clear understanding of
how theory can inform the campaign process will
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improve the likelihood of obtaining successful
campaign outcomes.

The three major phases of a campaign are plan-
ning, implementation, and evaluation. While there
are many potential theories that can be used to
inform campaigns across the three phases, those
theories that are highlighted in this entry are wide in
scope and applicable to a broad range of campaign
topics. This entry will discuss how theory can be
integrated into formative research, message design,
and evaluation procedures throughout a campaign’s
planning, implementation, and evaluation stages.

Theory in Formative Research

The planning stage of formative research is com-
monly divided into preproduction and production
phases. During the preproduction phase, research on
target audiences is conducted to understand their
beliefs, values, knowledge, attitudes, and perceptions
about the campaign topic. Preproduction research
informs how audiences may be segmented so that
campaign messages can be tailored appropriately to
an audience’s demographics, geographics, and psy-
chographics. During the production phase, message
concepts are designed on the basis of preproduction
findings and then are evaluated by target audience
members to determine how they may be revised for
the larger campaign. Primary research strategies
used in formative research include focus groups,
theater testing, surveys, and intercept interviews.
To begin the formative research process, cam-
paigners will first identify relevant literature
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related to the campaign topic. The relevant litera-
ture assists in the identification of a theoretical
framework so that campaign researchers can iden-
tify factors that might contribute to individuals’
willingness to attend to, identify with, process,
and ultimately comply with campaign recommen-
dations. Specifically, during the preproduction
stage, theory helps inform the questions asked in
a moderator guide, survey tool, or interview pro-
tocol, and during the production stage, theory
provides ideas for message design. Two theories
often employed during the formative research
phase are the transtheoretical model (TTM) and
the theory of planned behavior (TPB).

Stages of Change/Transtheoretical Model

According to James Prochaska and Carlo
DiClemente, the TTM is based on the idea that
individuals are at different stages of readiness to
engage in a recommended behavior, which provides
useful information for prioritizing audience seg-
ments and identifying who is most likely to be
influenced. According to the TTM, people can be in
either precontemplation, contemplation, prepara-
tion, action, or maintenance stages in terms of their
readiness to change a behavior. People who do not
believe a problem exists in their current behavior or
situation would be in the precontemplation stage.
Individuals in the contemplation stage are aware
that a problem exists but have made no serious
commitment to change. Individuals in the prepara-
tion stage intend to take action to change and may
seek information about how to facilitate a change.
In the action stage, people have begun to address
the problem behavior by adopting a recommended
behavior. When they continue to engage in the rec-
ommended behavior over time, individuals have
entered the maintenance stage. As part of the for-
mative research process, it can be helpful to identify
individuals’ readiness to change as a strategy to seg-
ment audiences. The types of messages that influ-
ence people are likely to differ depending on
individuals’ stage of readiness to make a change.

Associated with each of the TTM stages are
activities that help move people through the
behavior change process, including consciousness
raising, dramatic relief, self-reevaluation, environ-
mental reevaluation, self-liberation, social libera-
tion, counterconditioning, stimulus control,

contingency management, and helping relation-
ships. These processes of change provide cam-
paigners with a toolbox of strategies to incorporate
as part of their campaign messages. For example,
if a target audience was comprised of individuals
in the precontemplation stage (e.g., I did not know
anything about blood donation), campaign mes-
sages might focus on consciousness raising to
increase awareness of the campaign topic (e.g.
blood donations are at an extreme low), or if a
target audience included individuals in the mainte-
nance phase, campaign messages might focus on
helping relationships (e.g., continue to donate
blood with a partner) to ensure continued mainte-
nance of the behavior. According to the TTM,
people continually go through a decisional bal-
ance, examining the pros and cons associated with
a particular behavior, which should be assessed at
the formative research phase (e.g., what are the
perceived benefits and barriers to blood donation).
Additionally, the TTM notes that self-efficacy,
one’s confidence that he or she can perform a
behavior, influences behavior change, which indi-
cates a need to assess factors that may impact self-
efficacy (e.g., how confident are you that you are
able to donate blood). In sum, the TTM provides
information that allows campaigners to segment
audiences on the basis of their readiness to change
and design messages to test during the formative
research phase of campaign development.

Theory of Planned Behavior

Icek Ajzen’s TPB provides a useful framework
for conducting formative research in campaigns.
According to the TPB, three conceptually indepen-
dent variables contribute to the formation of
behavioral intentions that predict actual behavior:
individual attitudes, subjective norms, and percep-
tions of behavioral control. Attitude is comprised
of behavioral beliefs that have outcome evaluations
associated with them (e.g., wearing a seatbelt is a
good thing to do); subjective norm is defined as a
person’s beliefs that certain individuals or groups
believe he or she should or should not perform a
given behavior (e.g., my parents would approve of
my wearing a seatbelt); perceived bebavioral con-
trol is the perception that performance of a specific
behavior is within a person’s control (e.g., it is easy
for me to use my seatbelt), and there is a direct link



Campaign Communication Theories 89

between perceived behavioral control and behav-
ior. The TPB is useful in the formative research
phase because it indicates that campaigners need to
investigate potential audience members’ attitudes
about the campaign topic, normative influences
that might affect their adoption of campaign rec-
ommendations, and perceptions of control, which
can identify perceived barriers to adopting cam-
paign recommendations. For example, formative
research for a campaign to promote seatbelt use
among pregnant women might find that women
have a positive attitude toward seatbelt use, as do
their significant others, but it might also find that
women report discomfort during the later stages of
pregnancy. In the production phase of formative
research, message concepts can be designed that
support positive audience beliefs and address barri-
ers. For example, in the seatbelt scenario, pregnant
women might be reminded about keeping their
unborn baby safe and be encouraged to purchase a
seatbelt extension to improve their comfort level.
Thus, while the TTM provides guidance for under-
standing audience readiness to engage in behavior,
the TPB provides insight regarding known predic-
tors of behavior so that campaigners can engage in
appropriate research that addresses those predic-
tors in final campaign messages.

Theory in Message Design

The previous section discussed how theory can be
used to understand audiences and create message
concepts for testing in formative research. This sec-
tion will elaborate further on the use of theory in
message design as a strategy to improve the poten-
tial impact of campaign messages. Campaign mes-
sages need to be memorable, of high quality, and
communicated via a channel appropriate to the
audience. While creative messages are essential for
society’s savvy information consumers, so is the
theoretical contribution to message development,
because theory provides campaigners with informa-
tion regarding message structure, argument type,
selection of appeals, and repetition, as well as
source and channel choices. Many theories can
inform message design, but to extend the discussion
to other frequently used theories, social cognitive
theory (SCT) and the extended parallel process
model (EPPM) are discussed as they relate to cam-
paign message design.

Social Cognitive Theory

SCT, a theory by Albert Bandura, is based on the
same body of research as social learning theory but
focuses more on human thought processes. The
central idea of SCT is that people learn from obser-
vation and that the reinforcement or punishment of
behavior impacts their behavior and subsequent
outcome expectancies in similar situations. Also,
learning is more likely to occur if a person identifies
greatly with the role model and has high self-
efficacy. SCT is fundamental to campaign message
design because it explicates the idea that people
learn and are influenced when they make observa-
tions, which includes observation of campaign mes-
sages. SCT notes that people are more likely to be
influenced by models or message sources with
whom they identify; thus, formative research can
identify these models for subsequent use in cam-
paign messages. SCT also discusses the importance
of rewards and punishments: Campaign messages
can promote the positive outcomes associated with
adherence to campaign recommendations or high-
light the punishments associated with low adher-
ence to a recommended action or belief. For example,
a campaign message that encourages individuals to
vote on election day may point out that they will
feel patriotic and proud to be an American if they
exercise their right to do so. And a campaign that
encourages individuals to drive the speed limit may
also indicate a punishment, such as “If you don’t,
law enforcement will ticket you.”

The theory supports message-design strategies
that promote message sources with whom audi-
ence members identify, new information for audi-
ence members to learn, demonstrations of
recommended actions through appropriate chan-
nels, and reinforcement or punishment as motiva-
tors to comply with message recommendations.
SCT is particularly useful when a campaign aims
to demonstrate how to engage in a new behavior.
For example, health brochures that demonstrate
how to appropriately conduct a breast self-exam,
a public service announcement that shows how to
“click” your seatbelt to avoid a ticket, or a radio
message providing directions on how to apply sun-
screen appropriately all provide observable exam-
ples of SCT. In sum, SCT provides guidelines about
observational learning that can translate directly
into message design strategies for campaigns.
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The Extended Parallel Process Model

The EPPM, a theory developed by Kim Witte,
describes conditions when fear appeals will or will
not be effective as a campaign message. Fear
appeals are persuasive messages designed to scare
people by describing the terrible things that will
happen to them if they do not do what the message
recommends. Fear appeals typically use vivid lan-
guage, personal language, and gory details or pic-
tures, and they are a popular strategy in both
health and political campaigns. Everyone can recall
health messages that warn of terrible things that
will happen if people do not exercise regularly, eat
right, get regular checkups, wear safety gear, or
take preventive action of some sort. For example,
public service announcements about drunk driving
that show a crushed car and warn of imminent
death if you drink and drive would be considered
a fear appeal. And during political campaign sea-
sons, it is easy to recall messages sponsored by a
political party that threaten negative consequences
and policies should the opposing candidate be
elected.

The EPPM describes three components of a fear
appeal that predict whether message exposure leads
to acceptance, avoidance, or reactance: fear, threat,
and perceived efficacy. Fear is the emotional part of
the message, while threat refers to the perceived
severity (e.g., drinking and driving results in death)
and perceived susceptibility (e.g., | or my friends
could be hit by a drunk driver) of the message.
Perceived efficacy is comprised of response efficacy
(e.g., designated drivers reduce drunk driving), as
well as the previously discussed construct of self-
efficacy (e.g., I am confident that I could easily be
or use a designated driver). The EPPM states that
when threat is high and perceived efficacy is high,
target audience members will accept the message
because they see there is a problem and feel as
though they can do something about it. However, if
they perceive a threat to be high and their efficacy
to be low, they will not accept the message and
engage in avoidance or perhaps reactance, in which
they respectively choose to not address the message
or do the opposite of what the message recom-
mends. If a fear appeal is the message appeal of
choice, this theory identifies message components
that need to be present in a campaign message for
the fear appeal to be successful. Specifically, a fear

appeal needs to promote a threat that is not too
intense or scary, but still threatening, and it also
needs to recommend an action that people believe
will work and is easily done to address the threat.
Essentially, the theory provides instructions for
campaign messages that aim to scare people into
action; however, the theory cautions that those mes-
sages should contain both a threat as well as an
efficacy component to be successful. For example,
campaigners may decide they want to use fear
appeals as an antismoking prevention strategy.
Messages may include narrative evidence that
shows a woman on her deathbed with an oxygen
tank and a vivid picture of her tarred, black lung.
To be effective, the message would also have to
have a strong efficacy component that encourages
audience members to remain smoke free by rec-
ommending certain actions. While there is much
controversy over the use of fear appeals in the
campaign literature, they are commonly used in cam-
paigns to illustrate undesirable outcomes for indi-
viduals. Campaigners have an ethical imperative
to include an efficacy component, and if they do
not include an efficacy component, they decrease
their likelihood of successfully influencing audience
members.

Theory in Evaluating Campaign Effects

In addition to formative research and message
design, theory informs the process and summative
evaluations of campaigns. Process evaluation occurs
during the implementation phase of a campaign to
ensure that all facets of the campaign are moving
along as planned, while summative evaluation
occurs at the completion of a campaign to deter-
mine its effectiveness. During process evaluation,
theory provides a map for what variables are criti-
cal to monitor during the implementation process.
For example, the EPPM would indicate a desig-
nated driver message that incorporates a fear appeal
should result in acceptance of a message. However,
if the message is seen as humorous rather than
threatening or if the message does not have as
strong an efficacy impact as expected, it would be
critical during the implementation phase to assess
the message and adjust it accordingly to avoid cam-
paign failure. Process evaluation is often not done
despite its importance for accurate evaluation of
summative effects.
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Social Norms Approach

Summative evaluation to assess the success of a
campaign is based minimally on stated campaign
objectives, which are informed by theory. At the
outset of a campaign, campaigners look to theory
to identify what variables (e.g., attitude, personal
norms, knowledge) can be impacted by campaign
messages and then develop measures that evaluate
whether any changes occurred across those vari-
ables. Campaign evaluation is difficult as it is not
a controlled experiment, but quasi-experimental
designs often are used to compare different schools,
communities, or regions exposed to a campaign to
other equivalent, unexposed groups. Theory plays
an integral role in determining campaign objec-
tives, which direct what type of measurement
needs to occur to assess effectiveness. Social norms
campaigns, for example, aim to correct audience
misperceptions about a social norm by providing
evidence that a perceived norm is different from
the actual norm. Social norms campaigns, an
approach developed by Alan Berkowitz, are often
used on college campuses to address binge drink-
ing, typically providing evidence that most students
do not binge drink and only drink a few alcoholic
beverages when they do—which is contrary to the
common perception that the majority of college
students binge drink. Prior to the start of the cam-
paign, campaigners collect baseline data based on
the constructs of the theory (e.g., how much each
student actually drinks, how much each student
thinks other college students at the campus drink).
They will then set measurable objectives for the
campaign based on the theory (e.g., the campaign
will increase student knowledge of campus drink-
ing behavior, increase communication about drink-
ing moderately, decrease drinking by one alcoholic
beverage per social activity). During and after
implementation, campaigners measure those same
constructs to determine whether any changes have
occurred within the target group, and they perhaps
compare the findings with those from a control
campus. In sum, theory identifies important con-
structs, provides measurement guidance, and con-
tributes to the evaluation of campaign effects.

Kami ]. Silk
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CHicANA FEMINISM

Chicana feminism is a movement that developed
in response to the inability of the Chicano move-
ment of the 1960s and 1970s and the Anglo
feminist movement to incorporate the specific
experience and social justice issues confronting
women of Mexican ancestry in the United States.
The experience of Chicanas is rooted historically
in the colonization of Mexico and subsequently in
the attainment and annexation of most of what
was northern Mexico in the 1800s by the United
States. Additionally, the Chicana experience is
deeply informed by continued neocolonialist eco-
nomic migration and immigration of Mexicans,
both temporarily and permanently, to live and
work in the United States.

This colonialist past and neocolonialist present
combine to create a complex matrix of religion,
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ethnicity, culture, race, class, sexuality, and gender
that characterizes the hybrid and complicated
nature of Chicana feminism. Although there has
been a history of Mexican women feminists in
various forms since colonial times, what sets apart
the Chicana feminist who evolved in the 20th cen-
tury is a focus on political praxis combined with
the creation of what Chicana writer Cherrie
Moraga calls a theory in the flesh—theory that is
inherently political in drawing on the contradic-
tions and real-life experiences of Chicana women.

Influence of the Chicano
and Feminist Movements

The Chicano movement grew out of a history and
experience of labor inequalities and oppression and
the efforts of activists and community leaders to cor-
rect them. While these efforts had begun as early as
the first decades of the 20th century and throughout
the southwest United States (chiefly Texas, New
Mexico, Colorado, Arizona, and California), the
Chicano movement was most strongly influenced by
the efforts of the United Farm Workers (UFW), led
by César Chavez. This activism was the Chicano
counterpart to the civil rights movement in the
United States. Chicano university students in the
1960s became involved in supporting the UFW, as
well as in questioning the general absence of Chicano
experience from university curricula. In response, a
Chicano Plan for Higher Education was pub-
lished—El! Plan de Santa Barbara—calling for what
would eventually result in the field of Chicano stud-
ies and the birth of Chicano studies scholarship. The
U.S. feminist movement similarly responded to the
fervor around civil rights. Inspired by the history of
the women’s suffrage movement in the 1920s, this
movement worked to secure equality between the
sexes in social, economic, and political contexts.
Chicana feminists responded to the ways in
which they found themselves essentially absent
from these two movements, despite the fact that
they were in solidarity with the fundamental goals
and purposes of both. The women’s movement, as
the feminist movement was often called, was
largely a movement centered around White, Anglo
(English-speaking) women, often of higher socio-
economic status than most Chicanas and influ-
enced by very different root experiences and ways
of life. Although women shared in the experience

of sexism, the experience of race and class generally
was not reflected in the feminism of the women’s
movement.

Similarly, although the Chicano movement was
making great strides for the Chicano community,
even its very name—the masculine form Chicano—
reflected the taken-for-granted invisibility of
Chicana women and of their rights to equal par-
ticipation with men in the privileges being gained.
The emphasis on the family, or familia, as the unify-
ing concept or metaphor for Chicanos, like
Mexicans, assumed the role of the woman as
unquestioning child bearer and mother, sexual part-
ner to the dominant man, and self-sacrificing—as
Mary was in the “holy family.” The roles of women
in Mexican history and in the Chicano movement
were largely invisible and unacknowledged; Chicana
feminists found themselves bringing the awareness
of the history of Mexican feminism to the attention
of Chicanos as part of their claim of relevance.

Also absent in the formal rhetoric of the Chicano
movement were the tensions between men and
women and the influence of machismo, or the
emphasis on defending and exemplifying male
strength, in the domination and subordination of
women. While Chicano men were enjoying the
prospect of broader horizons and opportunity,
Chicanas did not feel included.

Chicana Organizing

In response to these voids, Chicanas began to orga-
nize around their specific concerns. In 1971, in
Texas, where the Chicano movement had led to the
creation of the Raza Unida party, women orga-
nized a caucus within the party called Mujeres por
la Raza [literally, Women for the Race]. La Raza is
a Spanish colloquial term used by Chicanos to refer
to themselves as a community united by race. This
caucus succeeded in incorporating women’s issues
into the party’s platform, and throughout the early
1970s, Chicanas held repeated conferences, focus-
ing on developing organizational skills and coali-
tion building for women. They also worked against
the race and class biases present in Anglo women’s
politics and officially withdrew from the Texas
Women’s Political Caucus, endorsing a series of
Chicana candidates for various state and local
political offices. Although Mujeres ceased to exist
when the Raza Unida party ended, the types of
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issues and activism that had begun did not. Similar
efforts existed in other states, including the forma-
tion of a national organization for Chicanas—the
Comision Femenil Mexicana Nacional (National
Mexican Women’s Commission).

Chicana efforts to organize themselves were met
with much criticism from within the Chicano com-
munity. Often they were accused of hurting the
overall Chicano cause by emphasizing their own
issues. However, the Chicana response was a strat-
egy that recognized the significance of women’s
roles within the community. It sought to address
all issues of inequity and to change the overall
power dynamics operating: If domination of
women within the Chicano community existed, it
was not just women but the entire community that
was affected by these imbalances of power.

Chicana Theorizing

The dynamics of these efforts would come to influ-
ence the nature of the social theories and literature
developed by Chicana scholars and activists.
Particularly influential was the late Gloria Anzaldua,
a Chicana scholar activist who addressed the ten-
sions experienced by Chicanas by creating a theory
of borderlands about Chicana experience. Anzaldua,
along with other Chicana feminists, suggested that
what a dominant academic audience would con-
sider important might not be similarly significant
to Chicana women and their communities. This is
a central issue for Chicana feminists: to create the-
ory that can impact academic scholarship while
remaining relevant to Chicana women’s lives.

Whether traditional academic theory can cap-
ture and address the core issues of importance to
Chicanas has implications, not just for the content
of the theory, but also for the ways in which the
theory is written. As such, the style and form of
Chicana feminist writing in its purist forms are
best described as multigenre; Chicana feminist
writing includes a combination of different forms,
such as poetry, performative writing, autobiogra-
phy, narrative, and code switching (alternating in
a text from one language or linguistic code to
another). As a result, the theories and writings
produced by Chicana scholars and activists do not
often fit neatly into existing academic categories or
disciplinary boundaries. This is seen as evidence of
its validity rather than as a shortcoming.

Political Nature of Chicana Feminist Theory

Most significant to Chicana theories, and
reflecting the political origins of Chicana femi-
nism, is the embedded and explicitly political
nature of the work. Chicana feminism seeks to
avoid relying on Western theories and forms of
thought in order to avoid the risk of reflecting
colonialist assumptions present in traditional aca-
demic theories. Since Chicanas themselves are the
product of colonialist processes of history, one of
the more innovative aspects of Chicana feminist
theory is that of imagining realities that might
counter or resist the colonial.

This is apparent in the use of language, refer-
ences to history, and narratives in nontraditional
and surprising ways in order to move away from
dominant modes of representation. The work of
lesbian Chicana writers has been exceptionally
powerful in challenging many of the colonialist
issues embedded in the society they are resisting,
calling into question the roles gender and patri-
archy play in maintaining existing power rela-
tions. Similarly, works that question traditional
representations of religious experience and
Catholicism, as well as those that utilize indige-
nous traditions and symbolism to express theo-
retical concepts, force colonialist assumptions to

be laid aside.

Reliance on Lived Experience
as Basis for Authority

By drawing on lived experience as the basis for
concepts and ideas that are developed in their
work, Chicana feminists reflect the early intention
of Chicanas not to be made invisible in the light
of dominant movements or ideas. Chicana femi-
nists employ a test of real-life validity to their
work, where the evaluation must come not only
from a scholarly community but from within the
cultural standpoint the theory is representing.
Much Chicana feminist work is self-reflexive, apply-
ing within itself tests of its own validity by
applying cultural knowledge to the ideas as they
are expressed.

Attention to Complexity in Chicana Feminism

Chicana feminist scholarship includes the aware-
ness that a good theory will unsettle the dominant
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order in one or more of the dimensions that Chicanas
address in their work. Chicana feminist theories
acknowledge that race/ethnicity, religion, sexuality/
gender, and social class do not exist separately but in
complicated interaction with each other. A good
Chicana feminist theory, therefore, is rarely unidi-
mensional, instead focusing on the multiple dimen-
sions that are contested and resisted in Chicanas’
work. Their writing attempts to situate the various
dimensions together, rather than separately, and the
use of a combination of genres is one way of dem-
onstrating the complexity of their arguments.

An example of this is the fact that a commit-
ment to the inclusion of race/ethnicity as an inher-
ent women’s issue for Chicanas ultimately
implicates the inclusion of Chicano men and
Chicano and Chicana youth, along with adult
women. The issues affecting the women are part of
the social fiber of the communities that birth and
nurture the growth of Chicanas. This motivates
the historical separation from Anglo women’s
movements, as well as the view of male—female
and other gender-related issues as part of the com-
munication phenomena that must be explored for
sound Chicana feminist communication theory.

Gender and complexity of self-representation
are thus issues visible within the work of Chicana
feminist communication scholars. Rhetorical and
performance scholars have been particularly well
suited to explore these issues of self-representation
in work in keeping with the spirit of Chicana
feminism. The work of Jacqueline Martinez uti-
lizes a phenomenological approach to study themes
of gender and sexual preference as a Chicana of
mixed-race family history within the habitus or
situated experience of her own life history. Michelle
Holling explores the representation of women in
Chicana literature, as well as the rhetorical strate-
gies in 20th-century activist efforts that were, and
continue to be, issues complicated by race, gender,
and politics.

In addition to issues of extended family and
historical background, the roles of religion and
ritual are included as necessary aspects of Chicana
feminist theory. Interdependence and solidarity
within multiple Hispanic groups is implicit in theo-
rizing about religion, with communication schol-
ars particularly well suited to approach these
interactional dynamics. An example is Sarah Amira
De la Garza’s book Maria Speaks, exploring the

topic of self-expression and spiritual—cultural iden-
tity as a woman attempting to reconcile issues of
matriarchy within a patriarchal, religiously Roman
Catholic Chicana upbringing. Her book uses
poetry, autobiography, and performative and cre-
ative writing as the forms for her ethnographic
report, typical of Chicana writing.

In the work of Bernadette Calafell, interdepen-
dence and complexity are shown to be an inherent
feature of the gaze, or perspective, that Chicana
communication scholars utilize as part of their
standpoint. Calafell explores Chicana and Chicano
performance as part of the larger field of Latina
and Latino performance but as also distinctly
affected by race, gender, and politics.

These dimensions furthermore do not exist in
the same patterns or with the same relevance for
all Chicanas. Stories of migration, varieties of
experience in the labor market, religiosity, and
sexual mores and preferences all combine in
unpredictable fashion to create what is united by
the experience of oppression and domination.
Linguistic variation and preferences further com-
plicate the subject of Chicana feminist theory. The
struggle to remain united despite the wide range of
experiences that create the identities of Chicanas
will continue to be a hallmark of Chicana feminist
theorizing.

Sarah Amira De la Garza
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CHINESE HARMONY THEORY

Harmony is the cardinal value of Chinese culture.
Chinese believe that the universe is in a process of
constant change and transformation caused by the
dialectical and dialogical interaction between yin
and yang, the two opposite but complementary
forces; harmony is the key to bringing continuity
into this cycle of transformation. Thus, Chinese
consider harmony as the end of human communi-
cation, in which interactants try to adapt to each
other in order to reach a state of interdependence
and cooperation.

Based on this Chinese belief, Guo-Ming Chen
developed a harmony theory of Chinese communi-
cation in 2001, from which a total of four proposi-
tions, 23 axioms, and 23 theorems were generated.
The theory has been applied to different aspects of
Chinese communication behaviors, especially the
process of Chinese conflict management.

The theory indicates that the ability to reach a
harmonious state of human relationship is the main
criterion Chinese use to evaluate communication
competence. In other words, from a Chinese per-
spective, an increase in one’s ability to achieve har-
mony will increase the degree of communication
competence. Three principles should be followed to
achieve harmony: (1) intrinsically internalize jen

(humanism), yi (righteousness), and [i (rite);
(2) extrinsically accommodate shi (temporal con-
tingencies), wei (spatial contingencies), and ji (the
first imperceptible beginning of movement); and
(3) strategically exercise guanxi (interrelation),
mientz (face), and power in the behavioral level.

Jen, Yi, and Li

Jen, embedded in the principle of reciprocity and
empathy, is a collective virtue of showing love in
interactions. Through a mutually and empathically
dependent process, the essence of jen is emitted
to sustain the harmonious interaction. Yi, as the
internal criterion of appropriate communication
behaviors, provides individuals with the capacity
to exhibit flexibility and adaptability in a specific
context dictated by social norms to reach harmony.
Li symbolizes the formality of human interaction
and connects an individual’s character and social
duties by following the rules of conduct and speech
in communication. Only through following li can
an individual actively adjust to the harmonious
and hierarchical order of society, avoid embarrass-
ing confrontations, and handle socially ambiguous
situations to uphold the group control over ego-
centric tendencies. These three intrinsic concepts
form the foundation of the inner structure of
interactants in creating harmonious Chinese
communication.

Shi, Wei, and Ji

Shi requires the ability of knowing the temporal
relations to appropriately perform what one ought
to in different stages of human interaction. Unable
to recognize the change of temporal contingencies
in interactions is detrimental to the achievement
of harmony and therefore leads to a failure of
communication. The spatial contingencies of wei
consist of social context and communication envi-
ronment. Knowing wei refers to the realization
and distinctions of who, what, and where in the
process of interaction, which is typically reflected
in the hierarchical structure of human relation-
ships. Thus, an increase in knowing wei will
increase the development of harmony in Chinese
communication. Ji is the hidden sign of the begin-
ning of a movement that shows the trace of possi-
ble consequences of an ongoing interaction. Being
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competent to the Chinese means developing a har-
monious state by knowing what is hidden and
what is evident during the interaction. The way to
foster the capacity of knowing ji is based on sensi-
tivity and sincerity.

The intrinsic elements of jen, yi, and li form the
latitude of Chinese communication, and the extrin-
sic elements of shi, wei, and ji form the longitude
of Chinese communication; together they weave
the contextual network of Chinese communica-
tion. This contextual network provides a field in
which Chinese exercise various strategic skills to
deal with their daily interactions. Chen’s Chinese
harmony theory stipulates guanxi, mientz, and
power as the most fundamental communication
strategies employed by the Chinese, which will
ultimately decide whether harmony is achieved.

Guanxi, Mientz, and Power

Guanxi dictates the particularistic ties of interac-
tants in the hierarchical structure of Chinese social
network. It is treated as a social resource Chinese
use to persuade, influence, and control the interac-
tion in order to reach harmony or competence.
The ability to distinguish the levels of hierarchical
relationships in a social interaction then functions
to develop a supportive and harmonious commu-
nication climate.

Mientz is the self-esteem or social prestige
gained from the respect of one’s counterpart in the
interaction. A competent Chinese always knows
how to make or give face to avoid causing emo-
tional uneasiness of others, which may lead to
damage to one’s own image as well. In other
words, to maintain the face of one’s counterpart
means to maintain harmonious friendship in the
network of guanxi.

Power in Chinese society is embedded in the
hierarchical structure of the social network, which
ascribes power to the seniority one holds and
authority one possesses. The elder and higher-
social-status individuals are the locus of power, not
only in personal and social interactions, but also in
the workplace. These three elements reflect the
strategic skills Chinese exercise in the web woven
by jen, yi, li, shi, wei, and ji to achieve harmonious
and competent communication.

Taken together, harmony is the axis of Chinese
communication that is sustained by nine spokes:

jen, yi, li, shi, wei, ji, guanxi, mientz, and power.
The functions and interrelationships of these con-
cepts form a holistic system of the ideal Chinese
communication. The interaction and integration of
these nine elements bring continuity into the end-
less transforming process of Chinese communica-
tion. Based on this theory, we understand that, to
the Chinese, harmony is a state of equilibrium rep-
resenting the fulfillment of competent communica-
tion by which four ultimate goals of human
communication can be reached: a feeling of secu-
rity, a feeling of togetherness, a joyful feeling of
interacting, and a feeling of benefiting from the
interaction.

Guo-Ming Chen

See also Confucian Communication Theory; Taoist
Communication Theory
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CHRONEMICS

Chronemics is the study of the concepts and pro-
cesses of human temporality, or connections with
time, as they are bound to human communication
interactions. Chronemics concerns the study and
uses of various kinds of objective time involved in
our daily timing and habits associated with
our formal and informal obligations. However,
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chronemics also concerns subjective or personal
temporalities. Combinations of subjective and
objective time concern our own everyday personal
time. It is this personal time, a combination of
technical timekeeping and personal times and tem-
pos, that is centrally and highly related to human
communication. This entry is intended to explain
how human temporalities comprise a nonverbal
chronemics of human behaviors.

Chronemics is the newest area of nonverbal
communication studies, and this new focus seems
to link and bind together, for the first time, all
other systems of nonverbal communication. All
forms of nonverbal communication messages have
their own temporalities, beginnings and endings,
startings and stoppings, zeros and ones, befores
and afters, faster and slower, and so forth. Verbal
messages, too, have major temporal features. We
could not possibly communicate without human
temporality.

Chronemics should provide for a more dynamic
study of emotional interactions between people.
We are Homo temporalis; we all have a complex
temporal identity, a composite of personal levels of
time experiencing, to be discussed later in this
entry. Chronemic studies developed from interdis-
ciplinary time literature and research reports in
biology, anthropology, sociology, and psychology.

Objective Time

Objective time concerns behaviors linked to our
clocks, timekeeping devices, and calendars. These
all deal with our comings and goings, the organiza-
tion of communication events, and timing our
everyday pursuits. Objective time concerns how
most people reference time, times, and rates of
change. Human attempts to develop timekeeping
have been occurring for thousands of years.
Marshall McLuhan noted that timekeeping devices
are media that transform tasks and create new
work and wealth by accelerating the pace of human
associations or communication events. Most people
do not understand that these devices have not
dropped out of the sky; they developed from
assumptions made long ago. The single most persis-
tent and ongoing diffusion of innovation continu-
ing its spread on a global scale is objective time.
Clock time was developed for use to standardize
needed or valued shared experience, to regularize

our meetings, our hellos and goodbyes, our work
schedules, our everyday comings and goings. The
first characteristic of a developed society is its tem-
poral regularity. Without temporal signposts or
objective time markers, our communication meet-
ings would be far less in number. Without calendri-
cal markers, days, dates, weeks, months, and years,
made up of seconds, minutes, hours, and other
objective markers or intervals, our lives would be
very different. We often become somewhat objec-
tive in our own repetitive actions, routines, habits,
and various forms of redundancies. Most of us are
creatures of routine and regularity in our habitual
daily schedules. We often seem to create objective
time pacers to manage our daily behaviors.

Timing devices were created to produce lineally
assumed equal intervals in a cyclic sequentiality.
This helps people regularize and coordinate diver-
gent personal and sociocultural time, timings, tem-
pos, and rhythms, discussed later. Communication
studies have been anchored in an objective time
behaviorism that often neglects relativity theory
and variable kinds of time. Many people reluc-
tantly perform daily what Lawrence Wright has
called a chronarchy, or the thoughtless regimenta-
tion of people by timekeeping. It should be under-
stood that those who control local clocks control
space or proxemics, as well as movements or kine-
sics though spaces. We develop many kinds of
timetables and schedules in our social and work
groups. Most of them have to do with expectan-
cies, due dates, repeat activities, and how we order
and structure our communication contacts.

Scientific and Technological Time

Scientific time and technological time are precise
kinds of objective time. Unlike subjective or per-
sonal time, scientific and technological time,
timing, and tempo concern consistent measures
reflected in some kind of clock time. Unitizations of
processes are critical for any kind of scientific or
technological time. Science could not exist without
an objective time, clocks, calendars, and other
structural features that equally mark off assumed
temporal intervals. Seriality and unitized sequenti-
ality are important tools for scientific investiga-
tions. More convenient and faster contact speeds
seem to parallel more and faster communication
contacts. Communication between people is
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becoming more and more immediate and simulta-
neous; personally carried media are bringing people
into immediate 24/7 contacts not possible before.
Technological time concerns our many kinds of
media and their central forms. We often refer to
media as channels of communication, not under-
standing that the brain is the channel of all other
media channels. Today’s communication media
increase exposure to others. Objective time usage
is balanced with subjective or personal time use.

Subjective or Personal Time
Genetic and Biological Time

Human genetics concerns a time and tempo, or
what has been described as chronogenetics.
Chronogenetic studies have shown that every gene
has a timing structure, with control clocks that
supply stabilities and transient clocks that indicate
changes. Genetic temporalities interact with any
infant’s basal endocrinic and metabolic capacities
and potentialities. Each of us has a unique biologi-
cal time because we have inherited biological time
from our ancestors. Genetic time concerns the
study of the interactions of states and processes of
human genes. States are stabilities in the chronoge-
netic codes, while processes concern transiences or
changes in the genetic codes. The stabilities of a
gene are called ergoms, and the transiences or
changes of a gene are called chronons. The study
of biostationarity (stabilities) and bioperiodicity
(rhythmicities) is called chronobiology. It is impor-
tant to understand that genetic timing is what sets
our biological clocks and explains why people
seem to have widely ranging variations or differ-
ences in their biological tempos. Biological varia-
tions are always present, but often unconsciously
so, and affect our communication processing as
senders and receivers of communication through-
out our lives.

Biological time involves biological rate varia-
tions or biological rhythms, biological drives, and
the management of our biologic need tensions. The
study of biological time began in 1937, when Pierre
Lecomte du Nouy published his book Biological
Time. While some communication scholars have
recently introduced the idea of a communibiology,
it should be understood that sociobiology studies
are often communication based and have been
developing for many decades.

If two people’s biological processes are very dif-
ferent, their interactive attention and perceptions
become affected. We can then become dysrhythmic
in our interactions. When our hormonal, meta-
bolic, and biological rhythms are out of sync
during interactions, we personally have problems
communicating with others. Whenever biological
rhythms, especially daily or circadian rhythms, are
involved in mutual contacts, the chances are that
we are experiencing communicative entrainment.
Entrainment, or attempting to become synchro-
nized in interactions between people, is extremely
important because it can often result in many com-
munication difficulties or failures.

Our developmental processes and aging are
connected to our genetic and biological clocks.
The Law of Janet was described by Josef Holubar
in his work The Sense of Time: An Electro-
physiological Study of Its Mechanisms in Man.
This law states that the length of a subjective
duration of a sensation is inversely proportional
to the length of life already lived. H. Hoagland, in
his essay “Some Biochemical Considerations of
Time,” concurs in explaining that the slowing of
oxygen consumption in the brain makes time
appear to pass faster and faster as one ages, and
in children rich in brain oxygen, time passes more
slowly.

In short, time seems to crawl when we are
young children and appears to rapidly fly when we
get older. Time estimations are affected. The
amount of oxygen to the cerebral cortex is very
high in early developmental stages but decreases as
we age and brain temperature drops. Our biologi-
cal clocks slow down, and clock time seems to
speed up as we increasingly age. Also, the acuity of
all our sensory systems deteriorates.

Many pharmacological and psychotropic drugs
and substances that are ingested in every sociocul-
tural collective affect biological tempos and time
estimates. Both illegal and medicinal drugs are
often psychotropic stimulants or tranquilizers,
and they affect our biological tempos. We also
can be hyperaroused or hypoaroused naturally,
being alert or not, being active or passive, being
extroverted or introverted, and so forth, depend-
ing on our inherited biological time. Biological
time periodicities help us to regularize and set the
characteristics of our perceptual time, timing, and
tempos.
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Perceptual Time

Perceptual time concerns our processing of
nonverbal cues or signals. Signalic, or perceptual,
communication concerns how we induct the com-
munication of others into our brains. This kind of
communication is often called semiotics, or how
we induct the nonverbal communication signals
generated in our various natural, physical, technic,
and social environments into our brains. This
inducting-of-information process was proposed
by Paul Fraisse long ago and concerns rhythmic
induction. This requires us to see the world not as
objects or spaces, as in objectivity, but as full of
rhythmic waves and energy fields of tremendous
complexity. We process light waves (seeing), sound
waves (hearing), pressure waves (touching), molec-
ular waves (smelling), biochemical waves (tast-
ing), and other rhythmic inputs of stimuli. These
waves are converted and channeled in sensory-
specific ways into signalic impulses to our brains.
The information is converted again when the sig-
nals are slowed and the information is spread in
thermodynamic lakes of formation within, or in-
formation. These lakes of expanding and contract-
ing energy fields are called holoscapes or holograms
in holonomic brain theory.

Information that we have already stored in the
main cortex of our brains, or old information, is
called déja vu (already seen) information. Our
brains usually do not process much of this kind of
information as it already represents our current,
automatic, and familiar realities. When there is
new information, it is called jamais vu information
(never seen, new, novelty). The hippocampus of
the human brain acts as a mapping function to
screen out déja vu formations and/or select jamais
vu, incoming semiotics for processing. In a top-
down fashion, we project our cortical holoscapes,
or internal formations, on incoming stimuli, called
bottom-up processes. Information processing is
recursive and cyclic rather than a simple, in-or-out,
linear process, as in older stimulus-response mod-
els of human communication. Information pro-
cessing is an in-and-out-simultaneous process. We
project these internal formations on what is
received through the senses more and more as we
age. This is due to the accumulation of more and
more brain memories and the increasing develop-
ment of the top-down brain axis, discussed later.

This projection on receptions is called semiosis, or
perceptual time.

When we infer or intend meanings, we are deal-
ing with a psychology of time, not a perceptual
time. Meanings are not directly transmitted; only
signals or nonverbal messages, perceptual times,
timings, and tempos are transmitted. When the
nonverbal or signalic world of messages is inter-
preted and made re-presentable, we are then con-
cerned with meanings and psychological time.

Psychological Time

Psychological time concerns both objective and
subjective temporalities, depending on what kinds
or modes of consciousness are operative. The
human brain not only concerns biological and
chemical codes, semiotic or nonverbal communi-
cation; it also and basically concerns memories
(what we call the past), attention and perception
(the present), and anticipation/expectation (futu-
rity), a time system. The human brain is a temporal
organ that extends throughout our bodies and is
projected by our senses onto our various environ-
ments. Our nowness expands and contacts; time
must be variable in order for human brains to
function as they do.

Karl Pribram, one of the world’s leading brain
experts and founder of holonomic brain theory, has
posited three credible kinds of human conscious-
ness. These three kinds of consciousness are related
to how psychological time varies: objective con-
sciousness, narrative consciousness, and transcen-
dental consciousness.

Objective consciousness concerns linearities,
serialities, sequences, unitizations, logistics, and
ordinary or ordinal thinking. It is left-brained tim-
ing and sequentiality, connecting parietal lobe
objective, reference memories with frontal lobe
anticipations and expectations. This brain connec-
tion is called the back—front brain axis. Language
is objectively ordered linearities and sequentiali-
ties. Consequentiality concerns objectively struc-
tured goal orientations as to where our objective
sequences might lead us.

Narrative consciousness encompasses right-
brained, quasi-linear processes: music, aesthetics,
stories, poetics, metaphors, plotting, daydreaming,
fantasies, and so forth. It concerns human emotions
and feelings, as well as the practice of intuitive
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kinds of empathy, or “feeling into another,” or
interactions between the objective brain (left hemi-
sphere) and the subjective brain (right hemisphere).
This brain connection is called the left-right axis.
Edward Hall’s distinction between monochronic
and polychronic time differences seems to be related
to this objective-narrative difference. Hall’s conclu-
sion was that monochronic time concerns what is
here called objective consciousness, and poly-
chronic time concerns the functions of narrative
consciousness. Hall was advocating a comparative
chronemics to study sociocultural time differences
and not merely talking about doing one “thing” at
a time as opposed to multitasking.

Transcendental consciousness concerns non-
linear brain processes, including contemplation
and meditational states, in which our everyday
realities, our objective consciousness, is blocked.
Any kind of linear or straight-lined sequential
information disappears. We often have no recol-
lection or remembrance of our transcendental
journeys. However, many times, upon reentering
our objective or everyday consciousness, we are
puzzled as to where we have been. Sometimes we
can experience insights, new ideas, and uplifting
spirituality. Certain individuals and their social
groups operate with different systems of psycho-
logical time, making for problems during socio-
cultural interactions.

Sociocultural Time

The manner in which a social group develops a
temporal identity concerns how individuals are
expected to act and behave in interactions with
others. Some sociocultural groupings are focused
on a past orientation, some are more present ori-
ented, and some are future oriented. Supposedly,
more developed groups are more involved in linear
progression and future oriented. Most organiza-
tional and work groups of people are purposively
bound to objective time, as progress and produc-
tion are their main concerns. There are groups that
are much more into narrative time than Western
societies are. Much of the global population is
anchored in a narrative time and not an objective
temporality. Objective time, when introduced
into many narrative-time groupings within
nations, tends to significantly alter their cultural
temporalities, changing the culture. It is important

for diffusion-of-innovation and intercultural-
communication scholars to recognize their own
objective-time biases. Some sociocultural groupings,
too, are primarily concerned with the spiritual and
nonlinear aspects of transcendental consciousness.
The rhythms of particular natural environments
and particular people-built environments and the
communication rhythms in various social environ-
ments are all involved in sociocultural time.

The Advent of Chronemics

A number of scholars are responsible for the early
development of time and communication studies
before the word chronemics was coined. George
H. Mead was a leading developer of the study
of human acts and presentness. Harold Innis, a
Canadian communicologist, produced a work
entitled Changing Concepts of Time in 1952. Also
in 1952, Edward T. Hall, under the auspices of the
U.S. State Department’s Foreign Service Institute,
wrote an early work entitled The Process of
Change. Hall was to write periodically about time
and sociocultural relations over the next four
decades. Marshall McLuhan, in several works,
discussed time and human communication.
Kenneth Burke, a rhetorical scholar, produced two
early books, A Grammar of Motives in 1945 and
Permanence and Change in 1965. Many other
scholars in biology, anthropology, psychology, and
sociology wrote about time and human relations.

The actual term chronemics was coined in 1972
by Fernando Poyatos, a Canadian linguist and
semiotician. Poyatos, in dealing with the commu-
nication system of the speaker—actor, briefly dis-
cussed a chronemics that concerned conceptions
and the handling of time as a biopsychological and
cultural element of social interactions. Tom
Bruneau developed the first article on time and
nonverbal communication in 1974 and attempted
to define a chronemics and outline its characteris-
tics in 1977. Since these early works, a number of
texts on nonverbal communication have increased
commentary about chronemics.

Judee Burgoon, a researcher and theorist in
nonverbal communication, outlined a new theory
of communication concerning futurity, Expectancy
Violations Theory, in 1978. In 1983, Edward T.
Hall attempted to describe time as The Dance of
Life: The Other Dimension of Time. Allen Merriam,
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in 1983, launched one of the first comparative
chronemics studies, comparing Iranian—American
differences in international communication. His
work stands as a model that can be used to com-
pare cultural time perspectives. The psychological
theory of planned bebavior has been introduced in
communication studies in the area of organizing
persuasion tactics.

The works of Joseph McGrath and Janice Kelly
were important to the social psychology of time
and to a communicatively based temporality. The
writings of Eviatar Zerubavel on hidden rhythms
and patterns of time in organizational communica-
tion are important. The research of John Honeycutt
did much to develop the idea of imagined interac-
tions in intrapersonal communication, with some
futurity perspectives. Another perspective on futu-
rity is the idea of the consequentiality of commu-
nication. Of course, all communication has some
kind of an anticipated, expected, or eventual
result, however fleeting. In recent years there has
been a dramatic increase in communication publi-
cations dealing with strategic planning. A model of
organizational time has been developed in an arti-
cle by Dawna Ballard, “The Experience of Time at
Work.”

Chronemic studies need to include more
interdisciplinary perspectives in their future
developments.

Tom Bruneau
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Communication Theories
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CITIZENSHIP

Citizenship theory explains the cultural, social,
political, economic, and legal processes that
regulate national membership and belonging.
Citizenship’s influence in communication theory
has been growing for the past two decades because
citizenship theory makes manifest the specific
ways in which legal and material systems of soci-
ety shape cultural processes of basic social partici-
pation and enfranchisement. Although the term
has been used to address quite a diverse set of
questions, the most significant strands of citizen-
ship theory in communication studies treat citi-
zenship as civic practices, as an identity, and as a
space for the exercise of political rights.

Civic Practice

Contemporary notions of citizenship began in the
1950s with the work of T. H. Marshall, who under-
stood citizenship as full membership in a commu-
nity. Marshall proposed three types of citizenship,
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including civil citizenship, which regulates basic
liberal rights (e.g., property, liberty of movement,
legal representation); political citizenship, which
influences the individual’s participation in the
political system (e.g., voting, holding office); and
social citizenship, which he understood as a per-
son’s right to economic and social security (e.g.,
unemployment insurance, public education). Since
Marshall, these three types of citizenship have been
used to scrutinize national political realities, includ-
ing the unequal ways in which civic, political, and
social rights are distributed among populations.

Although Marshall clarified the types of rights,
responsibilities, and expectations attached to citi-
zenship in modern nations, his emphasis on politics
legitimized a most common use of citizenship as
political work—as civics—here understood as the
exercise of the political duties and obligations of
individuals. This traditional use of citizenship
implies that civics and activism can do the job of
assuring substantive justice within and among com-
munities, thus improving democratic structures.

The notion that democracy relies for its func-
tioning on the ongoing civic work of citizens is
rooted in particular versions of the political phi-
losophy of liberalism. In these versions, liberalism
is the path toward having a society that balances
personal independence and justice. Often in such
theorizing about liberalism, citizenship is under-
stood as an ideal identity that individuals must
embrace for the health of the nation and to which
the political system should be responsive. Here, the
citizen is a civic worker who produces the best
conditions for democracy and liberalism.

In communication studies, this understanding of
liberalism and citizenship informs work on perfor-
mance and media activism, broadcasting policy,
political communication, liberal feminism, and
some versions of critical race theory. Though widely
done, understanding citizenship only as civics has
theoretical limitations. While perfectly suited for
envisioning a more energized civil society and pub-
lic sphere, this notion of citizenship is less suited for
radical critiques of liberalism and democracy, thus
limiting its critical uses.

Identity

Some radical critiques were already suggested in
Marshall’s work. Marshall defined citizenship as

membership, thus underscoring the need to chal-
lenge the way citizenship defines who can and who
cannot be a member of the nation. At this level,
citizenship is an identity that has legal roots. Simply,
our original definitions of national citizenship
allowed some and precluded others from having
access to this legal identity and thus to the portfolio
of civic, political, and social rights that Marshall
references. Women, children, prisoners, and racial,
ethnic, and national minorities, people without
property, could not have access to full citizenship.
Since, activisms and wars have expanded legal defi-
nitions of citizenship, but even today full citizenship
is not legally accessible to some. Felons, children,
homosexuals, women, disabled people, and immi-
grants have legally downgraded forms of citizenship.

Although legal definitions of citizenship are at
the roots of citizenship understood as an identity,
cultural notions of citizenship have some life of
their own. This has been the lesson of radical
feminism, postcolonial theory, poststructuralism,
and critical race theory. Culture does the job of
furthering the legal logic by which some people are
better suited to embody citizenship than others,
and thus culture sets the conditions for belonging.
Wealthy, White, heterosexual, able adult males
have been traditional icons of citizenship, and
although this tradition is changing, these charac-
teristics still play an undue role in limiting the
social and political participation of anyone not
embodying them.

For instance, cultural forms shaping the public
sphere, such as print journalism, political blogging,
television news, and political talk shows, are still
dominated by the voices of White, heterosexual, able
adult males whose perspectives tend to reconstitute
political discourses that, within the liberal tradition,
naturalize their own existence as the voices of
politics. Meanwhile, women, racial minorities,
homosexuals, disabled people, and immigrants are
relegated to marginal areas of the public sphere (e.g.,
ethnic and soft news) or relatively trivial cultural
forms such as entertainment news, “chick flicks,”
and “gangsta rap.” Not surprisingly, these commu-
nities’ sense of national belonging can be conflicted.

Political Rights

Narrow cultural and legal definitions of citizenship
have had an effect on formal political and economic
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structures and have given way to the formal margin-
alization of minority cultural forms. Theorists argue
that this marginalization significantly limits the cul-
tural freedom of nonpowerful communities and call
for understanding culture as a substantive category
of citizenship rights. Often referred to as cultural
citizenship, this perspective on rights argues that
racial, ethnic, sexual, and other minorities are inca-
pable of experiencing basic liberal freedoms if they
do not have cultural spaces for expression. Thus,
cultural citizenship calls for the creation and main-
tenance of a broad range of everyday activities such
as festivals, ethnic media, theatre, and language
preservation that together can function to energize
minority expression. In addition, cultural citizenship
scholars argue that these cultural spaces eventually
can be used to claim civic, political, and social rights
and thus improve the workings of democracy.

Hector Amaya
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CrAssiCAL RHETORICAL THEORY

Aristotle defined rhetoric as finding all the avail-
able means of persuasion. Rhetoric was divided
into five parts: invention, arrangement, style,
memory, and delivery. Classical rhetoric can be
defined as the period of rhetorical developments
from Corax (470-? BCE), author of the first work
on rhetoric, The Art of Rbetoric, or Socrates
(469-399 BCE) to Augustine (354-430). Thomas
Benson and Michael Prosser define the period of
classical rhetoric generally from Socrates to
Augustine; Joseph Miller, Michael Prosser, and
Thomas Benson argue that the medieval period
began approximately with Augustine and extended
to about 1400 and the rediscoveries of classical
works.

Plato submitted rhetoric to its first philosophical
dissection in his Socratic dialogues. The major
Greek classical rhetorical treatise was Aristotle’s
The Rbetoric, followed in Rome by Cicero,
Quintilian, and Augustine. Five major classical
rhetoricians include Plato (429- or 428-347 BCE
or 420-348 BCE), Aristotle (384-322 BCE), Cicero
(106-43 BCE), Quintilian (35-95 CE or 40-118
CE), and Augustine.

Plato

Plato, the most significant Western philosopher,
articulated Western moral leadership of the uni-
verse and developed metaphysical and scientific
thinking. In The Republic, he proposed the true
lover of knowledge as naturally striving for truth
and not content with common opinion but under-
standing the essential nature of things. His pro-
tagonist Socrates dialogically searched for truth,
justice, high ethics, and goodness. Plato considered
the absolute idea of the good as the highest form
of perfect and invisible ideas or forms that are
developed by inner meditation, in contrast with
concrete objects, which he rejected as constituting
real knowledge.

For Plato, the ideal republic included a
philosopher-king to support virtue, justice, and
wisdom; soldiers to protect and control the citizens
in acquiring the society’s honor; and the civilian
members of the society to provide the material
needs of the society. He believed that people would



104 Classical Rhetorical Theory

act in accordance with virtue if they knew what
formed the basis of virtue. Plato excluded poets in
his ideal republic since they dealt with illusion
rather than reality.

Gorgias

One of Plato’s early dialogues, the Gorgias,
deals with truth, goodness, justice, and ethics but
also contrasts monological rhetoric, which he con-
sidered like cooking or flattery, and interactive
dialectic, or discussion, which leads intelligent
individuals to reach the truth, perhaps by a kind of
authoritarian consensus. Socrates implies that he
knows what he doesn’t know, while those who
think that they are wise often know nothing. The
old illustrious teacher of rhetoric, Gorgias, and his
followers discuss with Socrates the meaning of a
rhetorician and rhetoric. It appears that Socrates
leads Gorgias into dialectical traps as Socrates
believes that the unknowing rhetorician or orator
can persuade crowds or mobs better than the
experts in health, medicine, and legislation.

Socrates asks Gorgias what he considers his art
to be. Gorgias answers that it is rhetoric. Essentially,
Socrates and Gorgias discuss reality as found in
philosophical dialectic versus the semblance or
pretense of reality as found in rhetorical culture
and thus generally untruthful discourse. In ending
the dialogue, Socrates makes a geometrical equa-
tion that as self-adornment is to gymnastic, so is
sophistry to legislation, and as cookery is to medi-
cine, so is rhetoric to justice.

Phaedrus

Plato’s later dialogue about rhetoric and love has
Socrates and Phaedrus discussing a speech by the
famous Greek orator Lysias about love. Socrates
praises the speech for its eloquence but critiques its
lack of adequate definitions. He offers and then
disclaims his own speech but finally gives still
another, better speech praising the madness of love.
Socrates proposes that if a speech is good, the
speaker knows the truth about the matters he
speaks about. Socrates indicates that speeches must
contrast justice and injustice, good and evil, and
reality and the semblance of reality.

In the Phaedrus, Plato introduces a noble rheto-
ric, based on truth, justice, virtue, and goodness.

Socrates discusses both oral and written rhetoric,
saying that as speech must lead souls by persuasion,
a rhetorician must know the various forms of soul.
The speaker or writer must also know the different
classes of speech and also proper and improper
words. Additionally, like Aristotle later, Socrates
proposes that one should speak or write about
things that are probable, based on first principles of
goodness, justice, truth, virtue, and wisdom.

Plato calls on poets, persuasive orators or writ-
ers, and legislators to consider the importance of
real knowledge, which leads to truth, supporting it
by dialectic. Then, by that serious pursuit he might
well be called a philosopher, or a lover of wisdom.
Plato ends the dialogue by wishing that his own
soul might be beautiful and that all his external
possessions would be in harmony with his inner
soul.

Aristotle

Aristotle was the Western world’s first great ency-
clopedist, writing many treatises including ones on
metaphysics, politics, analytics, logic, physics or
natural philosophy, rhetoric, poetry or dramatic
arts, music, mathematics, geometry, biology or
zoology, and psychology. He called himself a mid-
wife of ideas.

Unlike Plato, who saw the soul as a separate
nonphysical entity imprisoned in the body, Aristotle
viewed the soul as relative and integral to the
body. He described psychology as the study of the
soul. Through the soul, Aristotle believed that
humans develop the moral and intellectual aspects
of humanity; thus the orator has the responsibility
to lead audiences not only to truth, justice, and
goodness but also toward happiness and human
perfection.

Aristotle separated the study of logic into dia-
lectic, as reasoned and intelligent discussion, and
analytic discourse, which tests opinions for logical
consistency, proceeding through deduction to indi-
vidual cases. This logic established a major prem-
ise, a minor premise, and a conclusion. Logic also
includes the process of induction, or individual
cases to general principles. Aristotle did not see
politics as an abstract idea, as Plato did, but as
principles moving toward actual cases with the
goal of leading humans toward truth, justice,
goodness, and happiness.
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Nichomacean Ethics

This treatise by Aristotle dealt with ethics, truth,
justice, goodness, and happiness, emphasizing the
link between happiness and honor. He identified
the causes of human happiness as having a good
family, spouse, children, friends, community, edu-
cation, health, and sufficient wealth for one’s sta-
tion in life, patriotism, and possibly dying gloriously
on the battlefield for one’s country. In this context,
Aristotle argued that life has to be seen in complete-
ness. His concept of happiness was essential in his
development of metaphysics, psychology, politics,
rhetoric, and poetry, in which he expanded Plato’s
views on ethics and happiness as being the proper
topics of those lines of inquiry and thought.

The Rhetoric

In this treatise with three books, Aristotle
defined rhetoric as finding all the available means
of persuasion and as the counterpart of dialectics
and politics. The first two books emphasized the
classes of speeches, role of invention, classes of
evidence, and the best ways to persuade the souls
of one’s audience. The short third book, probably
added at a later time, emphasized the three remain-
ing aspects of persuasion: style, memory, and deliv-
ery. The Rbetoric opened up the compositional,
theoretical, analytic, and critical aspects of persua-
sion throughout Western history, but it was so
influential that it has also led many later authors
into viewing rhetoric as a mechanical system.
Aristotle himself avoided the dilemma that later
developed by creating an open and systematic
approach to persuasion.

Beginning his treatise, he contrasted rhetoric as
the counterpart of dialectic, both of which he
claimed belonged to no definite science as all indi-
viduals engage in examining and submitting ideas
to inquiry. Rhetoric is useful, Aristotle claimed,
because truth and justice are naturally stronger
than their opposites, and truth and justice will
emerge in the process of offering proofs and telling
one’s story in political terms.

Aristotle defined three classes of speeches:
future-oriented deliberative speeches, which argue
what individuals should or should not do; present-
oriented epideictic or ceremonial speeches, prais-
ing or condemning individuals and their actions;
and past-oriented judicial or forensic rhetoric,

which persuades judges to decide whether an indi-
vidual has or has not committed a crime and, if so,
what the punishment should be. Aristotle believed
that orators should be able to reason on both sides
of a question in order to know the whole state of
the case, not to promote evil, but to know the dif-
ference between good and evil. Unlike Plato, how-
ever, who believed that rhetoric itself must lead to
moral conclusions, Aristotle argued that rhetoric is
neither moral nor immoral, but amoral, as it is the
orator who is responsible for leading audiences
toward truth, justice, goodness, and happiness.

For Aristotle, persuasive speech must deal with
probabilities as orators try to persuade their audi-
ences by what is probable rather than what is abso-
lute, or at least they must argue the difference
between the possible and impossible. He said that
artistic rhetoric must be concerned with proofs,
which are a kind of demonstration, either through
enthymemes—the most authoritative of proofs—in
which the truth of one premise is well known and
therefore is omitted, or by syllogisms, with the
major and minor premises stated, followed by a
conclusion. Aristotle’s major rhetorical contribu-
tion was the notion that there are three kinds of
artistic proofs: ethos, or ethical proof, which
depends on the credibility of the speaker, knowl-
edge of the subject, and good will for the audience;
logos, or logical proof, which depends on enthy-
memes and syllogisms; and pathos, or emotional
proof, depending on appeals to the audience’s emo-
tions, such as friendship, joy, anger, or sorrow.

In the second book, about the invention and
arrangement of the speech, Aristotle wrote about
how these proofs can be organized to persuade
one’s audience. Specifically addressing the Greek
men of his day, he proposed that young men are
most likely to accept and be persuaded by emo-
tional proofs, middle-aged men are likely per-
suaded by a mix of logical and emotional proofs,
and old men are persuaded by reasoned logic.
Aristotle proposed that all speeches have at least
two parts, the thesis and the proof. He also used
the analogy of a human body to make this point:
the head, the body, and the feet, or an introduc-
tion, proof, and conclusion, comprise the parts of
a speech.

In the third book of The Rbetoric, Aristotle
briefly emphasized rhetoric’s central role in lan-
guage, especially in terms of the metaphor, which
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he had earlier discussed in The Poetics, plus sim-
plicity and clarity. He described all words as hav-
ing denotative and connotative meanings as they
may give the audience new knowledge. Aristotle
called the metaphor and the simile figures of
speech that enrich the orator’s artistic proofs by
bridging the unknown and the known, but he
urged that they should always be used in modera-
tion. Finally, he briefly commented on the quality
of the orator’s memory in recalling universal and
specific commonplaces or topics to use in one’s
oratory, as well as the need for a proper delivery.
These two concepts were much more fully devel-
oped in the Roman Rbetorica CE Herrenium,
written about 85 BCE.

Marcus Tullius Cicero

Cicero was one of Rome’s greatest statesmen,
elected Consul in 64 BCE, as well as one of the
greatest Roman jurists, orators, and rhetoricians.
Among his best-known speeches are his Catiline
orations, delivered in the Senate in 63 BCE against
Lucius Catiline. Cicero claimed Catiline had con-
spired to overthrow the Roman republic. After
Caesar’s assassination in 44 BCE, Cicero delivered
his 14 Philippic orations against Mark Antony,
who then had Cicero assassinated in 43 BCE. Both
Cicero’s orations against Catiline and his Philippian
orations are considered models of nearly perfect
classical rhetoric.

Cicero had studied in Greece and was heavily
influenced by Isocrates (436-338 BCE), the author
of Antidosis and Against the Sophists, one of the
most important Attic orators, and the founder of a
rhetorical school in Athens who recommended the
importance of rhetoric for the development of citi-
zenship. Aristotle, whose discussion of logical and
emotional proofs served as the foundation for
invention and arrangement of speeches, was also
an important rhetorical influence on Cicero. His
own rhetorical influence extended to Quintilian
(35-95 or 40-118 CE); Jerome, the translator of
the Bible into Latin (347-419 or 420); Augustine
(354-430); and Petrarch (1304-1374), who redis-
covered many of Cicero’s lost works, thus estab-
lishing the significance of Cicero’s contributions
for the Renaissance.

Cicero’s rhetorical writings included his history
of Roman oratory, Brutus (45 BCE); Orator

(45 BCE), in which he identified the Greek
Demosthenes (384 or 383-322 BCE) as the ideal
orator, and by implication himself, arguing that
the moral orator provided the best source for the
advancement of civilization and government; and
On Oratory (55 BCE), written after finishing his
political and military career.

On Oratory

This treatise, replacing his youthful treatise On
Invention, was written in three books, in what is
called a Ciceronian or Aristotelian dialogue style,
in contrast to Plato’s more interactive Socratic dia-
logues. In On Oratory, Cicero uses an imaginary
conversation among friends in 91 BCE to discuss
the value of rhetoric; Lucius Licinius Crassus
(115-53? BCE), one of the main participants in the
dialogue, represented Cicero’s own views.

Crassus argued that the power of oratory on
assemblies could direct their inclinations wherever
the speaker wishes or divert them from whatever
the speaker wishes. Furthermore, he suggested that
in every free nation, and most of all in communi-
ties that have attained the enjoyment of peace and
tranquility, rhetoric is always the most superior art
as the best source of civilization. After being chal-
lenged about this positive argument, Crassus
responded that while he was aware of the foolish
arguments by Gorgias for the value of the orator’s
style over knowledge, still the orator must be fully
aware of the substance of the matter under discus-
sion, as Socrates had proposed. Essentially, O#n
Oratory discussed ethical and emotional proof
more in the philosophical views of true rhetoric
introduced by Plato’s Phaedrus and in Aristotle’s
Rbetoric than in Plato’s Gorgias.

Orator

Cicero’s last rhetorical work, in the form of a
letter to Marcus Junius Brutus, delineated his view
of the ideal orator and argued that true eloquence
requires excellence in both thinking and expres-
sion, dividing style into appropriate language and
delivery. The great orator must master three rhe-
torical styles—the plain for simple topics, the
middle for more profound topics, and the grand
style for very important occasions, as was seen in
the orations of Greece’s perceived best orator,
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Demosthenes. For Cicero, the ideal orator can
speak in the courts or deliberative assemblies so as
to prove, please, or persuade. Cicero called the
orator of the grand style magnificent and undoubt-
edly possessing the greatest power in civilization.

Quintilian
A Spanish Roman, Quintilian was the first teacher
of rhetoric in Rome to receive a state salary. His
description of the true orator was the good man
speaking well.

Quintilian wrote the 12 books of his Institutes
of Oratory in about 95 CE when his patron, the
emperor Domitian, was daily condemning many
Roman citizens to death for the slightest expres-
sion of disrespect toward himself; he banished all
philosophers from Rome for fear that they would
turn people against him. Domitian entrusted the
rhetorical training of his two young nephews to
Quintilian, and Quintilian wrote the Institutes for
them as a treatise recommending the moral educa-
tion of young boys as future citizens and leaders.
Quintilian emphasized that the orator must above
all study morality. Both Jerome and Augustine
utilized the values promoted in The Institutes.

After being lost, The Institutes were rediscov-
ered in 1470 and had a major influence in the
Renaissance. Quintilian proclaimed rhetoric as
entirely practical and useful, and while admitting
that it could be misused, argued that it should be
considered a good rather than evil contribution,
both to the individual communicator in developing
ethical standards and to civilization itself.

Augustine

Augustine is typically considered the figure who
bridges the classical and medieval periods. A teacher
of rhetoric before converting to Christianity,
Augustine in a sense essentially begins rhetoric
anew. The contrast between Verbum as the word
of God and verbum as the word of man was
debated from the beginning of the Christian church.
Jerome, a classical scholar and Christian best
known for his translation of the Bible into Latin,
frequently argued with Augustine about whether
Christians could honorably utilize the ancient pagan
rhetorical works. Jerome claimed his Ciceronian
training was his great weakness in his moral

development, and he gave up his study of classical
rhetoric for Christianity. Augustine, however, in
the fourth chapter of his treatise, On Christian
Doctrine, argued that if pagan rhetoric could be
used to honor God, then one could still utilize it.
On Christian Doctrine not only ignores style over
substance, it returned to Plato’s idea of moving
individuals to truth by preaching the word of God.
Augustine agreed with Aristotle that rhetoric itself
is neither moral nor immoral but that the speaker
is responsible for developing wisdom and truth.
Nonetheless, wisdom without eloquence is of small
benefit to states, but eloquence without wisdom is
often extremely injurious and profits no one.

Summary

Classical rhetoric is important as the foundation
for the modern field of communication, and the
elements of rhetorical training offered by classical
rhetoricians continue to be the basis of rhetorical
training today. At the same time, there continues to
be considerable debate about the nature of rheto-
ric, its properties, functions, and ends, just as was
the case in classical times.

Michael H. Prosser
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Co-CuLTURAL THEORY

Co-cultural theory is a framework designed to
provide insight into the communication behaviors
of individuals with little societal power. Generated
primarily from the research of Mark Orbe, co-
cultural theory focuses on how culture and power
affect communication. The theory focuses on
various segments of society that have traditionally
been described as being a part of subcultural or
minority groups. This theory prefers the term co-
cultural group. Initially, the theory focused on
people of color; women; persons with disabilities;
gay, lesbian, or bisexual persons; and those from
a lower socioeconomic status. More recently,
researchers have used the theory to study other
groups, including the homeless, first-generation
college students, immigrants, and international
students.

The core concepts of co-cultural theory emerged
from a series of qualitative studies designed to
study communication processes from the perspec-
tive of those historically marginalized in social
structures. These foundational studies drew on the
ideas of muted group and standpoint theories and
used a phenomenological methodology to gather
descriptions of everyday communication induc-
tively. In particular, the theory is based on a spe-
cific set of assumptions and related factors that
help individuals understand how co-cultural group
members use different practices (strategies) that
are part of a larger communication orientation.

Co-cultural theory is based on five assumptions,
each of which reflects a foundational idea found in
muted group or standpoint theory. The first
assumption states that a hierarchy of power exists
in each society whereby certain groups of people
have greater access to power than others do. In the
United States, dominant group members include
men, European Americans, able-bodied persons,
heterosexuals, and those in the middle or upper

class. The second assumption is based on the idea
that dominant group members occupy most posi-
tions of power throughout society; these positions
of influence are used to create and maintain soci-
etal structures that inherently benefit their inter-
ests. The third assumption of co-cultural theory
explores how the reality of dominant group power
impacts members of nondominant groups. In par-
ticular, it states that dominant group members’
societal structures work overtly and covertly against
individuals whose cultural realities are different
from the cultural realities of those in power. The
fourth assumption acknowledges the differences
that exist within and between different co-cultural
groups; however, it simultaneously recognizes the
similarities that also exist within and across groups
that occupy similar social positions. The fifth, and
final, assumption states that co-cultural group
members will be more aware of the importance of
strategically adopting communication behaviors
that help them negotiate dominant societal struc-
tures. Such behaviors will vary within, and across,
different co-cultural groups.

According to the theory, co-cultural group
members will communicate strategically in a way
that reflects a particular communication orienta-
tion, and not all members of one co-cultural group
will have the same communication orientation.
How one communicates as a member of a co-
cultural group is influenced by six factors: field of
experience, situational context, abilities to enact
different practices, perceived costs and rewards,
preferred outcome (assimilation, accommodation,
or separation), and communication approach
(nonassertive, assertive, or aggressive). Different
co-cultural group members will communicate in
strategic ways based on how they negotiate these
six factors. For instance, members of a small group
of African American women may communicate in
different or similar ways, depending on their
upbringing, life goals, personalities, or other
aspects of their identities. These similarities and
differences, according to the theory, may also
change depending on situational context. This idea