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Preface

Studies of communication and information have
engaged people since classical times, if not even
earlier. Socrates, Plato, and Aristotle taught com-
munication skills and considered the nature of
ideas to be a mark of being human. Yet, although
language emerged sometime between 300,000 and
30,000 years ago, words that represent the ideas of
communication and information arrived only in
relatively recent times. In English, John Wyclif
introduced the word “communication” in his
1382 English translation of the Bible and used the
word to convey a sense of transferring. In the
same decade (1386?), the word “information” sur-
faced in the “Tale of Melibee” (in Geoffrey
Chaucer”s Canterbury Tales), with the denotation
of an instruction. Six hundred years later, most
people could not get through a day without using
the words “information” and “communication.”

Since the late nineteenth century, psychologists,
sociologists, anthropologists, biologists, neurolo-
gists, linguists, computer scientists, communica-
tion researchers, and information scientists, have
expanded our understanding of communication
and information. Today, social workers, clinical
psychologists, psychiatrists, and speech patholo-
gists comprise some of the professions that help
people improve their communication skills. Other
professionals, such as librarians, archivists, and
information systems managers, organize informa-
tion for storage and retrieval. Still others, including
writers, journalists, broadcasters, television pro-
ducers and directors, and screenwriters, contribute
communication information through the mass
media. Indeed, today, the United States, Japan,
most European nations, and several countries on
the Pacific Rim have work forces where the infor-

mation and communication occupations account
for the largest group of workers.

The Encyclopedia of Communication and Infor-
mation brings together an assemblage of interna-
tional experts in order to summarize what we know
about communication and information in all of
their manifestations. The entries in the Encyclope-
dia are written by specialists who are themselves
active researchers in the study of communication,
information, or both. Moreover, an important
strength of this Encyclopedia is that it is interdisci-
plinary, drawing contributors from across academic
disciplines. The many perspectives that guide the
study of communication and information are repre-
sented here, complete with the controversies and
disagreements that sway the progress of scholarship.

The 280 entries in the Encyclopedia cover eight
general topics:

1. Careers (e.g., journalist, librarian, publicist,
researcher, teacher),

2. Information science (e.g., human-computer
interaction, information storage and retrieval),

3. Information technologies (e.g., broadband,
computers, the Internet, radio, telephony,
television),

4. Literacy (e.g., computer literacy, media liter-
acy, traditional literacy,),

5. Institutional studies (e.g., elections, govern-
ment policy, information society, law, media
history),

6. Interpersonal communication (e.g., groups,
organizations, relationships, rhetoric),

~

. Library science (e.g., cataloging, library func-
tions, text-based literacy),

vii
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8. Media effects (e.g., advertising, alcohol, depen-
dence, interventions, opinion formation, pub-
lic health campaigns).

The entries are organized in a strict alphabetical
sequence, with cross-references to related entries
provided where appropriate. Almost every entry
includes a brief bibliography. Illustrations have
been chosen and inserted to maximize effectiveness
of the entries. Accordingly, the overall scheme bal-
ances familiarity of presentation and organization
with originality in bringing communication and
information subjects together in one encyclopedia.

The Encyclopedia of Communication and Infor-
mation is a reference resource meant for people,
especially students, who want full, up-to-date,
trustworthy information about all aspects of com-
munication and information. This includes readers
who want more information about a “hot” topic,
such as violence in media, or an important piece of
legislation, such as the Telecommunications Act of
1996. Readers will find biographies on important
individuals such as Thomas Edison, Marshall
McLuhan, and Nellie Bly. Furthermore, they will
find articles that describe a variety of communica-
tion and information occupations and professions.
High school and college students who need mate-
rial for class discussions and papers for courses
will be able to turn to the Encyclopedia for rele-
vant information. Finally, it will be of use to schol-
ars, who can consult it as a handy state-of-the-art
review about topics on which they are not expert.

This Encyclopedia is a necessary source for these
lay readers, students, and scholars because commu-
nication and information form part of the founda-
tion of human society. The evolution of human
communication created the basis for sharing
thoughts. The ability to describe, interpret, and
imagine, when expressed to another, transports
human potential beyond the necessary and immedi-
ate to a domain where abstractness can take root and
grow. In this realm, the raw data of nature can be
collected into information, transformed into a new
idea, and communicated to people. Humans overlay
the immutable facts of birth, life, and death with
explanations, stories, and exhortations—which, in
turn, leads to systemic actions. By communicating
information, individuals coordinate actions beyond
sight of each other and change actions in response
to new information. When shared information
becomes a group vision, social hierarchy results, col-
lective acceptance of supernatural beings emerges,

and the satisfaction of self-interest through the
exchange of goods spreads. Experiences interpreted
and shared through communication form the norms
of culture, and, when translated through the lens of
absurdity, they even become funny stories that live
on for generations. Thus, in the broadest sense,
communication and information create society. For
this reason, it is important that a reference source
such as the Encyclopedia of Communication and
Information be made available to help further human
understanding of these topics.

As a project, the Encyclopedia brought
together hundreds of people, who worked
together to produce a compendium of the most
up-to-date information. I thank the contributors
for their dedication to conferring a high standard
of quality on the content of the Encyclopedia. The
associate editors merit special recognition and my
gratitude, for without them there would be no
encyclopedia. Their scholarly expertise in iden-
tifying topics, selecting contributors, and review-
ing the submitted manuscripts ensured that this
project would be successful. I want to thank
Hélene Potter and Brian Kinsey of Macmillan for
their encouragement and guidance. Hélene saw us
through the design of the Encyclopedia and
helped us to become a smoothly working editorial
team. Brian’s project management skills facilitated
the work of editors at five distant universities.
Indeed, his patience is legendary. Finally, the work
conducted by colleagues, staff, and students here
at the Institute for Information Policy contributed
an essential ingredient to the project’s success.
Richard D. Taylor and Dennis Davis served as tire-
less sounding boards. Billie Young, the institute’s
staff assistant, kept paper and e-mail flowing.
Graduate assistants Janice Ascolese, Scott Forbes,
Sheila Sager, and Sharon Stringer spent many odd
hours providing editorial support.

This project provides proof that a work of this
sort requires the smooth cooperation of many
experts who contribute their years of knowledge
for scant compensation. These experts represent
the many sides of the scholarly issues, and they
share a commitment to the popular dissemination
of materials related to communication and infor-
mation studies. If this Encyclopedia adds to a
reader’s knowledge, introduces a student to a
career, or enhances a teacher’s course materials,
then we will have fulfilled our purpose.

JORGE REINA SCHEMENT
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A professor is a college or university teacher of the
highest rank in a particular branch of learning. In
Middle English, the word “professor” meant either
one who had taken the vows of a religious order or
a public lecturer. From the very beginning, a pro-
fessor was an individual who had taken religious
orders to defend and discover the truth. The dis-
tinctive task of a professor is the discovery and
transmission of truth, just as the care and well-
being of a patient is the task of the physician. Of
course, the concept of truth is a very ambiguous
one; its determination is a difficult matter. Truth is
not static. It must be incessantly examined as truths
are continuously challenged when new knowledge
is discovered. The Middle English definition is also
a reminder that professors are public lecturers or
teachers. In other words, professors must share
their knowledge and understanding of the truth
with others. This sharing may be through teaching,
writing, or community service. These underlying
commitments of a professor have evolved into three
interrelated and mutually reinforcing roles: (1)
teaching and advising of students, (2) conducting
research, and (3) providing public service.

Teaching and Advising

Within their particular areas of advanced train-
ing and knowledge, professors teach and advise
students about academic and career issues. In the
modern college and university, professors are
expected to do a wide range of types of teaching,
calling upon very diverse skills and abilities. The
workload for a professor typically varies between

conducting two and four group instruction sec-
tions a semester and leading a variety of individ-
ual instruction classes.

Group instruction sections are what students
usually think of as classes. These are classes that
meet at regularly scheduled times each week.
There are small group instruction sections that
usually range in size from twelve to forty stu-
dents, where professors and students can discuss
and debate the material in the course. In large
institutions, a professor may teach a large group
instruction course, which might involve teaching
assistants, who are graduate students pursuing
advanced degrees in the subject they teach. These
large lecture classes often take the form of one or
two weekly lectures followed by laboratory or
small group recitation sessions. Professors are
responsible for the complete design of the course,
for the setting of the course standards and
requirements, and for the training of the graduate
student teaching assistants.

Many universities experiment with technology
in these large group lectures. Students participate
in web-based discussions and problem-solving
exercises, try various experimental procedures,
and sometimes watch lectures on video or on their
laptop computers. In these technologically
enhanced lectures, students may not need to
attend a traditional class at a set time but may con-
sult with the professor and other students over the
Internet. Regardless of their field of expertise, pro-
fessors are becoming versed in technology so they
can design a number of learning experiences to
supplement and even replace traditional class-
room learning for their students.
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Individual instruction sections are highly spe-
cialized courses where a student may pursue a
thesis, a set of readings, or a special project under
the guidance of the professor. The individual sec-
tions are the one-on-one courses where a profes-
sor works with a student on a specific research
project or a given area that the student wants to
study. These classes are worked out individually
between the student and the professor and mutu-
ally satisfactory expectations are set for the
amount of guidance and help that the student will
receive as he or she moves through the material.

Professors also advise students about specific
courses, majors, and interesting directions in
which to take their work. Professors are often a
good source of information about career opportu-
nities within their own fields. Career information,
in this sense, does not mean that professors nec-
essarily help the student find a job, but they can
be a valuable source of information about the kind
of training and experience that students might
need to succeed in a field. Professors can organize
two types of courses to help students find and
develop their interests. First, there are internships
or field experiences. These are opportunities
(either paying or volunteer) to experience what
entry-level work is like in a given industry. The
other type of course experience is service-based
learning. Here, students use their talents to help a
nonprofit group to accomplish its goals.

Conducting Research

Professors are expected to conduct research.
Most students tend to think this means that pro-
fessors read a few books or write a few papers.
However, research involves much more than that.
Research is the creation, accumulation, and trans-
fer of new knowledge. The range of topics is very
broad. Communication scholars might add new
knowledge on topics as varied as children’s
enduring fright reactions to media, patterns of
conflicts in different types of marriages, the early
influences on the rhetoric of George Washington,
audience reactions to women’s television pro-
gramming, government regulation of broadcast-
ing in different countries, and so on. Research can
involve activities as diverse as bringing children
into a laboratory to watch television, videotaping
a couple in their home as they discuss a difficult
issue, analyzing the fan mail and script develop-
ment of a successful television show, and reading

archived letters and primary sources about a
famous historical figure.

Some research is motivated by theoretical
considerations where the current use of the find-
ings may not be obvious. Research may also be
motivated by solving a practical problem for
society. Many communication researchers are
called upon to conduct applied research on per-
suasion or the marketing of prosocial goals and
ideas. For example, some communication
researchers investigate how children can be per-
suaded not to start smoking.

In many research universities, students can
become involved in faculty research from the very
start of their academic careers. They can find out
the type of research that a faculty member does
and then become part of the research team. This
work involves students closely in learning how
knowledge about a topic is generated, so it can be
a valuable part of a college or university education.

Providing Public Service

The final role for the professor is service. A
professor must help to run his or her university
and academic discipline. Running the university
means serving on and chairing various commit-
tees that oversee the curriculum, the budget, and
the tenure and promotion of individuals within
the system. Some professors also become aca-
demic administrators, serving as deans of their
colleges and even university presidents. Running
one’s discipline means editing journals and books
and serving as an officer of national or regional
academic or professional societies.

Because of the major public investments in the
colleges and universities, the public expects the
knowledge generated in the universities to be rap-
idly diffused through public service. Although
their first and most important job is classroom
teaching and serving the students in their classes,
professors must do more than classroom teaching.
Public service and community outreach are very
important parts of the job of a professor. Profes-
sors have a responsibility to the public to use their
talents for the betterment of their communities.
Serving on commissions and public service
forums, giving speeches, being active in commu-
nity and political groups, consulting with business
and nonprofit organizations, and serving as stew-
ards of their community are important roles. The
job of a professor is to form relationships with
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schools, government, businesses, and individuals
across the nation, using their expertise to help
solve the challenges that face society.

Career Stages

Professors are usually required to hold the
highest degree in their chosen field of specializa-
tion. In most fields, this is the doctoral degree or
the Ph.D. (Doctor of Philosophy), although the
highest degree for artists can be the master’s
degree or the M.E A. (Master of Fine Arts). These
advanced degrees require many years of study
beyond the four years that are spent in undergrad-
uate school. The average doctoral degree usually
takes at least five years of work beyond the bac-
calaureate degree, and it is not unusual for indi-
viduals to spend ten years in pursuit of that
degree. The Master of Fine Arts degree requires an
individual to develop a high degree of skill and
proficiency in the chosen artistic field and
demands that individuals produce acclaimed
works (e.g., films, videos, paintings).

After completing the necessary education,
individuals begin university employment as
untenured assistant professors. As part of a proba-
tionary period that lasts six or seven years, assis-
tant professors must work to develop a case for
tenure. That is, the young faculty members must
demonstrate that they can be effective and vital
teachers and advisors, conduct excellent research,
and serve their communities. Often, people out-
side of academia find the concept of tenure or
“lifetime job security” hard to understand. Origi-
nally, however, tenure was not designed as a sys-
tem for measuring performance; tenure arose out
of a concern for political independence. In other
words, tenure was designed to protect the aca-
demic freedom of the faculty. That is, with the
sense that their basic position is protected, faculty
members can feel much freer to teach and speak
out about the important controversial issues of the
day. Faculty members in communication depart-
ments, for example, often severely criticize the
media and their content.

When tenure is granted, an assistant professor
is promoted to the position of associate professor.
Individuals usually remain at this rank for at least
five years, and some remain their even longer. Pro-
motion to the position of professor requires the
individual to demonstrate significantly more
accomplishments beyond those that were required

to gain tenure. The typical time that elapses
between entering graduate school and attaining
the rank of professor in a university is seventeen
to twenty years. Clearly, choosing a career in aca-
demia involves a serious commitment on the part
of the individual.

See also: COMPUTER SOFTWARE, EDUCATIONAL;
EDUCATIONAL MEDIA PRODUCERS; INSTRUCTIONAL
COMMUNICATION; RESEARCHERS FOR EDUCA-
TIONAL TELEVISION PROGRAMS; TELEVISION,
EDUCATIONAL.

MARY ANNE FITZPATRICK

| ACADEMIC ACHIEVEMENT AND
CHILDREN’'S TELEVISION USE

The relationships between television viewing and
the academic performance of children and
teenagers have been the subject of great contro-
versy. Popular opinion and some educators have
held that television generally has had a detrimen-
tal effect—Dby taking up time that might be better
spent acquiring basic skills or doing homework,
by encouraging a preference for quick solutions
and entertaining portrayals that is inconsistent
with the sometimes frustrating demands of
schoolwork, and by creating tastes and enthusi-
asms that draw young people away from intellec-
tually demanding subject matter. In contrast, very
sophisticated statistical analyses of amount of
viewing and achievement scores among large sam-
ples seemingly have indicated that television has
no effect when other contributing factors are
taken fully into account. In fact, the actual find-
ings of the many dozens of empirical research
studies that bear on the topic do not conform per-
fectly to either of these perspectives.

Viewing and Achievement

There is absolutely no question that children
and teenagers who spend greater amounts of time
with television perform less well on standardized
tests of achievement. This inverse relationship—
the greater the viewing, the lower the achieve-
ment—holds for the three basic skills (i.e., reading,
writing, and mathematics) and for other subjects as
well (e.g., science, social science, and history). The
controversy centers on why this should be so.
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This inverse relationship has been observed
consistently and repeatedly in samples ranging
from a few hundred to more than a half million
subjects, which taken together can be said to be
representative of American children and teenagers.
There are several important qualifications, how-
ever. The relationship is most severe among young
people from households that are higher in socioe-
conomic status (where parents score higher on
education, income, or occupational standing) and
among those from households where there are
greater educational and cultural resources, such as
books, magazines, newspapers, and encyclopedias.
The relationship between household socioeco-
nomic status and achievement scores is markedly
stronger than the relationship between television
viewing and academic achievement, with young
people from households of higher status perform-
ing much better.

A good example is the data produced by the
1980 California Assessment Program, which was
sponsored by the state department of education.
Tests and questionnaires were administered to all
pupils present on a given day in the sixth and
twelfth grades (about 282,000 and 227,000 stu-
dents, respectively). The pattern among these
more than half million young people displayed the
inverse relationship between television viewing
and scores on standardized tests devised by the
department for the three basic skills of reading,
written expression, and mathematics. The inverse
relationship was less pronounced among students
in the sixth grade than among those in the twelfth
grade. The inverse relationship was also less pro-
nounced among students from households that
had a lower socioeconomic status.

Another good example is the 1990 study by
Steven L. Gortmaker (of the Harvard University
School of Public Health) and his colleagues. These
researchers uncovered a set of very-high-quality
data that would allow them to explore relation-
ships between television viewing and achievement
scores. The data had been collected by the U.S.
governments Health Examination Program from a
sample of about 1,750 young people. A first set of
data was gathered between July 1963 and Decem-
ber 1965, when the respondents were between the
ages of six and eleven, and a second set of data was
gathered from the same people between March
1966 and March 1970, when the respondents were
between the ages of twelve and seventeen. The

advantages of these data were (1) that the sample
was very large and representative of the noninsti-
tutionalized population of the United States for the
ages covered, (2) that the design permitted the
examination of changes in test scores over time,
and (3) that the measures included three widely
recognized standardized tests of intellectual apti-
tude as well as amount of television viewing and a
variety of background variables. The three stan-
dardized tests were the Wechsler Intelligence Scale
for Children (WISC), the Wide Range Achieve-
ment Test in Arithmetic (WRAT-A), and the Wide
Range Achievement Test in Reading (WRAT-R).
The fact that the data were collected in the 1960s
and early 1970s was not a serious impediment to
their use because, in the absence of very large
changes in television or in the way in which young
people use the medium, one would not expect
large changes over time in the relationship
between television use and achievement. Certainly,
the data would reflect circumstances for young
people of those ages at that time.

In this example, Gortmaker and his colleagues
embarked on the conventional path of using sur-
vey data to investigate the likelihood of a causal
link between two variables. The strength of survey
data, unlike those produced by laboratory experi-
ments, is that they represent real-world occur-
rences, and when the sample is representative of
the population as a whole, any outcomes can be
said with great confidence to apply to the popula-
tion represented. The weakness for causal infer-
ence is that surveys describe what occurs rather
than linking a subsequent outcome to a prior
event or treatment, while such a link is provided
by an experiment. The logic of making a case for
a causal link from survey data is (1) a demonstra-
tion that there is a relationship between two vari-
ables and (2) the documentation that the
relationship persists after as many other variables
as possible are controlled statistically so that the
possibility can be ruled out that the relationship is
actually attributable to another variable. Then, by
careful reasoning or statistical analysis, a case
must be made that the ostensible cause preceded
the effect in time, since the logic of causation
insists that a supposed cause cannot occur subse-
quent to an alleged effect.

The first step of these researchers was to exam-
ine the data in the second measurement, when the
young people were between the ages of twelve and
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Surveys

he survey is a research method that seeks to

describe a population by the use of question-
naires, tests, interviews, and other methods by
which the attributes of those making up the popu-
lation can be recorded. Most often, the population
is made up of people, but anything that occurs in
aggregates can be surveyed—businesses, housing,
manufacturers, radio and television stations, and
schools and universities. Usually, a sample is drawn
to represent a much larger population because this
makes the collection of information about the pop-
ulation much less expensive than if every member
were examined. Best known are the opinion polls of
presidential choices and other public preferences
that receive widespread news coverage and often
are sponsored by the media. However, thousands of
surveys are conducted each year in the United
States under the sponsorship of the federal govern-
ment, political candidates, businesses, and other
organizations, as well as the media.

In the case of academic achievement and televi-
sion viewing, surveys often have been used to deter-
mine whether there is a relationship between the
two. For example, both the 1980 California Assess-
ment Program and the 1990 Harvard School of Pub-
lic Health study by Steven L. Gortmaker and his
colleagues matched data from questionnaires about
television viewing and other attributes of students
with their scores on tests of achievement or mental
ability. Both studies produced reliable and valid data
for reaching conclusions about the populations
represented—California public school students
(and particularly those in the sixth and twelfth
grades, from whom the data were obtained, but one
would expect the findings to be similar for other
grades) and children and teenagers nationwide
(because the sample of about 1,750 was statistically
representative of U.S. children and teenagers).

The three principal criteria by which surveys
are evaluated are (1) the sample, (2) the measures,
and (3) the analysis. The sample is judged on rep-
resentativeness and appropriateness for the pur-
pose at hand. A random or probability sample
gives every member of a population an equal
chance of being included, and it is statistically rep-
resentative of the population. This means that con-
clusions can be drawn about the larger population
with precise margins of possible error (i.e., in only

one out of twenty times would the actual percent-
age for the population vary from the survey by
more than plus or minus a stated number of per-
centage points). Samples that are not random can
still be useful if they are large and varied enough
for the comparison of subgroups based on gender,
age, socioeconomic status, or other attributes,
such as beliefs, attitudes, or test scores of any sort.
Measures must be reliable, in the sense that out-
comes must not vary unless the variable being
measured in fact has changed, and they must be
valid, which means that they must represent accu-
rately the intended variable whether it be demo-
graphic, a belief, an attitude, or something
measured by a test. The analysis will become more
useful with a greater effort to relate one variable
(such as amount of television viewing) to another
(such as achievement in written expression) and to
examine the interrelationships of more than two
variables at a time.

Surveys have three major uses in research. The
first is simply to report on the attributes of a popula-
tion (e.g., how many respondents come from house-
holds whose head is an unskilled worker, or how
many respondents approve of the way in which the
president is handling the job). The second is to
explore relationships between variables (e.g.,
whether achievement test scores vary with amount
of television viewing). The third is to detect evidence
of causation by examining whether a necessary con-
dition, an association between two variables, can be
explained by the influence of another variable or
variables and whether the time-order requirement
that a cause must precede a consequence has been
met (e.g., whether nontelevision factors explain the
inverse association between viewing and achieve-
ment, or whether greater television viewing precedes
lower academic achievement).

Even when a sample is not unambiguously rep-
resentative of a much larger population, surveys
are useful because their findings may be suggestive
of what would be the case for such a population
(and it is for this reason that academic researchers
legitimately often pull a sample from a convenient
population, such as the student body of their uni-
versity, the enrollment of a nearby school, or the
voters in a particular city). Surveys are thus one of
the fundamental means of scientific inquiry.
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seventeen, to determine the relationship between
television viewing and test scores. They found a
substantial inverse correlation, with scores for all
three tests declining in a linear fashion as the
amount of viewing increased. The researchers next
addressed whether television viewing should be
considered a cause of the lower scores. They
turned to the relationships between test scores at
the time of the second measurement and the
amount of television viewed at the time of the first
measurement. This would establish whether the
necessary condition was met for an inference that
television had a causal role—a time order in which
viewing preceded the outcome. Indeed, television
viewing stoutly remained inversely associated with
the three test scores. The researchers then con-
trolled for the earlier scores on the same three
tests, which meant they now would be examining
only changes in scores since both the earlier view-
ing and testing. The inverse associations dropped
to a fraction of their original values. Next, the
researchers controlled for other variables, such as
time of year, region and size of place of residence,
race, and household socioeconomic status, all of
which have well-documented long-standing rela-
tionships with average amounts of viewing. The
inverse associations essentially vanished.

Gortmaker and his colleagues concluded that
the data “indicate no significant causal relation-
ship between the amount of television viewed and
the mental aptitude and achievement test scores of
adolescents.” However, this conclusion is limited
to the type of tests they employed. The three tests,
the WISC, WRAT-A, and WRAT-R, are essentially
measures of traits that remain quite stable over
time, and, in fact, people who take the tests at one
point in time usually score about the same when
they take the tests at a later point in time. As a
result, when the researchers controlled for the ear-
lier test scores, they also reduced strongly the
plausibility of any inverse association remaining.
Thus, these data only unambiguously confirm
that those who score lower on standardized tests
of intellectual ability on the average will watch
greater amounts of television.

Logically correct in every aspect of its execu-
tion, this study by Gortmaker and his colleagues
thus does not definitively establish that there is no
causal relationship between the amount of televi-
sion viewing and academic achievement. First, it
does not cover the possibility of the displacement

of time that might be spent acquiring the three
basic skills of reading, written expression, and
mathematics, which would occur at earlier ages.
Second, it does not employ measures reflective of
and sensitive to behavior that might more realisti-
cally be negatively affected by greater viewing
(e.g., school grades, scores on homework assign-
ments, tests designed to measure progress over a
semester or a year, or, outside the classroom,
choice of reading matter).

Interpretation

Inverse associations between viewing and
achievement scores would not necessarily repre-
sent the effects of television use, and there are sev-
eral reasons for this. First, young people from
households that are lower in socioeconomic status
on the average watch greater amounts of televi-
sion. Also, because of the strong positive relation-
ship between socioeconomic status and scholastic
performance, young people from households that
are lower in socioeconomic status on average
score lower on achievement tests. Second, mental
ability has a strong positive relationship with
achievement, but it is inversely related to televi-
sion viewing, so that those who on average watch
greater amounts of television also on average will
score lower on achievement tests. Third, those
who are under stress (e.g., with troubling per-
sonal, family, or social problems) on average
watch greater amounts of television as a means of
flight from their difficulties, and these same stress
factors are likely to hamper scholastic perform-
ance. Similarly, those students who are not per-
forming well in school might, in their frustration,
turn to television as an escape.

Thus, there are very good reasons for conclud-
ing that those students who watch greater
amounts of television have attributes or are expe-
riencing circumstances that are likely to be associ-
ated with lower levels of achievement. The
explanation suggested by these patterns is that
greater television viewing is the outcome of influ-
ences that themselves contribute to or are associ-
ated with lower achievement, and greater viewing
is not a cause of that lower achievement.

However, additional evidence indicates that
this explanation is too simplistic. There are many
documented ways in which television use may
interfere with success at school. First, academic
tasks, such as reading and problem solving, have
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been shown to be less effectively done in the com-
pany of television—reading comprehension is
lower and right answers are fewer. Second, during
the first through third grades when children are
learning the basic skill of reading, some students
will use time that could be spent mastering this
skill for another, less frustrating activity—televi-
sion viewing. The same applies to the two other
basic skills, written expression and mathematics.
Third, those students who watch a great deal of
television are more likely to scoff at the value of
books and are less likely to read outside of assign-
ments, while those who do such reading are more
likely to perform well scholastically. Fourth, those
who habitually watch a great deal of television
also are less likely to expend as much cognitive
attention and thought when they do read and are
more likely to prefer (to a greater degree) to read
undemanding nonfiction about celebrities and
light fiction-fare that resembles television pro-
gramming. As George Comstock and Erica Schar-
rer conclude in their assessment of the evidence in
Television: What’s On, Whos Watching, and What It
Means (1999), most of these outcomes occur
among both children and teenagers.

Thus, the evidence points toward a number of
adverse influences—interference with learning
the basic skills, lowered quality of effort when
reading or completing academic tasks in the com-
pany of television, and, among those who watch
large amounts of television, desultory concentra-
tion while reading, low esteem for books, and the
nurturing of tastes for reading matter that resem-
bles television in substance and style. The most
reasonable interpretation of the inverse relation-
ships between amount of television viewing and
scores on standardized achievement tests is one
that incorporates both perspectives; they in part
reflect greater attention to television by those who
are less likely to do well academically for other
reasons and in part reflect the detrimental effects
of television viewing on academic achievement.

Effect Size and Who Is Affected

It is important to recognize that the inverse
relationships are quite modest, amounting (on the
average) to only about a 10 percent decline in
scores between those who view the least amounts
of television and those who view the most. The
detrimental effects that television viewing has on
achievement scores are thus quite small. The addi-

tional consequences for intellectual activity in gen-
eral are probably more serious. These include the
lowered esteem for books, the reduced concentra-
tion while reading, the preferences for undemand-
ing entertainment, and lesser ability in the three
basic skills—all of which, for some, may be a con-
sequence of greater television use. Those people
who are most likely to be affected adversely are (1)
those who voluntarily allow television to displace
time that might have been spent learning the three
basic skills, (2) those for whom opportunities fore-
gone would have been of greater academic value,
and, of course, (3) those who watch television for
a very large amount of time.

See also: CHILDREN’S ATTENTION TO TELEVISION;
CHILDREN’S CREATIVITY AND TELEVISION USE;
PARENTAL MEDIATION OF MEDIA EFFECTS; TELE-
VISION, EDUCATIONAL.
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|} ADVERTISING, SUBLIMINAL

The notion of subliminal advertising, that is, that
advertisers can influence the desirability or even
purchase of a brand through using hidden, unde-
tectable advertising stimuli, is one of the myths of
twentieth-century popular culture. Martha Rogers
and Kirk Smith (1993) have noted that while pro-
fessional advertisers scoff at the idea and virtually
no members of the academic advertising commu-
nity give it credence, the general public seems to
assume that subliminal advertising is widely and
effectively practiced. Apparently, the initial claims
in the 1950s of subliminal advertising influence,
the proponents of which produced not the slightest
scientific documentation or evidence, nevertheless
instilled the assumption that advertisers use sub-
liminal messages to influence individuals without
the individuals being aware of it. As far as the pub-
lic is concerned, it is a story that is too good not
to be true.

Absence of Evidence

Examples of research reviews that conclude
against the effectiveness of subliminal advertising
include those by Timothy E. Moore (1982), Joel

Saegert (1987), and John R. Vokey and J. Don Read
(1985). One academic review by Kathryn Theus
(1994) affords subliminal advertising mild plausi-
bility, without claiming evidence for behavioral
influence. While there has been much psychologi-
cal research pertaining to the possibility of sublim-
inal perception and persuasion (see, for example,
Dixon, 1981), the results remain controversial as
to the existence of subliminal effects, especially
regarding the ability of subliminal stimuli to influ-
ence behavior. In the realm of advertising, the few
academic researchers who have claimed effective-
ness for subliminal stimuli are vulnerable on
methodological or logical grounds (e.g., Kil-
bourne, Painton, and Ridley, 1985). Moreover,
after Sharon Beatty and Del Hawkins (1989) failed
to replicate the widely cited early claim by Del
Hawkins (1970) of subliminal effects in advertis-
ing-like conditions, the claim was retracted. In
fact, no successful replication of any study offered
as evidence in support of subliminal effects in an
advertising-like setting has been reported. Finally,
a meta-analysis by Charles Trappey (1996) of stud-
ies of subliminal effects in advertising-like con-
texts found that the amount of variability
accounted for (i.e., differences between results for
subliminal versus control conditions) is negligible.

Probably the earliest and most-cited claim of
subliminal advertising influence was made by
James Vicary, reported by Advertising Age in “Per-
suaders’ Get Deeply ‘Hidden’ Tool: Subliminal
Projection” (1957, p. 127):

Mr. Vicary, head of the motivation research
company bearing his name, said the com-
mercial messages are superimposed on a
film as “very brief overlays of light.” They
are so rapid—up to 1/3,000 of a second—
that they cannot be seen by the audience.

Mr. Vicary reported that he recently tested
the “invisible commercial” in a (Fort Lee)
New Jersey movie theater. The tests ran for
six weeks, during which time some 45,000
persons attended the theatre. Two advertis-
ing messages were projected—one urging
the audience to eat popcorn, the other sug-
gesting, “Drink Coca-Cola.”

According to Mr. Vicary, the “invisible com-
mercial” increased popcorn sales by 57.5%
and Coca-Cola sales by 18.1%.



Absence of details for such a provocative claim
is, of course, highly unsatisfactory and, without
further information, no social scientist or adver-
tising practitioner would take Vicary’s account
seriously. For example, not only is there no men-
tion of an unexposed control group, there is no
reference to a baseline of historical data during
periods where conditions matched those pertain-
ing during the test (e.g., day of week, composition
of audience, hour of day, weather conditions, sea-
son of year, and stocks of product on hand). Fur-
thermore, the claimed demonstration has not
been replicated.

Absence of a Systematic Framework

More substantively, what claim is Vicary, in
fact, making? Is he claiming that people who
never before, or rarely, had bought refreshments
during a movie, were now doing so; that people
who regularly purchase refreshments were doing
so more often, or earlier; or that people who nor-
mally chose Pepsi or other soft drinks found
themselves drinking Coke? The findings are so
inadequately specified as to be uninterpretable
from the viewpoint of marketing analysis.

Such weaknesses are not peculiar to the Vicary
story among proponents of effects from sublimi-
nal advertising. If the phenomenon is to be taken
seriously and developed, it should be discussed in
the context of a view of how advertising is
assumed to work. The absence of a plausible
rationale for how subliminal advertising messages
might have their effect leaves the phenomenon a
conceptual orphan and leaves advertisers without
guidance about how to implement the device for
best return.

Perhaps the widespread (but unsupported)
popular belief in subliminal advertising stems
from public misunderstanding of the role of
advertising. The ubiquitous presence of advertis-
ing reflects the need of advertisers to communi-
cate the availability and special applications or
features of their brands to prospective customers
who are widely dispersed and with whom personal
contact is impractical. In a cluttered environment,
advertisers face a daunting task of registering their
message with their targets. The essential advertis-
ing strategy is to rely on elements in the message
finding a resonance in the target of the advertise-
ment (i.e., those individuals in the population
who experience the condition(s) for which the
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brand has been tailored). According to Moore
(1982), attenuating the signal to a subliminal level
offers no discernible advantage, given such an
overriding strategy.

More likely, popular readiness to believe in the
possibility, and even use, of subliminal advertising
has an existence that is independent of the above
critique. Without pausing to consider whether
such influence is feasible, people doubtless abhor
the idea of being made to act in the absence of the
subjective experience of choosing to act. The
depth of such distaste may explain the persistence
of the belief, regardless of the absence of evidence
for, or conceptual development of, subliminal
influence or its relevance to the nature of the task
of an advertiser.

Absence of Public License

However irritating the daily barrage of adver-
tisements may be to some, especially those who
are not “in the market” for the advertised brands,
conventional advertising is largely accepted as
unavoidable. Subliminal advertising, on the other
hand, is not so accepted. Undoubtedly, if examples
of effective or even attempted subliminal adver-
tisements were to come to light, an outraged pub-
lic would again demand that such practices be
outlawed, as happened when Vicary first broached
the concept. According to Rogers and Christine
Seiler (1994), in general, industry professionals
do not claim to use subliminal advertising and,
when asked, deny that they do. Cynics who main-
tain that advertisers will, of course, keep success-
ful subliminal campaigns secret fail to ask at what
level and where such a decision is taken. Given
the complex nature of the advertising business,
the layers of approval through which an advertis-
ing campaign must pass, and the number of play-
ers (e.g., clients, advertising agency personnel,
and network executives), such cynics will be hard
pressed to suggest how subliminal advertising
could be authorized and implemented. The chain
from inception of an advertising strategy to its
implementation in the broadcast medium is a long
on. Presumably, the decision to insert a subliminal
message would have to be made at the highest
level, yet implemented down the line. The adver-
tiser would likely have to include its corporate
lawyers in the decision and then instruct its adver-
tising agency to perform the necessary technical
operations. Thus, there would be many opportu-
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nities for discovery of what was afoot. The uproar
over allegations of subliminal shenanigans in the
2000 presidential campaigns serves as ample evi-
dence that the media are more than willing to
expose any promotional attempts that are deemed
to be newsworthy.

The Bottom Line

Businesses are in business to achieve return on
investment and do not knowingly invest resources
in an enterprise that fails to promise return. In this
regard, subliminal advertising has no credible evi-
dence that it will yield return; moreover, propo-
nents provide no rationale to guide its effective
use. Finally, even if successful return on invest-
ment were forthcoming from subliminal advertise-
ments, advertisers would quickly be precluded
from attempting to use such approaches because
of public disapproval. The bottom line, however,
is that subliminal advertising is a myth.

See also: ADVERTISING EFFECTS.

Bibliography

Beatty, Sharon E., and Hawkins, Del 1. (1989). “Sub-
liminal Stimulation: Some New Data and Interpre-
tation.” Journal of Advertising 18(3):4-8.

Dixon, Norman E (1981). Preconscious Processing. Lon-
don: Wiley.

Hawkins, Del 1. (1970). “The Effects of Subliminal
Stimulation of Drive Level and Brand Preference.”
Journal of Marketing Research 8:322-326.

Kilbourne, William; Painton, Scott; and Ridley, Danny.
(1985). “The Effect of Sexual Embedding on
Responses to Magazine Advertisements.” Journal of
Advertising 14(2):48-55.

Moore, Timothy E. (1982). “Subliminal Advertising:
What You See Is What You Get.” Journal of Market-
ing 46:38-47.

“Persuaders’ Get Deeply ‘Hidden’ Tool: Subliminal Pro-
jection.” (1957). Advertising Age 28(37):127.

Rogers, Martha, and Seiler, Christine A. (1994). “The
Answer Is No: A National Survey of Advertising
Industry Practitioners and Their Clients about
whether They Use Subliminal Advertising.” Journal
of Advertising Research 34(2):36-45.

Rogers, Martha, and Smith, Kirk H. (1993). “Public
Perceptions of Subliminal Advertising: Why Practi-
tioners Shouldn't Ignore this Issue.” Journal of
Advertising Research 33(2):10-18.

Saegert, Joel. (1987). “Why Marketing Should Quit
Giving ‘Subliminal Advertising’ the Benefit of the
Doubt.” Psychology and Marketing 4(2):107-120.

Theus, Kathryn T. (1994). “Subliminal Advertising and
the Psychology of Processing Unconscious Stimuli:
A Review of Research.” Psychology and Marketing
11(3):271-290.

Trappey, Charles A. (1996). “Meta-Analysis of Consumer
Choice and Subliminal Advertising.” Psychology &
Marketing 13(5):517-530.

Vokey, John R., and Read, J. Don. (1985). “Subliminal
Messages: Between the Devil and the Media.” Amer-
ican Psychologist 40:1231-1239.

JOEL SAEGERT

|IM ADVERTISING EFFECTS

Advertising is paid, nonpersonal communication
that is designed to communicate in a creative
manner, through the use of mass or information-
directed media, the nature of products, services,
and ideas. It is a form of persuasive communica-
tion that offers information about products, ideas,
and services that serves the objectives determined
by the advertiser. Advertising may influence con-
sumers in many different ways, but the primary
goal of advertising is to increase the probability
that consumers exposed to an advertisement will
behave or believe as the advertiser wishes. Thus,
the ultimate objective of advertising is to sell
things persuasively and creatively. Advertising is
used by commercial firms trying to sell products
and services; by politicians and political interest
groups to sell ideas or persuade voters; by not-for-
profit organizations to raise funds, solicit volun-
teers, or influence the actions of viewers; and by
governments seeking to encourage or discourage
particular activities, such a wearing seatbelts, par-
ticipating in the census, or ceasing to smoke. The
forms that advertising takes and the media in
which advertisements appear are as varied as the
advertisers themselves and the messages that they
wish to deliver.

The word “advertise” originates from the Latin
advertere, which means to turn toward or to take
note of. Certainly, the visual and verbal commer-
cial messages that are a part of advertising are
intended to attract attention and produce some
response by the viewer. Advertising is pervasive
and virtually impossible to escape. Newspapers
and magazines often have more advertisements
than copy; radio and television provide entertain-
ment but are also laden with advertisements;
advertisements pop up on Internet sites; and the



mail brings a variety of advertisements. Advertis-
ing also exists on billboards along the freeway, in
subway and train stations, on benches at bus
stops, and on the frames around car license plates.
In shopping malls, there are prominent logos on
designer clothes, moviegoers regularly view
advertisements for local restaurants, hair salons,
and so on, and live sporting and cultural events
often include signage, logos, products, and related
information about the event sponsors. The perva-
siveness of advertising and its creative elements
are designed to cause viewers to take note.

The Functions of Advertising

Although the primary objective of advertising
is to persuade, it may achieve this objective in
many different ways. An important function of
advertising is the identification function, that is,
to identify a product and differentiate it from oth-
ers; this creates an awareness of the product and
provides a basis for consumers to choose the
advertised product over other products. Another
function of advertising is to communicate infor-
mation about the product, its attributes, and its
location of sale; this is the information function.
The third function of advertising is to induce con-
sumers to try new products and to suggest reuse
of the product as well as new uses; this is the per-
suasion function.

The identification function of advertising
includes the ability of advertising to differentiate a
product so that it has its own unique identity or
personality. One famous example of this is found
in the long-running advertising for Ivory Soap. In
the late 1800s, a soap maker at Procter and Gam-
ble left his machine running during his lunch
period and returned to find a whipped soap that,
when made into bars, floated. The company
decided to capitalize on this mistake by advertising
Ivory Soap with the phrase “It Floats.” This char-
acteristic of Ivory Soap served to uniquely identify
it and differentiate it from other bars of soap.

The information function of advertising can
also be found in advertising for Ivory Soap. For
more than one hundred years, advertisements for
Ivory Soap have focused on such product charac-
teristics as purity of ingredients, child care, and
soft skin. These characteristics, in turn, were often
related to key benefits that could be obtained from
using Ivory Soap. Thus, various advertisements
emphasized “That Ivory Look,” which focused on

ADVERTISING EFFECTS e 11

— g ]

i —

= =

DT

T

=

T R T T

I'F 1VORY SOAP is as indispensable in the shower
- I bath as in the tub. The flowing water cannot do |
| E&1 the work of the cleansing lather. To make the skin ‘
really clean, soap must be rubbed into the pores so that
the excretions are absorbed. Ivory Soap can be rubbed |
in as vigorously as desired because it is free from all |
materials that irritate and inflame.

IVORY SOAP. | " 997 PURE

A 1917 advertisement for Ivory Soap features the famous statements
that “It Floats” and indicates how “pure” the product is.
(Bettmann/Corbis)

the relationships between product characteristics
and the benefits of obtaining a fresh and healthy
appearance.

The third and most important function of
advertising, persuasion, is also evident in the
long-running Ivory Soap advertising campaigns.
The advertiser, Procter and Gamble, has linked
Ivory Soap with obtaining benefits that are impor-
tant to customers: a fresh and healthy appearance
for women, a mild, nonirritating method for
bathing babies, and a novelty for children in the
tub (since it floats). The benefits of the product
suggest reasons to buy and use Ivory Soap and
thus provide a basis for persuading consumers.
Different benefits are important to different cus-
tomers. Thus, to realize its full potential as a per-
suasive tool, advertising must often be tailored to
emphasize those benefits that are important and
meaningful for a particular type of customer or a
particular use of the product.
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Adpvertising has a very long history. It existed in
ancient times in the form of signs that advertised
wares in markets. In Europe and colonial America,
criers were often employed by shopkeepers to
shout a message throughout a town. Medicine
shows, in which there was a combination of enter-
tainment and an effort to sell a product, usually a
patent medicine or elixir, presaged modern adver-
tising by creating an entertainment context in
which advertising was embedded. Advertising
became especially important in the second half of
the nineteenth century as retailers began to adver-
tise products and prices that would bring cus-
tomers to their stores. Advertising for patent
medicines also played a prominent role in the
development of advertising, and by the end of the
nineteenth century, the firms that would become
advertising agencies had already begun to form.

Advertising and Psychology

Although advertising has a very long history,
serious study of advertising and its effects on con-
sumers did not begin until early in the twentieth
century. Psychologists began to recognize that
advertising was an important form of communica-
tion and began to apply the theories and methods
of psychology to its study. Individuals such as
Harlow Gale began to conduct experiments
designed to determine the power of individual
advertisements to attract attention and persuade
consumers to buy. Walter Dill Scott of Northwest-
ern University wrote the book The Theory of
Advertising (1903), which sought to build a theo-
retical understanding of advertising based on the
principals of psychological science. Scott sug-
gested that advertisers should develop certain fun-
damental principles on which to construct a
“rational theory of advertising.” The work of these
psychologists was noted by such advertising pro-
fessionals as Stanley Resor of the J. Walter
Thompson Agency, who, in 1912, commissioned a
study of the demographics and purchasing pat-
terns of consumers to understand better both
what motivated consumers to buy and how to per-
suade better those same consumers. Since this
early work, psychologists and other social scien-
tists have played an important role in both the
study and practice of advertising.

The application of psychological theories to
advertising provides an understanding of how
consumers process advertising messages and

make purchase decisions. Theories of attention,
information processing, attitude formation, and
decision making all have relevance to understand-
ing how advertising affects consumers. Another
important application of psychological principals
is to develop an understanding of consumer needs
so that products can be developed, designed, and
communicated in a manner that reflects the rele-
vant and important needs of consumers.

How Advertising Works

Advertising is a form of communication. Like
all forms of communication, it has many different
effects and these effects are often related to one
another. The message in an advertisement, no
matter how strong and persuasive, will have no
effect if the consumer does not see the advertise-
ment or pay attention to it. One useful framework
for understanding these multiple effects and their
interrelationships is called the hierarchy of effects
model. The hierarchy of effects model identifies
different stages in the communication process.
Effective communication must begin by obtaining
the attention of the consumer. Then, the con-
sumer must process the information carried in the
advertisement. Such processing of information
may be followed by an evaluation of the informa-
tion, the source of the information, and ultimately
the desirability of any actions suggested by the
communication. This evaluation process may, in
turn, give rise to the formation of attitudes, the
development of intentions for future action, and,
eventually, an action. Different characteristics of
an advertisement have effects at different points in
this hierarchy.

Getting Attention

In the context of advertising, the first hurdle
for an advertiser is to obtain the attention of the
consumer. This involves two important actions.
First, it is important for the advertiser to know
where a communication should be place to
increase the odds of reaching a particular type of
consumer; this is the media decision. Careful
analysis of the consumer use of various media
(e.g., what television shows they watch, what
route they take to work, and what magazines they
read) allows the advertisers to identify those
media to which target consumers are most likely
to be exposed. Placing an advertisement in a place
where relevant consumers are unlikely to see it
assures that the advertising will be ineffective.



However, just because a consumer happens to
view a television show or read a magazine in
which an advertisement is placed does not a guar-
antee that the consumer will see the advertise-
ment. The consumer may have left the room when
the television commercial aired or may not have
read the particular part of the magazine in which
the advertisement appeared. Advertisers solve this
problem by repeating advertising in the same and
in different media in order to increase the proba-
bility that a given consumer will actually be
exposed to the advertising. Thus, a key task for
the advertiser is to identify those media to which
relevant consumers regularly attend and develop a
schedule of repetition for the advertisement that
maximizes the number of consumers who will be
exposed to the advertising message. This is typi-
cally the responsibility of the media department in
an advertising agency.

Exposure to an advertisement still does not
mean that a consumer will attend to it. A con-
sumer may simply turn the page of a magazine,
look away from the television, or click on a ban-
ner advertisement on the Internet to make it go
away without ever paying attention to the adver-
tisement. Thus, obtaining the attention of con-
sumers who are, in fact, exposed to an
advertisement is a significant challenge for adver-
tisers. Various characteristics of advertisements
have been found to increase the likelihood that
consumers will attend to an advertisement. Adver-
tisements that include relevant information for
the consumer, such as a product benefit that is
important to the consumer, are especially likely to
attract attention. Information that is new to the
consumer is also likely to obtain the attention of
the consumer. Various creative devices such as the
use of humor, a well-known celebrity, or an espe-
cially entertaining presentation also tend to attract
attention. The latter devices must be used care-
fully; if they are not well integrated with the pri-
mary message of the advertiser, the consumer may
attend to the advertisement, but only focus on the
creative device (the humor, the identity of the
celebrity) rather the intended message of the
advertiser. Advertisers often refer to characteris-
tics of advertisements that gain attention but dis-
tract the viewer from the primary message as
“creative clutter.”

An especially challenging dimension of adver-
tising revolves around balancing the repetition of
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an advertisement, which is intended to increase
the probability of a consumer being exposed to it,
with the likelihood the consumer will attend to
the advertisement when exposed. Consumers are
less likely to attend to advertisements they have
already seen, and the more often an individual
consumer has seen an advertisement previously
the less likely they are to pay attention to it when
exposed again. This phenomenon is referred to as
“advertising wearout.” Wearout can be a particu-
lar problem when advertising in markets where
the likelihood of advertising exposure varies con-
siderably across consumers. The number of repe-
titions of the advertisement needed to reach some
consumers may be so great that the advertisement
wears out among other consumers who are more
readily exposed to the advertisement. To combat
such wearout, advertisers will often use multiple
advertisements that vary in terms of execution or
presentation but carry similar messages. Such
variation tends to reduce advertising wearout by
providing something new to the consumer that
serves as the basis for attracting attention.

Processing Information

Consumers may attend to advertisements for a
variety of reasons. Attention alone is not sufficient
to make the advertising successful. Advertise-
ments that are interesting, entertaining, and even
irritating can attract attention, however, such
advertisements may not result in the consumer
attending to or understanding the intended mes-
sage of the advertiser. Assuring that consumers
attend to and understand the intended message
rather than peripheral characteristics (such as a
joke or song) requires careful crafting of the
advertising message. Advertising research has
demonstrated that the message must be clear and
meaningful to the consumer; if the consumer does
not comprehend the message, it will not have the
desired effect. Thus, it is important when creating
the advertisement to understand how consumers
think about products and product benefits and to
use language that the consumer will understand.
It is also important that the product and the prod-
uct message be the focal point of the advertise-
ment. Most of the time or space in the
advertisement should be devoted to the product
and the product message should be well inte-
grated within the advertisement. Advertising that
consists primarily of creative clutter and does not
focus on the product is unlikely to be effective.
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Spokespeople, such as supermodel Elizabeth Hurley for Estee Lauder;
can be effective endorsers of products and can increase the likelihood
that consumers will follow through by purchasing.

(Mitchell Gerber/Corbis)

Longer advertisements tend to facilitate better
information processing, but the benefit of a longer
advertisement may not always be sufficiently large
enough to justify the additional costs of a longer
advertisement.

An especially important issue in the creation of
advertising is related to understanding how much
information consumers want about a given prod-
uct. For some products, consumers may want a
great deal of information and may wish to exert a
great deal of effort in processing the information.
In many cases, however, especially for products of
relatively low cost, consumers do not want very
much information and are unwilling to process
more than a modest amount of product informa-
tion. In fact, consumers may differ with respect to
the amount of information processing they are
willing to do even for the same product. Thus, the
advertiser must understand how much informa-
tion individual consumers desire and how much

variability exists among consumers with respect
to their willingness to process information. Such
an understanding not only indicates how much
information to put in an advertisement, it also
suggests which media may be most appropriate
for delivering the message. Complex messages are
generally better delivered in print advertising,
while simple messages can generally be delivered
on television or radio.

Information Evaluation

After a consumer has processed information,
there is a need to evaluate it. The consumers will
need to determine how believable the information
is and how relevant it is to their individual situa-
tion in life and to their behavior as consumers.
This evaluation phase poses significant problems
for advertisers. Most consumers tend to discount
the information in advertising because they
understand that the purpose of the advertising is
to persuade. Making an advertising message
believable is not easy; though often it is sufficient
to make the consumer curious enough to try the
product. Such curiosity is often referred to as
interested disbelief. Advertisers use a variety of
devices to increase the believability of their adver-
tising: celebrities or experts who are the
spokespersons for the product, user testimonials,
product demonstrations, research results, and
endorsements.

Attitude Formation

In some cases, the objective of the advertiser is
immediate action by the consumer; this is typical
of direct-response advertising where the goal is to
have the consumer do something immediately
(buy a product, make a pledge, and so on). In
most cases, however, there is a lag between adver-
tising exposure and any action on the part of the
consumer. In such cases, an important communi-
cation goal of an advertiser is to create a positive
attitude toward their product. Attitudes are pre-
dispositions or tendencies to behave or react in a
consistent way over time. There is an affect, or
feeling, dimension associated with attitudes, and
there are generally various beliefs that provide jus-
tification for the feeling and predisposition. The
goal of advertising is to have a positive impact on
attitudes; these attitudes, in turn, influence future
behavior. When the consumer next goes to the
store to buy a particular type of product, these
attitudes influence the choice of the product.



In some cases, the goal of advertising may be to
create negative attitudes. For example, in various
antidrug and antismoking public-service
announcements, the objective of the communica-
tion is to reduce the likelihood that the viewer will
use drugs or smoke.

Attitudes and attitude formation are among
the most widely researched phenomenon in com-
munication research. Various theories have been
offered to explain how attitudes are formed and
how they may be reinforced or modified. Adver-
tising plays a role in attitude formation, but it is
important to recognize that the advertised prod-
uct itself is the most important determinant of
attitude in the long term. A bad experience with
a product will create a negative attitude that no
advertising is likely to overcome. On the other
hand, advertising can play an especially impor-
tant role in inducing consumers to try a product
for the first time, and if the product is satisfactory,
a positive attitude will result. In addition, adver-
tising can reinforce positive attitudes by remind-
ing consumers of product benefits, desirable
product characteristics, and positive product
experiences.

Intentions and Behavior

Ultimately, the success of advertising rests on
whether it influences behavior. Product advertis-
ers want consumers to buy their product; political
advertisers want voters to vote for their candidate;
and sponsors of public-service announcements
related to the harmful effects of smoking want the
incidence of smoking to decline. While such
effects are of primary interest for understanding
the influence of advertising, advertising is only
one of many factors that influence such behaviors.
A consumer might want to buy an advertiser’s
product, but may not find it in the store, or
another less-desirable product is so much less-
expensive that the consumer chooses it instead. It
is possible, in some cases, to identify the direct
effects of advertising on behavior, but in most
cases, there are simply too many other factors that
can influence behavior to isolate the effects of
advertising. It is for this reason that most adver-
tising research focuses on other effects in the hier-
archy of effects. When measuring the direct effect
of advertising on behavior is of interest, it is nec-
essary to design carefully controlled experiments
to control for all factors other than advertising.
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What Advertising Does Not Do

Some writers have argued that advertising can
create needs and stimulate unconscious and deep-
seated motives. This view has led some critics of
advertising to argue that advertising is a persua-
sive tool with the dangerous potential to create
consumer needs. John Kenneth Galbraith, in The
New Industrial State (1985), suggests that the cen-
tral function of advertising is to create desires—to
bring into being wants that previously did not
exist. It is certainly true that people frequently
want things when they become aware that they
exist and advertising does contribute to such
awareness. It is also the case that people some-
times do not realize that they have a need until
they become aware of a solution that meets this
need. Advertising is not able to create needs that
did not already exist, however. Indeed, advertising
is a relatively weak persuasive tool. The evidence
of this weakness is abundant and unambiguous.
First, the failure rate for new products is very high
(approximately 90%). This fact is not consistent
with the claim that advertisers can actually mold
people’s needs. If advertisers could create needs,
they should then be able to compel consumers to
buy their products. Second, experts argue that
advertising works best when it is working with,
rather than counter to, the existing interests of the
consumers. For example, for many years, low-
calorie beer had not been able to find a consumer
need to address and the product had limited sales.
When the Miller Brewing Company introduced its
Lite brand of beer and positioned it as the beer
with fewer calories (which “makes it less filling”),
it became an instant success.

Advertising has the power to create awareness,
inform, and persuade. It is a communication tool of
enormous complexity, however. Much advertising
does not have its intended effect. The reasons for
this failure lie in the variety and complexity of the
effects of advertising. Like all successful communi-
cation, effective advertising is guided by a thorough
understanding of its intended audience and how
that audience will receive the intended message.

See also: ADVERTISING, SUBLIMINAL; CHILDREN AND
ADVERTISING; ELECTION CAMPAIGNS AND MEDIA
EFFECTS; INTERNET AND THE WORLD WIDE
WEB; PuBLIC HEALTH CAMPAIGNS; PUBLIC RELA-
TIONS; PUBLIC RELATIONS, CAREERS IN; PUBLIC
SERVICE MEDIA.
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DAvVID W. STEWART
SARAH E. STEWART

IIf ALCOHOL ABUSE AND
COLLEGE STUDENTS

One of the ways in which communication func-
tions is in the creation and maintenance of the
ways in which using and abusing substances,
especially alcohol, are talked about and treated.
When, for example, society considered the use of
alcohol to be a social sin, its use was banned.
“Prohibition” is the name given to the era during
which it was illegal in the United States to buy,
sell, and drink alcohol. After prohibition was
repealed, alcohol once again became a legal sub-
stance, while other related drugs, such as mari-
juana, continued to be thought of as harmful.
Words for the use of these substances and the
meanings that are attributed to their use arise out
of communication and are an area of study in
health communication. Linda Lederman (1993)
calls the ways of using and abusing alcohol on the
college campus the “culture of college drinking.”
In the culture of college drinking, drinking to
excess is considered to be an inherent part of the
college years. Because of the attention that drink-
ing on the campus receives, it is an important
example of a broader subject: communication,
health, and substance abuse.

While dangerous drinking concerns college
health educators, administrators, and even some
students and parents, most students (and their
parents) consider drinking itself to be an integral
part of college life. Because their perception is rel-
ative to those around them, students who drink
dangerously often do not recognize that their
drinking is problematic. Many of them think that
no matter how much they drink, there are others
who drink more.

This perception of a cultural norm of excessive
drinking during the college years is created and/or
reinforced on a daily basis by the media (including
college newspapers that carry “All You Can Drink”
and “Happy Hour” advertisements), major adver-
tising that targets students (e.g., beer companies
with Spring Break Drinking Campaigns), and
interpersonal experience (e.g., sharing war stories
about the “night before”; attending fraternity par-
ties and other social events that encourage alcohol
abuse). All of this occurs despite the fact that data
consistently indicate that the percentage of stu-
dents who actually drink excessively is far below
the shared misperception that “everybody does.”

Concern about dangerous drinking has led to a
variety of studies and interventions on college
campuses. Using focus group interviews, many
researchers have explored the role that alcohol
plays in the lives of students. While students
articulate negative consequences (e.g., hangovers,
vomiting, being taken advantage of physically
and/or sexually), they report ignoring these fac-
tors because they see drinking as a rite of passage
into adulthood (i.e., limits testing).

These qualitative analyses have also determined
how alcohol consumption by undergraduates is
used as a means of fulfilling social interaction
needs. One focus group study conducted by Leder-
man (1993) centered on high- and low-risk female
respondents. The study demonstrated how self-
destructive alcohol consumption has been negoti-
ated as an acceptable risk for the sake of making
friends and creating social circles among under-
graduates who are new to vast, overwhelming, and
alienating environments such as very large college
campuses. Incoming students use the inhibition-
lowering effect of alcohol, along with its aid to per-
ceived interpersonal competency, to make contact
with new friends, colleagues, and sexual partners.

If simply getting drunk helps students to
achieve their social and interpersonal goals, then
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Spring Break activities often can serve to increase the likelihood of a college student abusing alcohol, as is the case in this particular situation, where a

student is encouraged to drink more alcohol before participating in a game while on vacation in Daytona Beach, Florida. (Patrick Ward/Corbis)

students can be expected to keep getting drunk.
Even if severe intoxication causes illness, the
downside of drinking can be endured as long as it
is not worse than the rewards that are gained.
However, it has been shown that alcohol is no
longer abused when students gain the pleasure of
social contact and friendship without having to
drink (Cohen and Lederman, 1998).

One pervasive and powerful environmental
factor that is influential in creating and maintain-
ing this cultural image of drinking as a fundamen-
tal part of college life is the social interactions of
students. The myth that dangerous drinking is
pervasive is perpetuated by students who share
war stories about the “night before,” faculty mem-
bers who make jokes in class about students’ par-
tying, and social events that encourage alcohol
abuse. If drinking and talking about getting drunk
help students to achieve their social and interper-
sonal goals, then the data suggest that students
can be expected to continue these behaviors. The

effect of these social situations is addressed by the
socially situated experiential learning model. The
model identifies three conceptual bases that can
be used to understand the socially situated nature
of college drinking: communication theory, social
norms theory, and experiential learning theory.

Communication theory provides a basis on
which to examine social behaviors on the college
campus because communication is the process
through which social institutions and the norms
and customs embedded in those institutions are
created and maintained. Using this understanding
of communication to approach drinking-related
behavior allows researchers to “enter socially situ-
ated scenes” in which the attitudes, beliefs, and
behaviors of individuals can be examined both in
relation to each other and as the product of the
interpretive processes of the individual within the
sociocultural community.

The basis of social norms theory is the asser-
tion that students measure themselves against
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others in assessing the appropriateness or accept-
ability of their own behaviors. Often, these meas-
ures are based on false understandings of what is
normative or misperceptions of the behavior of
others. The notion that everyone drinks exces-
sively in college, for example, is a misperception.
Social norms theory is employed in prevention
campaigns by (1) collecting data on the extent of
misperceptions, (2) successfully communicating
this information to a targeted campus population,
(3) assisting them to understand the discrepancies
that exist between fact and myth, and (4) making
salient new behaviors and norms that are associ-
ated with the facts instead of the myths.

Experiential learning theory argues that learn-
ing is cyclical. A person has an experience, reflects
on that experience, draws some conclusions about
the lessons that can be learned from that experi-
ence, and then uses those lessons as part of his or
her basis for reactions to future experiences. In
terms of college drinking, for example, many stu-
dents who engage in risky sexual behavior while
drinking do not perceive themselves to be outcasts
in their social circles because in their everyday
“experience,” their behaviors are the norm as they
perceive them.

See also: ALCOHOL IN THE MEDIA; HEALTH COMMU-
NICATION; INTERPERSONAL COMMUNICATION;
SOCIAL CHANGE AND THE MEDIA; SOCIAL COGNI-
TIVE THEORY AND MEDIA EFFECTS; SOCIAL GOALS
AND THE MEDIA; SOCIETY AND THE MEDIA.
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LINDA COSTIGAN LEDERMAN

I8 ALCOHOL IN THE MEDIA

The presentation of alcohol and other drugs in the
media has received both scrutiny and criticism. As
a result, researchers have started to explore the
types of portrayals of, in particular, alcohol use in
television programs and advertisements and the
influence of those portrayals on adolescents.

Television Depiction of Alcohol Use

Multiple studies indicate an abundance of
alcohol use in entertainment programming. In
their review of prime-time television content from



1976 to 1982, Warren Breed and his colleagues
(1984) found that in the television world, alcohol
was the most consumed beverage, followed by
coffee, tea, soft drinks, and then water. In reality,
the pattern of consumption is the opposite. Alan
Mathios and his associates (1998) looked at
almost three hundred prime-time programs dur-
ing the 1994-1995 television season. They found
that alcohol use was portrayed on television more
frequently than the use of any other food or drink.
Even music television portrays a great deal of alco-
hol use. Robert DuRant and his colleagues (1997)
reviewed more than five hundred videos shown
on VH1 (Video Hits 1), MTV (Music Television),
BET (Black Entertainment Television), and CMT
(Country Music Television). More than 25 percent
of the videos included alcohol use.

Characters who drink on television tend to be
well liked, professional, and wealthy. Mathios and
his colleagues (1998) reported that characters in
the high socioeconomic category were much more
likely to drink than were those in the low socioe-
conomic category. Breed and his colleagues
(1984) reported that characters who drank on tel-
evision were mostly professionals, including doc-
tors, lawyers, executives, and detectives.

Lawrence Wallack and his associates (1990)
found that very few young people depicted on tel-
evision drink; in their study of fictional prime-time
network programming in 1986, less than 5 percent
of the characters under twenty-one years of age
were involved with alcohol use. The most common
age range for characters preparing or ingesting
alcohol was thirty to thirty-nine years of age.
Mathios’s study (1998) reported a slightly higher
use of alcohol by teenage characters on television;
almost 10 percent of the alcohol incidents in their
sample occurred among teenage characters.

Depictions of alcohol use on television are rarely
negative. Wallack and his colleagues (1990) catego-
rized portrayals of alcohol use as attractive, unat-
tractive, or neutral. Under this categorization, 60
percent of all alcohol-related activities were neutral
and more than 25 percent were considered attrac-
tive. When adolescent characters were compared to
adult characters, however, the incidents of alcohol
use that involved the younger characters were more
likely to be coded as unattractive than were the inci-
dents involving the older characters. Mathios and
his associates (1998) rated the personality of the
characters in the programs they reviewed. Among
adult characters, those who used alcohol were por-
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trayed as being more positive than those who did
not. On the other hand, among adolescent charac-
ters, those who drank tended to receive more nega-
tive ratings than those who did not.

Advertisements and Alcohol

Correlational research indicates that media
exposure is associated with the perceptions, atti-
tudes, and behaviors of young people. A question-
naire study conducted by Larry Tucker (1985) and
involving high school males indicated that view-
ers who watched a great deal to television had sig-
nificantly higher levels of alcohol use per month
than did viewers who watched comparatively less
television. Gary Connolly and his colleagues
(1994), who were also interested in the link
between television viewing and alcohol consump-
tion, conducted a study that followed participants
over several years. Respondents were queried
about their television viewing habits at ages thir-
teen and fifteen and their alcohol consumption at
age eighteen. The researchers found that the more
television the female subjects watched overall at
ages thirteen and fifteen, the greater were their
reported beer, wine, and liquor consumption at
age eighteen. For males, there was no significant
relationship between viewing at ages thirteen and
fifteen and consumption at age eighteen.

An area more widely researched than enter-
tainment portrayals of alcohol use is alcohol
advertising. Joel Grube (1993) points out that the
major themes associated with advertisements for
alcohol are sociability, elegance, physical attrac-
tiveness, success, relaxation, romance, and adven-
ture. Donald Strickland and his associates (1982)
reviewed alcohol advertisements from almost five
hundred magazines published between 1978 and
1982 in search of themes that dominated these
advertisements. While most advertisements
focused on the products, some included human
models. They found that the models in the adver-
tisements were predominantly between twenty-
five and thirty-four years of age and that the
activities depicted in the advertisements included
primarily drinking by itself; however, drinking
after work and drinking related to a sports event
were also depicted.

Patricia Madden and Grube (1994) looked at
both the themes and the frequency of advertising
beer on television. They found more than two
alcohol commercials per hour during major pro-



20« ALCOHOL IN THE MEDIA

fessional sports programs, about one per hour dur-
ing college sports and one every four hours during
prime-time fictional entertainment. One of the
concerns emerging from this study was related to
the content of the advertisements. Cars and other
vehicles were present in more than 15 percent of
the advertisements and water activities were pres-
ent in 25 percent of the advertisements. Although
alcohol use while operating vehicles is not advo-
cated, it is interesting that the advertisements
include these and other activities that might be
hazardous for those who have been drinking.

There have been several studies concerning the
effects of alcohol advertisements on young people.
Lisa Lieberman and Mario Orlandi (1987) asked
almost three thousand New York City sixth-grade
students to recall and describe alcohol advertise-
ments that they had seen on television. Eighty-five
percent of the children could recall at least one
advertisement. When asked what types of people
were in the advertisements, the most frequently
cited types were sports figures, celebrities, models
and actors, and wealthy people. Almost 90 percent
of the participants said the people in the adver-
tisements were young adults.

Grube and Wallack (1994) interviewed fifth-
and sixth-grade students about their awareness of
alcohol advertising and their perceptions, atti-
tudes, and behavioral intentions regarding alcohol
consumption. The researchers reported that the
more aware students were of alcohol advertise-
ments, the more positive their beliefs were about
drinking. More positive beliefs about alcohol were
associated with indications of likelihood to drink
as an adult.

Because much of the alcohol advertising
occurs during sporting events, some researchers
have focused their attention on exposure to these
events and attitudes toward alcohol. Paul Bloom
and his colleagues (1997) surveyed individuals
who were between thirteen and eighteen years of
age. Those individuals who reported watching a
large amount of professional football and profes-
sional baseball on television had greater inten-
tions to drink than those who reported watching a
smaller amount of these types of programs.

Conclusion

The research on the portrayal of alcohol use in
entertainment programming and in commercial
advertisements is fairly consistent. The image of

alcohol use presented by the media is one that
shows it as a relatively problem-free activity. This
is enhanced by the fact that the individuals shown
using alcohol are celebrities, wealthy, professional,
successful, and attractive. The survey research,
which provides correlational data, thus far points
to an association between exposure to these por-
trayals and positive perceptions, attitudes, and
behaviors regarding alcohol. Further investiga-
tions into the effects of portrayals should include
experimental as well as survey research.

See also: ToBACCO AND MEDIA EFFECTS.
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LinpA C. GODBOLD

| ALPHABETS AND WRITING

This entry, in fact, this entire encyclopedia, would
be a very different object if there were no alphabet.
Although there are nonalphabetic writing systems
and there are ways to communicate other than
through writing, an alphabet is one of the most
powerful tools for the easy expression of a diverse
range of ideas.

An alphabet facilitates a print culture, one in
which permanent records can be maintained and
people can communicate with others across time
and space. Even as people surf the World Wide
Web for information in diverse media, they visit
websites that are filled with displays of alphabetic
characters. The source codes for these sites are
even written in programming languages that rely
on alphabets.
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What exactly is an alphabet? How did the first
ones arise? What was it like to communicate prior
to the invention of the alphabet? What are the dif-
ferences between alphabets and other writing sys-
tems? How does the use of an alphabet relate to a
print culture? Questions such as these have been
explored for more than two thousand years and
have led to heated debates, arduous archaeological
expeditions, and massive treatises on the develop-
ment of writing.

Development of the Alphabet

Although the details are the subject of active
research and scholarly debate, there is a rough
consensus on the general development of writing
and the series of stages that were involved. How-
ever, many scholars disagree about the precise
dates or sources of the changes that moved writ-
ing from one stage to the next.

In the earliest stage, any culture possesses a
system of meaning; in fact, that is usually a key
component of any definition of “culture.” People
communicate that meaning through verbal means,
gestures, and physical markings. Cultures
throughout the world have placed these markings
in the sand, on rocks and trees, and on individu-
als’ bodies. A palm print on the wall of a cave is
not usually considered to be “writing,” but it may

A Sumerian clay tablet from Ancient Mesopotamia features incised

cuneiform characters that provide a tally of sheep and goats.
(Gianni Dagli Orti/Corbis)
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well qualify as such, given that it is an enduring
representation of meaning.

Over time, these symbol systems evolve and
begin to serve more complex functions in society.
Denise Schmandt-Besserat (1989) has made the
case that the use of tokens for accounting was a
major precursor of writing in Sumeria. She pres-
ents evidence that simple tokens (e.g., spheres,
disks, cones) indicating quantities of stored grain
appeared with the development of agriculture in
8000-7500 B.C.E. More complex tokens represent-
ing manufactured goods appeared with elaborate
markings at the time when cities and organized
states developed, around 3500-3000 B.C.E. The
earliest full-fledged writing systems then grew out
of methods for representing these tokens in a lin-
ear form on tablets.

The early writing systems of Sumeria, Egypt,
and neighboring countries were complex and dif-
ficult to learn. There were hundreds of distinct
signs, or pictographs, to learn, each with multiple
meanings. As a result, only a few scribes could
read and write; literacy was essentially a monop-
oly of the rich and powerful. One might compare
these systems to the Chinese writing, which orig-
inally developed around 1500 B.C.E. and now has
thousands of characters.

It was once thought that the transition to
alphabetic writing, to the forerunner of Greek,
Hebrew, Arabic, and Latin alphabets that are in
use today, occurred around 1700 B.C.E. in the Lev-
ant region, or what is now Syria, Lebanon, and
Israel. However, in 1993 and 1994, John Darnell
and Deborah Darnell made a discovery that
changed previous thoughts. They were exploring
in southern Egypt at a place called Wadi el-Hol
(Gulch of Terror) when they discovered limestone
inscriptions that appeared to be alphabetic.
Returning in the summer of 1999, with early writ-
ing experts, they were able to show that the earli-
est known alphabet was probably invented around
1900-1800 B.C.E. by Semitic-speaking slaves who
were working in Egypt. By reducing the set of
symbols to a manageable thirty and by using these
to represent consonants that appeared in the spo-
ken language, the slaves had developed a system
that anyone could learn relatively easily. This
expanded greatly the possibilities for accumulat-
ing knowledge, manipulating it, preserving it,
transmitting it to succeeding generations, and
sharing it with others.

The Semitic alphabet then spread in various
forms. Of most significance was its adoption by
the Greeks (around 1000 B.C.E.), who eventually
added symbols to the alphabet in order to repre-
sent vowels that appeared in their spoken lan-
guage and to distinguish different words that
might otherwise be represented by the same set of
consonant symbols. Not long afterwards, this
alphabet moved from the Etruscans (with influ-
ences from the Greek) to Rome, leading to the
development of the Latin alphabet, which spread
rapidly throughout the Western world.

The Origin of Print Culture

The shift to alphabetic writing made wide-
spread literacy more attainable. It became easier to
learn how to write and, perhaps more important,
easier to learn how to read. With a writing system
that could easily represent spoken language, it
became possible to conceive of recording a lec-
ture, a political speech, or a plan of action. Those
permanent records led to many changes in society.

It overstates the case to mark the beginning of
history by the beginning of an alphabet. Never-
theless, the movement from the oral narratives of
Homer’s day to the formal historical analysis of
Herodotus and Thucydides depended on having
the efficient, widely used writing system that the
Greek alphabet provided. It is a similar overstate-
ment to link the beginning of formal education, as
in Plato’s Academy, to the creation of an alphabet.
Yet it is no accident that people speak of learning
the ABCs; the modern educational system
depends on alphabetic writing. Others have traced
the origins of literature, philosophy, government,
and science to the creation of alphabetic writing
systems.

In the fifteenth century, the printing press was
invented in Europe. Although a printing press had
been developed in China, Johannes Gutenberg’s
innovation was to combine the press with typog-
raphy, a technology that itself depended on an
alphabetic system of writing. The possibility of
wide dissemination of texts reshaped the church
and the academy, extending a process of alphabet-
ization that had begun more than twenty-five
hundred years earlier.

A key aspect throughout this process of devel-
oping alphabets was the ability to represent
knowledge in both permanent and mobile forms.
As Bruno Latour (1988) argues, this made possi-



ble the development of both modern science and
the Western European imperialist movement. The
alphabet was a key element, facilitating typo-
graphic printing, which in turn allowed the easy
reproduction of texts.

The great flowering of Greek culture appeared
shortly after the adoption of alphabetic writing.
Later, the Roman culture blossomed following its
adoption of the alphabet from the Etruscans.
Then, the full realization of the alphabet is
observed through the printing press, which pre-
dates the Renaissance of these classic cultures. It
is thus easy to adopt the innovation-driven view
that the alphabet was necessary for, or even
caused, these great changes in history. In The Lit-
erate Mind (1998), Jens Brockmeier cautions peo-
ple about this kind of reasoning. He argues that
before an alphabet can have the powerful effects
attributed to it, there must be a literate mind ready
to accept it and make use of it. More generally,
that caution should lead people to be skeptical
about any simple, one-step model of social
change. Alphabets have certainly made a differ-
ence in the development of print culture, but it is
necessary to look carefully at the processes of
change to see the relations among literacy tools
(such as alphabets), literacy practices, social
organization, and literate modes of thought.

Alphabets Versus Other Writing Systems

It is impossible to ignore alphabets and their
influence on the development of Western civiliza-
tion. Alphabets can represent phonemes (i.e.,
units of speech that are distinguishable within a
language) and, thus, alphabetic texts typically
remain close to the familiar spoken language. This
can make it relatively easy to learn to read and
write. It also makes computing and printing eas-
ier. In contrast, nonalphabetic writing tends to
represent concepts independent of their represen-
tation in speech. While there are a small number
of phonemes in any language, there are thousands
of concepts and, correspondingly, thousands of
symbols. Thus, for example, in written Chinese
there are thousands of characters to learn and
remember. The huge number of symbols also
makes printing and computer use more difficult.

The differences between alphabetic and other
writing systems are important. On the other hand,
one should be cautious in attributing too much to
an alphabet. Consider, for example, its relation to
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A nineteenth-century chart illustrates written Chinese, which is an
example of a nonalphabetical writing system. (Historical Picture
Archive/Corbis)

literature. Many would argue that alphabetic writ-
ing made possible literacy for everyone and mass
distribution of texts through the printing press.
Yet, a country such as China has achieved a high
rate of literacy despite a writing system that few
people, perhaps no one, can fully master. In fact,
there are claims that the body of literature in Chi-
nese is greater than that in European languages.

It is also argued that an alphabetic system is
better because it is phonetic (i.e., the symbols can
represent spoken sounds). This makes is easy to
learn and easy to establish a connection between
spoken and written language. However, linking
the spoken and written language creates difficul-
ties in multilingual contexts. In Europe, for exam-
ple, there is no common written language in
which one could write the charter for a European
union. On the other hand, people throughout
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China, even though they speak very different lan-
guages, can all read Chinese writing. This is true
across other countries in Asia as well. In a time in
which people seek global understanding, nonpho-
netic writing systems can meet the needs of
diverse speakers and alphabets can seem obstacle.

Some people also argue that alphabets make
possible the permanent representation of meaning;
indeed, that is a key ingredient of a print culture.
However, because the alphabetic representation
corresponds to the spoken sounds, it must change
rapidly to accommodate inevitable changes in the
way in which people speak. Thus, it is difficult to
read some words that were written by William
Shakespeare and nearly impossible for most people
to read the original words written by Geoffrey
Chaucer. Using an ideographic language, which
makes no attempt to represent sounds, it would be
much easier to turn to the texts of long ago. A per-
son who is literate in Chinese can still read with
ease those texts that were written long before the
time of Shakespeare and Chaucer. The ability to
transcend phonemic changes must certainly con-
tribute to a sense of history and an understanding
of the origins of ideas.

Finally, the straightforward simplicity of alpha-
betic languages comes at another price. As
William Jenner (1992) points out, it may be easier
to express laws less ambiguously in an alphabetic
language, but the possibilities for poetry may be
inherently greater in a language that is less tied to
precise replication of spoken forms. Ideographic
and pictographic languages offer multiple read-
ings of both the sounds and visualizations of lan-
guage that are not possible with alphabets.

The Mythical Story of Alphabets

The student of alphabets and writing might be
forgiven for starting with what might be called the
Homeric myth of alphabets. It goes something like
the following. Someone in Ancient Greece
invented an alphabet. This made possible writing,
as it is known it in the West, and consequently, lit-
erature, history, philosophy, schools, laws, and the
other trappings of modern civilization. As a result,
there was one of the most dramatic shifts in all of
human history, from an oral to a print culture and
from illiteracy to literacy. The shift marks the
divide between history and prehistory.

Several specific (although not necessarily cor-
rect) ideas follow from this legend. First, because

alphabets developed long ago, their history is well
established and noncontroversial; scholars know
where and when the alphabets arose, and the
unknown events that led to the development of
alphabetic writing are lost forever in the desert
sands. Second, the move to alphabetic writing rep-
resents the straightforward adoption of a useful
new tool, and the origin of a print culture can be
seen clearly as a consequence of the shift to alpha-
betic writing. Third, alphabets are clearly superior
to other modes of writing. Fourth, alphabets and
their use are fixed elements in the modern move-
ments of technology and globalization.

As with any legend, there are elements of truth,
but a long and continuing thread of scholarship
has shown that the move to alphabetic writing, or
what might better be termed a process of alpha-
betization, is far more complex, dynamic, far-
reaching, and current than this discrete shift
model suggests.

Modern Alphabets

It is easy to think of the development of the
alphabet as a historical curiosity, one representing an
important event, but an event with little relevance to
modern concerns. That way of thinking would miss
seeing some fascinating events and issues.

First of all, the field of study of early writing
systems is undergoing changes that are typical of
a new or emerging field, rather than one wherein
the major questions have all already been
answered. As mentioned above, one of the most
significant events in this area of inquiry was the
finding of the first sample of alphabetic writing,
which was reported in the mass media only at the
end of 1999. As with similar discoveries, it has
raised more questions than answers. What did
that first writer say? Was he or she really the first?
How was that alphabet invented? How did the
ideas get back to the Levant and later to Greece
and Rome?

To investigate questions such as these, centers
have been established, such as the West Semitic
Research Project at the University of Southern
California. This project uses large-format cameras
or high-resolution digital imaging to photograph
objects and manuscripts. Various kinds of film,
including those that record only infrared light, are
employed as well. These new technologies trans-
form the kinds of questions that scholars are able
to ask about ancient texts and artifacts.



Moreover, the actual processes of developing
writing systems are continuing throughout the
world. The well-known emoticons used in e-mail
messages, such as the smiley face made up of a
colon and a right parenthesis, are examples of
people’s continuing need to find better symbols
for expression through writing. In some countries,
this process is not so benign.

Toby Lester (1997) describes the situation in
Azerbaijan. In 1991, the government had decreed
that all Azerbaijan writing was to be in Latin let-
ters instead of the Cyrillic alphabet, which had
also been used for Russian. These changes are far
more significant than, for example, the conversion
to the metric system in the United States would
have been. Changing alphabets in Azerbaijan is a
traumatic process, but it happened before when
they changed from Arabic to Latin in the 1920s,
and then from Latin to Cyrillic in the 1930s.

Azerbaijan is not unique in this regard.
Throughout the world, alphabets are a subject of
politics, not just linguistics. They are also a way
to express culture and social relations. Consider
the ASCII system, which defines how computers
encode characters. Few people may be aware of
the fact that the system works perfectly well for
the Latin alphabet but that it does not work at all
for most of the languages in the world and that it
requires more complicated coding for even the
major European languages, such Spanish with its
tilde, French with the cedilla, or German with
the umlaut.

These issues are being played out in the World
Wide Web. Major efforts have been devoted to
building systems that can accommodate all writing
systems, including even the nonalphabetic systems,
but in practice, the user is still much better off if he
or she can use the Latin alphabet. Will technologies
be developed to permit communication across writ-
ing systems? Will the diversity in writing systems
be preserved? Or, will participation in a global sys-
tem lead to the dominance of a single alphabet?
Will that alphabet itself change to meet new tech-
nological and political imperatives? These are ques-
tions that call for continued attention to the nature
of the symbols that are used for writing.

See also: ANIMAL COMMUNICATION; GUTENBERG,
JOHANNES; INTERNET AND THE WORLD WIDE
WEB; LANGUAGE ACQUISITION; LANGUAGE AND
COMMUNICATION; NONVERBAL COMMUNICATION;
PRINTING, HISTORY AND METHODS OF; SYMBOLS.
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BERTRAM C. BRUCE

|I¥ ANIMAL COMMUNICATION

While it is customary to think of humans as being
unique among life forms, humans have a number
of basic characteristics in common with other ani-
mals. Similar to other animals, humans are “open
systems.” Open systems are entities that are able
to function and survive through ongoing
exchanges with their environment. James G.
Miller (1965) was one of the first scholars to
observe that there are two general ways in which
these systems interact with their environment.
One involves a give-and-take of matter, and the
other involves a give-and-take of information. The
first process consists of an intake of food and oxy-
gen, the processing of these materials for energy,
and finally an outflow of wastes and carbon diox-
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ide. The second activity involves attending to and
acting on information. This second process can be
termed “communication.”

Viewed in this way, communication is one of
the two basic processes of all living—human and
animal—systems. Communication is the critical
life process through which animals and humans
create, acquire, transform, and use information—
in the form of messages to carry out the activities
of their lives.

Forms of Animal Communication

Messages take a variety of forms—visual, tac-
tile, olfactory, gustatory, and auditory. Visual mes-
sages are particularly important to humans, but
they also play a necessary role in the lives of many
other animals. Examples of visual messages that
are useful in human communication include
printed words or illustrations, a smile, a hand-
shake, a tear, a new blue suit, or a stop sign. Move-
ments, gestures, and colors have similar
importance for animals. The color of birds and
butterflies, the rhythmic light of fireflies, and the
movement of head, ears, or tail by primates all
serve as valuable sources of information. Types of
visual messages include facial displays, movement
of the body, spacing and position, dress, and other
forms of adornment.

Tactile messages involve touch, bumping,
vibration, and other types of physical contact. For
humans, tactile messages are important from the
time of conception to the end of life. This form of
communication is at least as important for many
other animals, for whom tactile messages play a
role in biological as well as social development.
Tactile communication is vital for many animal
species in parent-young relations, courtship and
intimate relations, social greetings and social
interaction, and defense and aggression. Types of
tactile messages include touch, vibration,
stroking, rubbing, pressure, pain, and tempera-
ture-related information.

Olfactory and gustatory messages are chemical
messages conveyed by smells and tastes. The tech-
nical term for these chemical messages is
“pheromones.” Pheromones are transported by
water or air. Humans, of course, receive these
messages by means of receptors that are sensitive
to food and water-borne substances ingested by
mouth and to air-borne scents that enter the nose.
Insects receive these messages through sensors in

their antennae, fish receive them through odor-
sensitive cells on the body or in the nose, and ver-
tebrates receive them through the nose.

Auditory messages take the form of sounds
produced by speaking, whistling, drumming, or
striking a part of the body against an object, the
ground, or another portion of the body. Auditory
messages can also be created as an extension of
human activity, such as the squealing of brakes on
a car or the firing of a gun.

In addition to speech by humans and vocaliza-
tions by birds, primates, dogs, and various other
animals, other auditory messages play an impor-
tant role in human and animal communication. In
the case of humans, auditory signals, such as
alarms, are used to alert and to warn, and more
complex auditory forms of communication, such
as music, are also important.

As with other forms of communication, audi-
tory messages become significant to animal and
human systems when they are detected by recep-
tors and then processed by the brain. In the case
of lower-order living systems, the response is gen-
erally either one of approach or avoidance; that is,
animals may respond to auditory messages either
by approaching the source of a message or dis-
tancing themselves from it.

Some messages that are of importance to ani-
mal and human systems are created intentionally
by utterances, written messages, or gestures. Oth-
ers are not. For a human’s tear and an animal’s
color are examples of messages that are not sent
intentionally. Regardless of whether messages are
sent intentionally or unintentionally, they can be
of equal communicative significance to those who
attend to them.

Functions of Animal Communication

Visual, tactile, olfactory, gustatory, and audi-
tory messages serve a variety of essential commu-
nication functions for animal and human systems.
Some particularly significant categories of these
functions include courtship and mating, repro-
duction, parent-offspring socialization, naviga-
tion, self-defense, and territoriality.

Courtship and Mating

Differences between courtship and mating
practices are substantial across different animal
groups. Nonetheless, communication plays a basic
role for all species. Some aspects are straightfor-



ward. For example, an essential part of courtship
and mating involves the identification of an
appropriate mate. Depending on the species, this
identification process requires the processing of
visual, tactile, olfactory, gustatory, and/or auditory
messages. Courtship and mating also involve
attracting potential mates, and sometimes persua-
sion and negotiation, each of which is a commu-
nication process.

The specifics of how these communication
processes take place vary widely. For example,
grasshoppers and crickets use song, moths use
pheromones, and fireflies use the visual messages
created by their flashing light.

Reproduction

The biological aspects necessary for reproduc-
tion can also be understood as a communication
process—actually life’s most fundamental such
process. The reproductive process begins at the
moment of conception with the joining of a sperm
cell and an egg cell. These cells contain all the
information needed for the creation of a new liv-
ing being that bears a remarkable resemblance to
its parents. Thus, through the union of these cells,
and the development that unfolds thereafter,
genetic communication assures the creation of
new offspring and, in a broader sense, the conti-
nuity of the species.

Parent-Offspring Relations

Many offspring are quite dependent on adults
for survival. For example, the survival of social
insects, birds, and mammals depends on interac-
tion with their parents. This interaction may take
the form of food providing and physical guidance
from one point to another. For many more com-
plex social animals, extended contact between the
offspring and adults is critical. In his classical
studies, Konrad Lorenz demonstrated how birds
and some other animals learn, or imprint, their
identity through communication:

One of the most striking as well as patheti-
cally comical instances . . . concerned an
albino peacock in an Australian zoo, the
lone survivor of a brood that had suc-
cumbed to a spell of bad weather. The
peafowl was placed in the only warm room
available. . . . Although the peacock flour-
ished in these surroundings, the peculiar
effect of its reptilian roommates on the bird
became apparent not long after it had
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A male frigate bird inflates its red throat in order to attract females
during the courtship process. (Wolfgang Kaehler/Corbis)

attained sexual maturity and grown its first
train: Beginning then and forever after, the
peacock displayed his magnificent plumes
in the famous “wheel” position only to
giant tortoises, eagerly if vainly courting
these reptiles while ignoring even the most
handsome peahens with which the zoo
supplied him [Simon, 1977, p. 23].

This observation illustrates the fact that com-
munication, in addition to providing support
and instruction necessary for survival, can, in
some cases, even provide the basic identity of
the offspring.

Navigation

The term “navigation” refers to an animal’s
goal-directed movement through space. Whether
the intention is to locate food, avoid an enemy, fol-
low a colleague, or arrive at a particular destina-
tion, the activity involves the processing of
messages of one form or another. Again, the ways
in which these processes take place varies greatly
from one species to another. Humans make exten-
sive use of visual messages. Ants find their way by
following an odor trail put in place by other ants.

Some animals navigate using echolocation,
whereby they send out auditory signals and then
guide themselves by processing information that
comes from the echoes that are created as the signals
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A leopard stretches and scratches a small tree to sharpen its long claws
and to mark its territory on the Maasai Mara plains of Kenya.
(Barbra Leigh/Corbis)

bounce off nearby objects. Among bats, these
communication skills are so finely tuned that a bat
can pass between two black silk threads placed
less than a foot apart without colliding with the
threads. Dolphins also use echolocation for navi-
gation; they transmit clicking messages through
their forehead and receive and “interpret” return-
ing messages through their jaw and throat.

A most amazing navigational communication
process is that used by social bees. Researcher Karl
von Frisch (1971) found that when a worker bee
identifies a desirable food source, it announces the
discovery to other bees in the hive by performing
a kind of dance. The distance to the food is con-
veyed by a rhythmic tail wagging, and the direc-
tion of the food is indicated by the path traveled
by the bee as it performs its dance routine. If the
dance points upward, the food lies in the direction
of the sun. If the dance runs 90 degrees to the left
of the sun, the food is 90 degrees to the left of the
sun, and so on.

Self-Defense

The way in which animals defend themselves
also frequently involves communication. For
example, when an animal detects the presence of
a predator, it reacts by mobilizing itself to flee the
situation. Communication is basic to this detec-
tion-mobilizing-flight activity. Moreover, the
departure of the animal may well become a mes-
sage to other animals nearby—and to the preda-
tor—who may all respond based on the messages
that they detect and process.

The communication dynamics associated with
self-defense among humans are quite complex.
Humans react to the sense that they are physically
threatened, but they also react when they believe
they are symbolically or psychologically threat-
ened. The detecting-mobilizing-reacting process
that occurs in response to events such as criticism,
a failing grade, or rejection by a friend or romantic
interest involves communication. These communi-
cation dynamics can then trigger communication
responses in others who witness the initial detect-
ing-mobilizing-reacting process.

Territoriality

Communication can also play a role in estab-
lishing and maintaining home territories. Many
animals—humans among them—become attracted
to particular places and spaces where they were
born, spent their early years, or mated. This attach-
ment also leads to a desire to mark, maintain, and
sometimes even defend the territory against intrud-
ers. Communication is a process through which
territories are marked, and it is also the means by
which animals detect and respond to invasions.

Birds provide one of the best examples of the
importance of territoriality and the way in which
territories are defined, maintained, and defended.
Some birds take possession of an area, a hedge, or
a portion of a meadow. Once this has occurred,
male birds go to great efforts of using songs to
keep out other males. Some birds actually create
songs with two distinct forms. They use one song
to maintain communication with their partners,
and they use another version to define and display
their territory. Obviously, humans also go to great
efforts to define and defend their territories—
homes, neighborhoods, communities, or coun-
tries against “outsiders.”

Some animals, humans among them, establish
temporary or transitory territories. Examples are



provided by fish and birds that travel or rest in
groups. Temporary personal space is also a major
issue for humans. Individuals, for example, claim
temporary space at the beach by using towels and
other miscellaneous items as messages to others
that the space is already taken. Newspapers or a
folded coat on an empty seat on a bus or in the
movie theater similarly serve as messages about
spaces being claimed. Perhaps most sacred is the
“bubble” of personal space that exists around
individuals. When this space is violated by some-
one who is standing or sitting “too close” to an
individual, it results in discomfort and, generally,
a physical response in which the individual moves
away in a direction that reclaims the amount of
space to which he or she feels entitled.

Summary

Communication plays a major role in the most
fundamental life processes of animals. This per-
spective provides a reminder that communication
is one of the two means through which all animals
adapt to and survive in their environment. Com-
munication takes many forms and serves a variety
of functions, but amid all this diversity, there is
still a good deal of commonality in terms of the
basic communication dynamics and the functions
they serve for living systems.

The study of animal communication, beyond
being of interest in its own right, helps to further
an understanding of human behavior and the role
communication plays in human affairs more gen-
erally. It provides a source of reflection on human
behavior and activities, and it provides a reminder
that humans share a great deal in common with
other animals. At the same time, these studies
serve to highlight the complexity and special
character of human communication, which
involves the use of symbols. Symbols are messages
that stand for things other than themselves, and
their use is fundamental to human communica-
tion and human life.

Words are symbols, as are flags, dates on the
calendar, dollar bills, and stop lights. Each mes-
sage serves as a signal for a set of meanings that
have been created, taught, and maintained
through communication. To illustrate, a flag of a
country has no inherent, natural meaning. It is
simply a piece of colored cloth. However, through
time and use, flags become symbols that are capa-
ble of conveying many rich meanings. Using sym-
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bols in communication allows humans to have
much more flexibility than other animals, whose
communication essentially involves signals with
far more limited ranges of meaning. At the same
time, human symbolic communication is far more
complex than animal communication and carries
with it possibilities for misunderstanding, error,
and misinterpretation.

See also: NONVERBAL COMMUNICATION; SYMBOLS.
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BrENT D. RUBEN

IEf ANTIVIOLENCE INTERVENTIONS

Concern over the harmful effects of televised vio-
lence on children has prompted the development of
antiviolence interventions to prevent these negative
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outcomes. These interventions have taken many
different forms, from formal television literacy cur-
ricula implemented by schools to smaller-scale
research efforts designed by individual researchers.

Television literacy curricula were first devel-
oped in the late 1960s and early 1970s to provide
systematic instruction in how to watch television.
Since then, many different organizations and indi-
viduals have developed television literacy materi-
als, including the major television networks and
organizations funded by the U.S. Office of Educa-
tion. Television literacy programs have been used
with children as early as kindergarten and as late
as high school. They have been implemented in
many different locations around the globe, includ-
ing the United States, Sweden, South Africa, Great
Britain, France, Canada, and Australia.

Advocates of television literacy curricula argue
that, just as children need schooling to learn how
to read, children must be taught how to watch tel-
evision so they can become literate television view-
ers. According to this perspective, children who
lack television literacy are at a greater risk of mis-
understanding television and experiencing nega-
tive effects from exposure to it. As a result, they
require intensive instruction in television literacy.

To prevent negative effects (including the imi-
tation of televised violence) from occurring, tele-
vision literacy curricula involve teaching children
a number of skills and lessons regarding televi-
sion. For example, children are often taught about
the technical and economic aspects of producing
television programs, the purpose of televised com-
mercials, and the difference between the fantasy
world of television and the real world. Some cur-
ricula may also include units that address certain
types of televised portrayals, such as those featur-
ing stereotypes and violence.

Often, the effectiveness of television literacy
curricula is not empirically tested. As a result, it is
difficult to determine how well the various pro-
grams work in protecting children from the nega-
tive effects of television. However, as Dorothy G.
Singer and Jerome L. Singer (1998) noted, the
empirical assessments that have been made indi-
cate that television literacy curricula do help in
successfully teaching children about television.
For example, children who have participated in
these kinds of programs can identify special
effects, more easily distinguish between reality
and the fantasy world of television, know more

about advertising, and understand more televi-
sion-specific vocabulary (e.g., “sponsor,” “anima-
tion”) than other children. It is often assumed that
children who have developed these kinds of criti-
cal viewing skills will be less vulnerable to experi-
encing negative effects from viewing harmful
media content, such as violence.

Unfortunately, many of the television literacy
programs do not assess whether participating
children are less affected by the violent television
they view. However, there is some limited evi-
dence that children who receive in-school lessons
about television violence are less likely to be
affected by this content than other children. For
example, Marcel W. Vooijs and Tom H. A. van der
Voort (1993) found in their study that children
who are taught about the seriousness of violence
became more critical viewers of televised vio-
lence. Likewise, L. Rowell Huesmann and his col-
leagues (1983) found in their study that children
who participate in television literacy programs
that highlight the undesirability of watching and
imitating violent acts shown on television have
more negative attitudes toward television violence
and are less aggressive than other youngsters. It
could be, then, that curricula aimed at decreasing
the negative effects of televised violence need to
encourage teaching children explicitly about this
content rather than simply providing instruction
about television in general.

Other efforts to intervene in the media vio-
lence-aggression relationship among children
have taken different forms. For example, some
efforts target parents rather than children and
involve workshops, brochures, and videos. These
materials often seek both to educate parents about
the potential negative effects of television and to
teach parents strategies for promoting critical
viewing skills among their children. The assump-
tion is that by educating parents about the harm-
ful effects of television and teaching them skills
for mitigating these effects, parents will “mediate”
their children’s television viewing. Unfortunately,
as Singer and her colleagues (1980) noted, many
parents are not interested in this kind of instruc-
tion, perhaps because they perceive television to
be a problem for other children, not their own.

Although relatively few of the major efforts at
teaching television literacy have included specific
instruction about television violence, smaller-scale
interventions designed to combat the effects of this



particular content have been developed. These
interventions are typically implemented by indi-
vidual researchers who have designed very brief
messages that they believe will counteract the neg-
ative effects of violent television on children. Dur-
ing the experiment, one group of children usually
watches a clip from a violent television program
with an experimenter who makes negative com-
ments during the program, and another group usu-
ally watches the clip with an experimenter who
either does not make any comments or makes very
neutral comments. In both cases, after the program
has been shown, the aggression levels of all of the
children are assessed. It is expected that children
who hear the negative comments during viewing
will be less aggressive after exposure than will be
children who do not hear negative comments. The
assumption of this research appears to be that chil-
dren need an adult to condemn the glamorous
depiction of violence on television so that they will
not experience negative effects from viewing this
content. It should be noted that many of these
experiments are conducted with the goal of devel-
oping strategies that parents could use when they
watch violent television with their children. As a
result, this research is very relevant to the work
conducted on parental mediation.

Although there have only been a handful of
studies that evaluate the effectiveness of these
smaller-scale interventions, the research that has
been conducted has yielded promising results. For
example, David J. Hicks (1968) found in his exper-
iment that children who hear an experimenter
make negative comments about the television vio-
lence they are watching (e.g., “He shouldnt do
that,” “That’s wrong,” and so on) have less-aggres-
sive attitudes and display less-aggressive behavior
than do other children. Further, Amy I. Nathanson
and Joanne Cantor (2000) found from their exper-
iment that asking children to empathize with the
victims of televised violence is also successful in
reducing the likelihood that children will experi-
ence negative effects from watching television vio-
lence. It seems, then, that children can benefit
from hearing very simple, straightforward mes-
sages regarding television violence.

Overall, research on antiviolence interventions
suggests that children can learn to resist the nega-
tive messages they receive from violent television.
Although the effectiveness of many of the formal
television literacy programs is unknown, the
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available research indicates that instruction—
whether it occurs as part of a formal curriculum or
whether it occurs only as children view televised
violence—should highlight the undesirability of
the behavior that is being depicted. When faced
with the often glamorous depictions of television
violence, children may need adults to help them
critically view this material and process it in a way
that reduces the harmful effects.

See also: CHILDREN’S COMPREHENSION OF TELEVI-
SION; PARENTAL MEDIATION OF MEDIA EFFECTS;
VIOLENCE IN THE MEDIA, ATTRACTION TO; VIO-
LENCE IN THE MEDIA, HISTORY OF RESEARCH ON.
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AMY . NATHANSON

IIf APPREHENSION AND
COMMUNICATION

Communication apprehension (CA) is the fear or
anxiety associated with either real or anticipated
communication with another person or persons.
Although some people desire to communicate
with others and see the importance of doing so,
they may be impeded by their fear or anxiety. Peo-
ple who do not have appropriate communication
skills or whose communication is ethnically or
culturally divergent may also develop communi-
cation apprehension. Most people who are com-
munication apprehensive, however, are neither
skill deficient nor different from others in the gen-
eral culture. Typically, they are normal people who
are simply afraid to communicate. Becaus