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CHAPTER 3

- History of the Scientific
Study of Media Effects

Tantalized fascination surrounds all efforts to study the effects of mass media.
—Paul E Lazarsfeld, 1949

If one were to judge from the preceding chapter, effects from media commu-
nications would appear to be rather powerful. The reason for this is obvious:
History is biased toward recording instances when mediated communications
seem to provoke action. Major reactions that can be traced to mediated com-
munication are much easier to locate. Except for the existence of a very detailed
personal diary or some other trustw orthy personal account, instances of lim-

r"iged media effects are difficult for the historian to identify.!

‘ 1 |Several late 19th-century studies in psychology and sociology involved

Lr&eamh on mass media and presaged the theoretical bases for more sophisti-
“cated and numerous studies in the decades to follow, but media effects research
emerged categorically in the 20th century. In the past half century, graduate
programs in mass communication have sprung to life at major research uni-
\:ﬁ'ﬁﬁm—ghout the country, and the study of media effects has qmckly s
in a2 number of distinct r&search branch& such as persuasnon, ‘media violence,
sexually explicit material, fright Teactions, agenda setting, new media tech-
nologies, uses and gratifications, cultivation ms&m:h and other areas.

Several communication scholars have acknowledged chinks in the armor
of the established history and have offered excellent revisionary works, but
their accounts either have focused more upon the history of communication
studies than on media effects research and thought per se (Dennis & Wartella,
1996; Rogers, 1994) or they have concentrated on the history of communication
theories (Heath & Bryant, 2000). E. Katz (1980, 1983) examined the media effects

research tradition from a conceptual standpoint, offered an interesting analy-

sis of media effects research issues, and suggested significant points of con-
nection among the various theories of media effects. In our reexamination of

the standard history of media effects research for this chapter, we employed
historical research methods rather than conceptual analysis alone to note sev--
eral key points of contention and identify important issues that should be

addressed in the future.
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Thus begins the #established” history of media effects study in the United

in countless lectures, arti-

States. This standard history has been told and retold
cles, and chapters. J. W. Carey (1996) eloquent summary of the

established history; which we quote from time to time to enrich this discussion
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These descriptions gavé/@;ﬂizng drugs pushed thrmfg}?sh like dangerous bul-
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The standard histor 4 ermic-needle” theory of




focused on the phenomenal changes in society from the late 19th to early 20th 37

century and the resulting influences on the masses. H. Blumer (1951), noting, the CHAPTER 3
importance of mass behavior, wrote that due to urbanization and industrializa- History of the
tion of the early 20th century, | Scientific Study

, l of Media Effects
mass behawour has emerged in increasing magnitude and importance. This is
due primarily to the operation of factors which have detached people from
thelr local culturesand local group settings. Migrations, changes of residence,
newspapers, motion pictures, the radio, education—all have operated to
detach individuals from customary moorings and thrust them into a wider
world. In the face of this world, individuals have had to make adjustments on
the basis of largely unaided selections. The convergence of their selection has
made the mass a potent influence. At times its behaviour comes to approximate
that of a crowd, especially under conditions of excitement. At such times it is
likely to be influenced by excited appeals as these appear in the press or over
the radio—appeals that play upon primitive impulses, antipathies and tradi-
tional hatreds.? (pp. 187-188) SR

A number of early books were written with an underlying acceptance of the
bullet or hypodermic-needle theories;? that is, the immense power of mass com-
munication messages on their audiences. These included, to name a few, Wal-
ter Lippmann'’s Public Opinion (1922), Harold Lasswell’s Propaganda Technique in
the World War (1927), and G. G. Bruntz'’s Allied Propaganda and the Collapse of the
German Empire in 1918 (1938). Also, the standard history relates that the bullet
theory served as the basis for a series of studies sponsored by the Payne Fund
in the 1920s. These studies sought to determine the influence of the motion pic-
ture on children and found that

as an instrument of education it has unusual power to impart information, to
influence specific attitudes toward objects of social value, to affect emotions
either in gross or in microscopic proportions, to affect health in a minor degree
through sleep disturbance, and to affect profoundly the patterns of conduct of
children. (Charters, 1950, p- 406)

One media historian called journalist Walter Lippmann’s Public Opinion
“the originating book in the modern history of communication research”*
(Carey, 1996, p. 28). Another prominent media scholar viewed it as a founding
work for agenda-setting research (Rogers, 1994). In this classic work, Lippmann
called upon his experiences with propaganda during World War 1. The book
became “a key intellectual influence in creating public apprehension about the
role of propaganda in a democratic society” (Rogers, 1994, p. 236). Lippmann
emphasized the role of the news media in influencing the perceptions of audi-
ences about issues of importance.

The standard history states that the hypodermic-needle theory remained
dominant until after the Depression, when empirical studies began to indicate
that effects from mass media were not as powerful as originally thought. Rather
than a society of fragmented individuals receiving all-powerful messages from
mass media, the view shifted to one of a society of individuals who interacted
within groups and thus limited the effects of media messages. Studies by Paul
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% Je 2 /’ , ¢ BULLET THEORY MODEL ' History of the
t & Scientific Study

1927 Lasswell’s I?ropagmrda Technique in the World War (Lasswell, 1928). Based upon his o Malls S
doct.oral dassertation, this qualitative work analyzed the content of propaganda
messages of World War [, identifying various propaganda techniques.

1937 \Institute for Propaganda Analysis. This research institute was formed in response to
public fear regarding the persuasive power of propaganda via mass media. Many
worried that an evil tyrant like Hitler could gain power in the United States by
flooding mass communication media with propaganda messages. Studies were
conducted in an effort to understand the effects of propaganda. y )

- ) - / ".- y ? f ' .
& LIMITED EFFECTS MODEL ' i
8~ ]
1942- Carl Hovland’s research with the U.S. Army. Hovland and his associates conducted
1945 persuasion research for the Research Branch of the U.S. Army’s Information and

Education division. Hovland’s controlled experiments measured attitude changes
among soldiers who viewed training or motivational films. They found that the films

did not increase soldiers’ motivations.

1947 Mr. Biggott study. This study by Cooper and Jahoda (1947) examined the effects of
cartoons that poked fun at prejudice. Rather than changing any attitudes, the
cartoons only strengthened or confirmed preexisting attitudes, whether prejudiced
or unprejudiced.

The People’s Choice. Lazarsfeld, Berelson, and Gaudet (1948) studied voting decisions

-~ among voters in Erie County, Ohio, during the 1940 election campaign of Franklin D.
Roosevelt and Wendell Wilkie. They found that interpersonal contacts were more
powerful than mass media in influencing voting decisions. Mass media messages
reached influential citizens called “opinion leaders,” who in turn passed along
information to others. This process was labeled the “two-step flow” of communication.

Voting. Berelson, Lazarsfeld, and McPhee (1954) conducted panel surveys among voters
in Elmira, New York, during the 1948 campaign that pitted Harry Truman against
Thomas E. Dewey. The studies found that mass media influence played a small part
in affecting voting decisions. Personal influence (interpersonal communication) was
found to be the most important factor determining a person’s voting decision.

Klapper’s Effects of Mass Communication. This classic work surveyed several hundred
media effects studies and concluded that the effects of mass communication were

19438

© 1954

1960

limited.

 MODERATE 'EFFECTS MODEL }

McLuhan’s Understanding Media. Canadian Marshall McLuhan (1964) offered a new
view toward mass media communications. He believed that media effects did not
result from media content, but from the form of the medium itself. In other words, the
effects occurred at a very base level, altering patterns of perception and thought.

and Olien. These researchers posited the “knowledge gap

es that “as the infusion of mass media information into a social

¥ system increases, segments of the population with higher socioeconomic status tend

to acquire this information at a faster rate than the lower status segments, s that the
gap in knowledge between these segments tends to increase rather than decrease”

(Tichenor, Donohue, & Olien, 1970, pp- 159-160).

1964

1970 Tichenor, Donohue,
hypothesis,” which stat

y Y-

(continued)
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" Violence, from the standpoint of the u
poditical motives of
the results (eg. the networks politiGars, the con-
cerned public). In the 1950 public pressure to know
maore about the effects of tedevision grew particularly
intense after it became apparent that the new
medium was becoming an essential part of U S soc-
ety and culture. Through the yvears. elected officials
have responded with mapr inquines whenever
public concern about the ill effects of television vio-
lence was on the rise. A number of groups have par-
bcular stakes in the results of research on media
violence: politicians, the general public, industry
executives, reformers, and media effects researchers

aleo
history of media ot

rnderiving

Vanous groups with a stake in

WWMMW-&WMMWMW
=y legreiative aoton p W

Brideg o e proe relatenabite il  gpeaessiy
baand seweanch \mwmmm

dustry altermately supported and opposed the rewsch
certain aspects and allowing others to withee (pp. 2030

The mas communication research community
found the vehicle necessary for it to hegin to obtain iden-
Nty and uitimately 1o achieve legitimacy i the academy
The struggles therein for supremacy among competing
social sciences carried over o the offort 1o interpret the
new medium. A liberal. optimistic. and newly mtooled
Amencan social paychology proved to be a highly attree
tve competitor for research funds and public recogni

“ tion. (p. 29
For their part the politicians may be depicted as having
found in the effects research efforts the vehicle necessary

Sowrce: W D Rowlandd (Y980, The palitics of TV wiolene
t"’”“‘m t0 project an image of concerned inquiry, while

Beverly Hills Sage. pp. 27, 200

Without standard lines of demarcation, media effects researchers have
often made qualitative judgment calls about the power of effects. Based upon
these qualitative verdicts, what emerges is a history of research that states con-
clusively that, yes, various kinds of mass media effects do occur, but the levels
of influence have been assumed to vary from limited to rather powerful; fur-
thermore, researchers have recognized this—mostly they have argued this—
from the beginning.

The intense debate about the power or limits of media effects still rages to

this day, but knowledge in the field continues to advance. For example, as is
delineated in subsequent chapters, we have discovered that media effects may
be cognitive (affecting thoughts or learning), behavioral (affecting behavior), or
affective (affecting attitudes and emotions). Effects may be either direct or indi-
rect, and they may be short term, long term, or delayed. They may be self-
contained or cumulative. We have learned much about individual differences,
psychological factors, environmental factors, and social‘gmup characteristics
that cause audience members to perceive and react to media messages in specific
ways. Still, much remains to be discovered, and in the final part of this section
we will take a look at some of the interesting landscapes waiting to be painted

by media effects researchers in the 21st century.
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this reason alone we greatly condenge our discussion of them, We concentrate

more on the final two schglars who have not recel ved much recognition in either =~ “r,m;
the standard_ or’o.ther revmcfd versions of communications history, even though History
they made significant contributions to the media effects tradition, belentific

of Medla |

| VCarl Hovland @
/)

\ \
Carl Hovland studied the effects of training films on the attitudes of American
soldiers during World War I] (Hovland, Lumsdaine, & Sheffield, 1965), and later
directed experimental research that explored media effects on attitude change
The tight design of the experiments conducted by Hovland became the model
for much future research in media effects. Wilbur Schramm, a principle “mover
and shaker” of mass communication research in the United States, said that Carl
Hovland’s body of research from 1945 to 1961 constituted “the largest single

contribution . . . to this field any man has made” (Schramm, 1997, p. 104/},/—':'_;/
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| 5 Paul Lazarsfeld

Paul F. Lazarsfeld earned a PhD in mathematics, but his diverse research inter-
ests included social psychology, sociology, and mass communication, Lazars-
feld and his research institute at Columbia University pioneered research in the
effects of radio and introduced the notion that interpersonal communication
was an important mediating factor in certain mass media effects. In the 1940s
Lazarsfeld and his colleagues examined the influences of mass media on pub-
lic opinion during a presidential campaign. They found that most people were
influenced primarily through interpersonal contacts rather than by what they
read in newspapers and magazines or heard on the radio, although those media
were found to have some influence in and of themselves.” Particular individu-
als whom the researchers calléd “opinion leaders” who were often rather
heavy users of mass media, were found to pass along information to others in
the community who looked to them for guidance, This finding led to estab-
lishment of a two-step flow model of mass communication, in which media
effects were perceived as being modified by interpersonal communication

-

about those media messages. Sub§e%ue 1t research expanded the two-step flow
model into one of multistep flow’ F ¥,

Later studies concluded that the influence of opinion leaders was not always
“downward,” as in the interpretation of news events for a less informed audi-
ence. Opinion leaders were found to communicate “upward” to the media
gatekeepers (i.e., newspaper editors and radio programmers) as well as share
information “sideways” with other opinion leaders. Further studies of inter-
personal communication showed that an individual’s personal identification
with an organization, religion, or other social group has a strong influence on
the type of media content selected . . . Group norms apparently provide a type
of “social reality” check built on similar and shared beliefs, attitudes, opinions,
and concerns that tend to form barriers against mediated messages contrary to
the group’s point of view. Likewise, mediated messages in agreement with the
group or provided by the group are usually attended to and utilized to rein-

force the status quo. (Heath & Bryant, 2000, pp. 349-350)
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! Later, Festinger advanced his famous theory of cognitive dissonance, which

proposes that whenever an individual’s attitudes and actions are in conflict, the Chias
person will adjust cognitions in an attempt to resolve the conflict.’ S(!_iisrf}ry
tenlific
' of Media

\@nuel Stouffer | f

(“Paul Lazarsfeld dedicated to Stouffer his report of the Columbia University vot-
ing studies, “which profited from his skillful procedures of survey analysis®
(1962, p. xxxi). He also cited Stouffer’s influence on Carl Hovland’s studies on
attitudes and communications conducted at Yale University after World War II.
Stouffer pioneered the use of empirial research, especially survey research, for
social enquiries, and the use of precise statistical methods. He directed research
for the Division of Information and Education of the United States Army dur-
ing -World War II.

After the war, Stouffer conducted several studies of communications
media, but these studies deal more with the effectiveness of media and often
are not labeled as effects studies.!® His importance to the history of media
effects research lies in his empirical expertise, his influence on early communi-
cation researchers such as Hovland and Lazarsfeld, and his insistence that com-
munication research adhere to strict empirical standards. In a 1942 chapter
called “A Sociologist Takes a Look at Communications Research,” Stouffer
applauded the careful methods of the investigation by R. C. Peterson and L. L.

Thurstone (1933), one of the famqus Payne Fund Studies that examined the
effects of movies on chﬂdren.@ :

A classic example of a complete experimental study in communications research
was Thurstone and Peterson’s study of the effects of specific motion pictures
on social attitudes . . . Subsequently there have been several other studies more
or less similar to Thurstone’s and Peterson’s, but it is surprising that there have
not been more . . . This experiment demonstrated that a single movie has meas-
urable and relatively lasting effects on children—but did anybody doubt that?
Why spend a lot of money and time to demonstrate the obvious? There are two
answers to this. In the first place, Thurstone showed that the direction of the
effect (whether toward or against a given set of values) was not always pre-
dictable on a common-sense basis. A film glorifying a gambler had the unpre-
dicted effect of making children feel more than ever that gambling was an evil.

In the second place, Thurstone and Peterson were able to prove that effects of
single films lasted over a long period of time and also that certain combinations ¢
of films had mutually reinforcing effects. It is true that they left hundreds of
interesting questions unanswered. What types of children were affected most?
What types of scenes within a given picture had the most effect? Were there dif-
ferences in the kind of effect which would require a multidimensional rather
than unidimensional attitude continuum for description? Such questions call
for further research, and the Thurstone-Peterson method shows a way of
answering them. (pp. 138-141)

Stouffer emphasized the importance of controlling for variables such as edu-
cational status, age, or other differences among audiences that could account for
differences between the groups tested—variables that might mediate media
effects. When the researcher does not control for confounding variables, he
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[tis a difficult matter to design

tive effect of, say, @ year’s exposure to

Douglas Waples
ate Library School at the Univer-

Douglas Waples was a professor in the Gradu :
sity of Chicago. His significance to modern media effects research has beep
ignored by the standard history, but in fact it may be rather substantial. In 1940,
at the same time that Lazarsfeld was conductin
versity, Waples, Bernard Berelson, and E R.
the effects of print media, What Reading Does to
about print media effe
wn that reading can change attitudes. They
: der traits and certain content elements will
modify the effect of the reading. For example, the effects are modified by dif-
ferences in what the readers already know about the subject. The less the reader
knows about the complexities of and objections to issues discussed in the t
the greater the change in attitude will be. (pp. 108-109) e
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“who says what” statement appears in that text. As for the Waples quote, e
whether he was quoting Lasswell, himself, or someone else is unclear; neither Criarren 3
‘scholar provided a citation for the words, either in 1942 or 1948, I istory of the

The identity of the speaker is less important than the substance of the Scientific Study
Waples’ quote; namely, the inclusion of the “under what conditions” phrase. of Madls Efynite
This phrase, absent from any of the published Lasswell versions, adds a
sophistication to the process that is essential to the sorting out of media effects
at their various levels. Waples wrote the following after the quote:

Reliable answers to this complex question at regular time intervals would
grfaatiy claﬁfy the process of social change via communications and would sim-
plify predictions of impending changes. (1942, p. 907)

INTEREST IN MEDIA EFFECTS CONTINUES

The number of scholars drawn to communication inquiry continued to increase
throughout the 1940s and 1950s. The innovative studies and the innovators had
much influence on the “founder” of the disciplinary approach to mass com-
munication study, Wilbur Schramm (Rogers, 1994).

Wilbur Schramm

Though Schramm did not specialize exclusively in media effects (one of his

principal areas of interest was in international communication and the role of
mass communication in developing third-world nations), his importance must
not be overlooked due to his role as consolidator and legitimizer of mass com-

munication study—including media effects.
Schramm was the first professor of communication so-designated; his was the
first communication research institute and the first doctoral program awarding

degrees in communication; and Schramm presided over the first academic unit
(a “division”) of communication in the world. (Rogers & Chaffee, 1997, p. 7)

Schramm initiated the first PhD program in mass communication in 1943
when he served as director of the journalism school at the University of lowa.
Three years later, he had founded the Bureau of Audience Research at lowa, one
-f several communication research institutes that sprang to life during the
1940s and 1950s. These institutes were patterned somewhat after Lazarsfeld’s

3ureau of Applied Social Research at Columbia.

viediating Factors .
yuring these decades, researchers began to focus experiments on the different
-actions of individuals to the same media presentations. Rather than viewing
udiences as passive victims who could be manipulated by mass media mes-
ages, scholars soon realized that individual differences and environmental fac-

rs were important mediators in the process of mass media effects.
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may be considered as psychological or political or economic or sociological.

bThle)" SO operate upon opinions, values, information levels, skills, taste, CrarTin 3
ehavior . . . Be;ause .of the variety and the complexity of the effects of com- Hastory of the
munications, this topic probably represents the most neglected area in com- Scarmtsfic Study

of Madia Effects

munication research. (Berelson & Janowitz, 1950, p. 395)

Joseph Klapper

Ten years later, one of Lazarsfeld’s students, Joseph Klapper, produced his stll
valuable and classic work, The Effects of Mass Communication (1960). In this book,
Klapper offered several overarching generalizations “in their bare bones™ (p-7D
apout the eff.ects of mass media messages. Unfortunately, through the course of
hlStOI')IZ: the_ ideas in Klapper’s book have been crreaﬂy reduced to a “limited
effec.ts : notion that encouraged a “phenomenistic gpproach" that would identify
mediating factors involved in effects, even though Klapper warned repeatedly
about the grave danger in “the tendency to go overboard in blindly minimizing
the effects and potentialities of mass communications” (p. 252). :

: Kla_pper’s generalizations have usually been overlooked or quoted only
in partial form. In most cases, only the first two generalizations have been
reproduced—the two that, not surprisingly, emphasize the many studies that
show limited or indirect effects of media communications. Generalizations 3,
4, and 5—those that emphasize that direct effects from media communications
are indeed possible—have been ignored by the standard history. For this rea-

sont, we include all five generalizations in Figure 3.2.

FIGURE 3.2. Klapper’s Generalizations
1. Mass communication ordinarily does not serve as a necessary and sufficient cause of
audience effects, but rather functions among and through a nexus of mediating fac-

tors and influences.
These mediating factors are such that they typically render mass communication a

contributory agent, but not the sole cause, in a process of reinforcing the existing con-
ditions. Regardless of the condition in question—be it the vote intentions of audience
members, their tendency toward or away from delinquent behavior, or their general
orientation toward life and its problems—and regardless of whether the effect in
question be social or individual, the media are more likely to reinforce than to change.
On such occasions as mass communication does function in the service of change,

one of two conditions is likely to exist. Either:
4. The mediating factors will be found to be inoperative and the effect of the media

will be found to be direct; or
b. The mediating factors, which normally favor reinforcement, will be found to be

impelling toward change. .

4 There are certain residual situations in which mass communication seems to produce
direct effects, or directly and of itself to serve certain psychophysical functions.

. The efficacy of mass communication, either as a contributory agent or as an agent of
direct effect, is affected by various aspects of the media and communications them-
selves or of the communication situation, including, for example, aspects of textual

the nature of the source and medium, the existing climate of public

N

organization,
opinion, and the like.
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The (ollowing year, an €Ssay in the American Journal of Sociology, titled “The
Limited Social Effect of Radio Broadcasling," questioned the powerful effects
of radio on Society. M. D. Beuick (1927) believed the effects of the medium
would be rather limited, ang that its greatest benefits would be to isolated indi-
viduals. We Previously referred to the study by Waples and his associates on
the effects of Print media on public Opinion and the “limited effects” conclu-
sions they reached. These studies reveal that the limited effects idea was well
established long before the Standard history recognized its existence.

The same Inconsistencies can be found during the “limited effects” years of
communication research and beyond (Lazarsfeld & Stanton, 1942/1944; Lerner,
1949; Merton, 1946); furthermore, some of the major studies in the standard his-
tory contain mixed findmgs on the power of media communications, but these
findings have been lost beneath the alJ~encompassing rubrics of powerful or lim-
ited effects models. For €xample, even though Hovland’s experiments showed
that the army filmg did not raise the motivational level of the troops, they did
reveal significant effects in the cognitive dimension—soldiers learned a good
deal of factual information by viewing the film (Hovland, Lumsdaine, &
Sheffield, 1965). Also, in an €vVen more important example previously reviewed,
the findings of Klapper’s The Effects of Mass Communication (1960) have gener-
ally been reduced tq Supporting only a limited- or indirect-effects scenario, yet
Klapper clearly indicated that instances of direct effects were apparent from
some of the research findings he reviewed, and he warned of the dangers of

FUTURE OF EFFECTS RESEARCH

The challenges for media effects of the 21st century are great, but they will

eventually be met if researchers continue to approach the problems with “tan- :
talized fascination” (Lazarsfeld, 1949, p. 1). First and foremost, if we are to con-

tinue to describe media effects as either powerful, moderate, or limited, we
must come up with standard, empirical lines of demarcation to separate the
levels. In his influential article on “The Myth of Massive Media Impact,” W. J.
McGuire (1986) based his definition of small effects sizes on the percentage of

statistical significance. Some respectable studies in several of the dozen impact
areas reviewed . . . do have Impacts significant at the .05 level, but even these
tend to have very small effect sizes, accounting for no more than 2 or 3% of the

variance in dependent variables . . . (p. 177)

Crearrys
History of
Scuntific Sin
of Madia £

Although we respect the forcefulness of McGuire’s argument, we must
point out that a number of studies have shown media effects significant at not
only the .05 level, but at the .01 and the .001 level and beyond, and with effects
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when no noticable effects occurred. The statistically significant results are the
ones that attract the most attention, yet the instances when media effects do not
occur should be of as much interest to communication scholars as the instances
when effects do occur—the no-effects scenario is, thusfar, a missing piece of the
effects puzzle.' |
[n recent years, a research technique known as meta-analysis .has been use-
ful inimaking generalizations about the different genres of media effects. For
example, Paik and Comstock (1994) conducted a major review of studies on the
effects of television violence and produced a useful meta-analysis by pa}'tlnor}—
ing variables (e.g., viewer attributes and types of antisocial behavior) in their
research design. Meta-analysis involves finding common statistical grond
among a large number of same-genre studies and then offering summary flnf:l—
ings based on all the available evidence. Throughout this book, we include dis-
coveries from recent meta-analyses in the various types of effects resea.rch..
Meta-analyses may be the best hope of producing blanket generahzatlon.s
similar to those proposed by Klapper. If such generalizations are indeed possi-
ble, they would need to sufficiently explain the circumstances and conditions
necessary for powerful or limited, direct or indirect, short-term or long-term,
cumulative, cognitive, affective, or behavioral effects from mass media com-
munications and, if possible, the factors present in a no-effects scenario. The
enormity of the task stands apparent when one realizes that Klapper (1960)
seems to be the only scholar in the history of media effects research who has
even attempted to make such blanket generalizations on media effects across
the board. Klapper offered a good starting point for those scholars of the 21st
century brave enough to tackle the job of sorting through and studying the
thousands of media effects studies that have been conducted through the years.
Klapper emphasized that he was “in no way committed to these particular
generalizations, let alone to the exact form in which they here appear” (p. 9). He
hoped that additional thought and research on the subject would “modify and .
perhaps annihilate the schema,” and pointed out that he was “far less concerned
with insuring the viability of these generalizations” than with “indicating that.
the time for generalization is at hand” (p. 9). “For certainly these particular gen-
eralizations do not usher in the millennium. They are imperfect and underde-
veloped, they are inadequate in scope, and in some senses they are dangerous”
(p. 251). It seems that, contrary to Klapper’s view, his generalizations do usher
us into the millennium. Forty years after Klapper insisted that generalizations
needed to be made, the challenge remains unmet. It is our hope that this text will
pique the interest of future media effects scholars who will meet the challenge

of developing the long-awaited, overarching theory of media effects.

SUMMARY

The “established” history of media effects research offers a linear model of
thought about the relative power of mass media messages on their audiences.
In the years following World War I, scholars and the public believed that medja
possessed great power to influence the beliefs, attitudes, and actions of indi-
viduals in their audiences. This was called the “hypodermic-needle” theory or

CHAPTEI
History of
Scientific Sty
of Media Effe



ed dominant until after
offects from mass
by Lazarsfeld and

emain

‘his model r
L 4 that the

{n influence: nod :
{ies indicate

“pullet” theory .mpirical stuc {ies
~esion when em]j i yought. Srudies ALERS
the '.""" SSIC g pm\'t"'f“' as uugmnll)’ tl ]-bﬂih-‘d effects on individuals in
media \\.on\ix'm t. ~1 Shat mass media had On:j)’ i tirmly established in 1960
vland indicatec = ~ffec del became JTLN
Ho e The limited effects mf’s The Effects of Mass Communication. In
S. er’s

and new theories did not
d history was amended
owerful media effects

their audiences

with the publication of Joseph Klapp

. i
Jes that followed, certain rcsearch flndltl;gdar
( L‘limi‘ted effects model; therefore, the s R
s that indicated that moderate

the deca

fit into the

to include new studie

were indeed possible.
The standard scena

ate effects to powerful e
field of media effects res
G s media effects research differs from the estab-

.vised history of mas
lisheeluif;:iosj in theryfollowingi the ack'now!edgment }c:f e_?\:}:;ﬁpr:f urs-ory
media effects studies by psychologists, sociologists, and OLICE '1: dieS'gt g 207 tlhe
reevaluation of summary findings from some of the mfuor S 11 : t, he ’1lnc u-
sion of particular studies through the years that did not fit neatly into the _ Star}-
scholars; the emphasis

dard” scenario; the importance attributed to particular ' 2 emp
on the advances in effects research through the years, a?nd the 1dent.1f1catlon of
some sorely needed but still missing Operational definitions for studies that will

advance overall knowledge and allow generalizations regarding media effects.
This revised history emphasizes a body of research that has, from the begin-

ning, found overwhelming evidence for significant effects from mass media
communications on audiences, based for the most part upon scientific methods
applying conventional statistical techniques. The history does not move in pen-
dulum swings, due to the nonexistence of operational definitions to indicate the
precise empirical ranges of “limited,” or “moderate,” or ”powerful” effects. This
Iustcgy makes apparent the dire need for such operational definitions.
e autr refewsed history acknowledges years of qualitative judgment calls on
part of researchers that label media effects in ranges from limi
i e g om ted to pow-
. It emphasizes that the debate about the relative f '
effects has b ive si PO e e
Guiges i eeIn a(l::ve since research on the subject began and remains an issue
s date. It also recognizes conside . :
media effects that have ocgmcurred througlffcil?éeyzgr:a(:rllligst ) h9wzdge R
, R A o empirical i i
tions. Findings have indicated that media effects may b D s e
(affecting thoughts or learning), behavioral (affecti ghe ither CoBtING
(affectin ' i ing behavior ‘
i gs }?(t;l:gdes alnd emotlol}s), and that the effects may be)'ei(:; aff;.the
g Fin’d . erm, long-term, intermittent (e.g., sleeper eff s
; . ings have also revealed that individual diff s ects)rorcumuilz,
ors, environmental factors, and social group ch (szI't‘.‘rlc.esf psychological fac-
members to perceive and react to media m 5 a'raCtenShCS cause audience
Tnithe it it e esiﬁges In specific ways.
standard e pii e A t}i w .be challenged to come up with
erful, moderate, or limited. Another chall Sy (.:laSSify effects as either pow-
starices, CoRAitne o B Ca enge will be to identify the circum-
ount for media effects at their various

ects to limited effects to moder-
convenient history of the
blished history is neither

owerful eff
ded a simple and
ately, the esta

rio of “all-p

ffects” provi
earch. Unfortun

W e s ORGSR

Y A}




N C————

of n;afs media Effects.fThese generalizations should explain circumstances and 59
conditions necess;ary Or powerful or limited, direct or indirect, short-term or CHAPTER 3
long-term, cumulative, cognitive, affective, and behavioral effects from mass Histary of the

Scientific Study

media communications and, if possible, the factors present in a “no-effects” sce-
of Media Effects

nario. Despite these needs, we have learned a great deal about media effects
through the years. Still, 40 years after Klapper’s insistence that the time for
medm\e‘ffec.ts generalizations had arrived, we remain dependent upon his five
generalizations for any overarching theory of media effects. '
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