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Unit 1

Communication

Part One eyt

The Effects of Mass Communication — Four Questions'

Scientists and scholars use these theories, the earliest and the most recent, to form
conclusions about the effects of mass communication. But there are other media effects

questions that occupy thinkers’ interest beyond that and the others highlighted here.

Does Media Violence Lead to Aggression?

No media effects issue has captured public, legislative, and industry attention as has the
relationship between media portrayals of violence and subsequent aggressive behavior. Among
the reasons for this focus are the facts that violence is a staple of both television and movies and
that the United States experienced an upsurge in real violence in the 1960s, just about the time
television entrenched itself as the country’s dominant mass medium, and that movies turned to
increasingly graphic violence to differentiate themselves from and to compete with television.

The prevailing view during the 1960s was that some media violence affected some people in
some ways some of the time. Given the dominance of the transmissional perspective of
communication and the limited effects paradigm, researchers believed that for “ normal”
people—that is, those who were not predisposed to violence — little media violence affected
few people in few ways little of the time.’ However, increases in youth violence, the
assassinations of Robert F. Kennedy and the Reverend Martin Luther King Jr. , and the violent
eruption of cities during the civil rights, women’s rights, and anti-Vietham War movements led
to creation of the Surgeon General’s Scientific Advisory Committee on Television and Social
Behavior in 1969. After 2 years and $ 1 million worth of research, the committee ( whose
members had to be approved by the television networks) produced findings that led Surgeon

General Jesse L. Steinfield to report to the US Senate;
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While the . .. report is carefully phrased and qualified in language acceptable to social scientists, it is
clear to me that the causal relationship between televised violence and antisocial behavior is sufficient
to warrant appropriate and immediate remedial action. The data on social phenomena such as
television and violence and/or aggressive behavior will never be clear enough for all social scientists
to agree on the formulation of a succinct statement of causality. > But there comes a time when the data

are sufficient to justify action. That time has come. (Ninety-Second Congress, 1972, p. 26)

Despite the apparent certainty of this statement, disagreement persists over the existence
and extent of the media’s contribution to aggressive behavior. Few would argue that media
violence never leads to aggressive behavior. The disagreement is about what circumstances are

needed for such effects to occur, and to whom.

Do Portrayals of Drugs and Alcohol Increase Consumption?

Concern about media effects reaches beyond the issue of violence. The claims and
counterclaims surrounding media portrayals of drugs and alcohol parallel those of the violence
debate.

The wealth of scientific evidence linking media portrayals of alcohol consumption,
especially in ads, to increases in youthful drinking and alcohol abuse led the US Department of
Health and Human Services’ National Institute of Alcohol Abuse and Alcoholism to report, “The
preponderance of the evidence indicates that alcohol advertising stimulates higher consumption of
alcohol by both adults and adolescents” and “There is sufficient evidence to say that alcohol
advertising is likely to be a contributing factor to overall consumption and other alcohol-related
problems in the long term” ( Center for Science in the Public Interest, 2002, p.2)."* The
National Institute on Media and the Family (2002) reports the following.

e By the time teenagers reach driving age, they will have seen 75,000 alcohol ads.

e Beer ads are a strong predictor of adolescents’ knowledge, preference, and loyalty to
beer brands and of their intention to drink.

® Young people report more positive feelings about drinking and their own likelihood to
drink after watching alcohol commercials.

e Fifty-six percent of children in grades 5 through 12 say that alcohol advertising
encourages them to drink.

e Ten million people ages 12 to 20 report drinking “in the last month”. Seven million are
classified as “binge drinkers”.

e The average age of first alcohol use is 13. 1 years old.

Yet there is a good deal of scientific research—typically from alcohol industry scientists—
that discounts the causal link between media portrayals and real-world drinking. Again,
researchers who insist on the demonstration of this direct causal relationship will rarely agree on

media’s influence on behavior. The larger cultural perspective, however, suggests that media
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portrayals of alcohol, both in ads and in entertainment fare, tell stories of alcohol consumption
that predominantly present it as safe, healthy, youthful, sexy, necessary for a good time,
effective for dealing with stress, and essential to ceremonies and other rites of passage.’

The same scenario exists in the debate over the relationship between media portrayals of
non-alcohol drug use and behavior. Relatively little contemporary media content presents the
use of illegal drugs in a glorifying manner. In fact, the destructive power of illegal drugs is often
the focus of television shows such as “CSI: Miami” and “The Wire” and a central theme in
movies such as “Traffic” and “Maria Full of Grace”. Scientific concern has centered therefore on
the impact of commercials and other media portrayals of legal over-the-counter drugs. Again,
impressive amounts of experimental research suggest a causal link between this content and
subsequent abuse of both legal and illegal drugs; however, there also exists research that
discounts the causal link between media portrayals and the subsequent abuse of drugs. It cannot
be denied, however, that media often present legal drugs as a cure-all for dealing with that

pesky mother-in-law, those screaming kids, that abusive boss, and other daily annoyances. °

What Is Media’s Contribution to Gender and Racial/Ethnic Stereotyping?

Stereotyping is the application of a standardized image or concept to members of certain
groups, usually based on limited information. Because media cannot show all realities of all
things, the choices media practitioners make when presenting specific people and groups may
well facilitate or encourage stereotyping. ’

Numerous studies conducted over the last 40 years have demonstrated that women and
people of color are consistently underrepresented in all media. An exhaustive analysis of prime-
time programming on all the major television networks published in 2002, for example, came to
these conclusions:

First, older adults, children, and women are underrepresented on comedies and dramas shown in
prime-time network television. Second, white characters, men and middle-aged individuals are
overrepresented. . . . Third, women tend to be overrepresented in younger adulthood, but
underrepresented in later middle-age. Fourth, older adults tend to be portrayed in a more negative
fashion than young adults. Latino characters ... were also underrepresented ... [ There is ]
“ghettoization” of black characters in a limited number of shows. Of the black characters in our
sample, half were from only seven of the [ 61 ] shows [ about 11 % of the shows studied ].
(Harwood & Anderson, 2002, p. 89)

Any of a number of theories, especially cultivation analysis, symbolic interaction, and
social construction of reality, can predict the probable outcome of repeated and frequent
exposure to these limited and limiting representations. * They influence people’s perceptions,
and people’s perceptions influence their behaviors. Examine your own perceptions not only of

women and people of color but of the elderly, lawyers, college athletes, and people
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sophisticated in the use of computers. What images or stereotypes come immediately to mind?

Use the following quiz to test yourself on your stereotypes of women, teens, marriage,
and family.

(1) True or false: Teen pregnancy and out-of-wedlock birthrates continue to climb.

(2) What percentage of junior high kids have had sexual intercourse by age 15—45% ,
53% , or 17% ?

(3) What percentage of all US families are headed by two parents, that is, a married
mother and father—35% , 50% , or 75% ?

(4) The rate of juvenile crime has risen, stayed about the same, or dropped over the last
20 years?

(5) Which of these three states has the highest divorce rate—Mississippi, Oklahoma, or
Connecticut? Which set of religious believers has the highest divorce rate—Baptists,
nondenominational Christians, or atheists and agnostics?

(6) How tall is the average American woman—S5 3" or 5/7"? How much does she weigh—
110 or 152 pounds?

Are you surprised to learn that teen birthrates and pregnancies are at historic lows and that
fewer than 17% of teens experience sexual intercourse by age 15 (Males, 2002 ) ? That 72% of
American families are headed by a mother and father (Elber, 2002 ) ? That the juvenile crime
rate is at its lowest point in 2 decades ( Muwakkil, 2003 ) ? That the divorce rate is lowest in
northeastern liberal Connecticut (33%) , far lower than the national average of 51% and even
further below that of Mississippi (73%) and Oklahoma (79% ; Harrop, 2003 ) ? Atheists and
agnostics divorce at a rate of 21% , well below that of Baptists (29%) and nondenominational
Christians (34% ; “Marriage” , 2004 ) ? Did you know that the average American woman is 5'3
3/4" tall and weighs 152 pounds (Irving, 2001)? How did you develop your stereotypes of
these people and places? Where did you find the building blocks to construct your realities of

their lives?

Do Media have Prosocial Effects?

Virtually every argument that can be made for the harmful or negative effects of media can
also be applied to the ability of media to do good. A sizable body of science exists that clearly
demonstrates that people, especially children, can and will model the good or prosocial
behaviors they see in the media, often to a greater extent than they will the negative behaviors. ’
Research on the impact of media portrayals of cooperation and constructive problem solving
(Baran, Chase, & Courtright, 1979 ) and other “good” behaviors indicates that much more

than negative behavior can be socially learned from the media.
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Words and Expression

aggression /a'grefan/ n. the act of initiating hostilities or invasion /242, 41z
g, Bhar

a person who holds that knowledge of a Supreme
Being, ultimate cause, etc., is impossible 7R =] %n
WA

murder of a public figure by surprise attack %

S

agnostic /eg'npstik/

assassination /o;s@si'nerfan/ n
atheist /'er0mst/ n. someone who denies the existence of god FAt#%
causality /ko:'zeelrti/ n the relationship of cause and effect & R x %

enfrench /in'trent/ v fix firmly or securely ¥z 4 B & K AR+ , F

it{a 5}% A

nondenominational a. not of or related to any religious denomination R %
FORAZH] 69

pesky /'peski/ a.  troublesome JAA &, iEAIT/R Y

a representation by picture or portraiture # %, 1%
5, %3

preponderance /pri'ppondarans/ n. the quality of being greater in weight, force,
influence, etc. # & L &g4k 3%

s

portrayal /po:'treral/

staple /'sterpl/ n.  a necessary commodity for which demand is constant
TR, EERE

succinct /sok'sipkt/ a.  marked by brevity and clarity ; concise & Bf &9, &
EHy, R

warrant /'wprant / V. to guarantee the quality, condition, etc., of

( something) fR4E, F24f, ff----- BIFEHHE

We drinker TR H /

=

cultivation analysis FA AT

limited effects paradigm A PR

rite of passage AAEALTRENGFHF
social construction of reality L F Z‘ié\%*@

V=4

symbolic interaction FEaHe (KRERE)
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K Notes

. This text is taken from Introduction to Mass Communication—Media Literacy and Culture ,

by Stanley J. Baran, published by McGraw-Hill Companies, Inc. , in 2008.

. Given the dominance of the transmissional perspective of communication and the limited
effects paradigm, researchers believed that for “normal” people—that is, those who were
not predisposed to violence — little media violence affected few people in few ways little of
the time. ISR HALIE N —Fh 5 G0 AL AL B FIA IRACRIES, AFZEE TN
HRTF CIEFNT, WEUEARLEA BA B e A, AR RBUA R A
ARAEG I 1] AR 0y S mm 2R DB N . CABRICRIEE IR & 3 O 3t
MBI AEREAT WAEZ L8 5 om0 R BBEFITT AL @ LHIE s L2
T )RR HLLAE R ARAG R BTG Bl X 52 A% 5 At 23 B 7 AR 18— D05 i RN 25 R 1
EA)

. The data on social phenomena such as television and violence and/or aggressive behavior
will never be clear enough for all social scientists to agree on the formulation of a succinct
statement of causality. —4&iF4N “HAGRT” K CRMSIEMATET RS BR
AR, TSR ZITEMNE 6 BA R ER X — R LA IER, gz A
Ay

. “The preponderance of the evidence indicates that alcohol advertising stimulates higher
consumption of alcohol by both adults and adolescents” and “There is sufficient evidence to
say that alcohol advertising is likely to be a contributing factor to overall consumption and
other alcohol-related problems in the long term”. i BYTIE P 22 WG 1)) 5 2 il i A\
T ADEX TR ELZHRA” . “BEA RBIIEERY, WRIERE, WRTEHR
A RE B A X 4 1 B S 5 AR S ) H A PR A ) BB R

. The larger cultural perspective, however, suggests that media portrayals of alcohol, both in
ads and in entertainment fare, tell stories of alcohol consumption that predominantly present
it as safe, healthy, youthful, sexy, necessary for a good time, effective for dealing with
stress, and essential to ceremonies and other rites of passage.  F A1 LI K L2
AR, ARG T AL, NEZTERIERERAT, 2 R EREAL:

A R KETTA . S TN wRES . ARG .

. It cannot be denied, however, that media often present legal drugs as a cure-all for dealing

with that pesky mother-in-law, those screaming kids, that abusive boss, and other daily

annoyances. X1, FATLAKIN, BURZHIE LML YU U tIn fle . fiF
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BRETA BN RPHE 2y, Gi3Aa Taxeezy, tE AR | Wb m i &5, &5
R T R S HFNHAbA: 3 B R PR AE TR

. Because media cannot show all realities of all things, the choices media practitioners make
when presenting specific people and groups may well facilitate or encourage stereotyping.
I TR AN AT RE s AR TG B0 05 J5 TR T, T AR DA 8 X 4 i A A A A £ i 22 AR
A BE IR B b B4t e T o

. Any of a number of theories, especially cultivation analysis, symbolic interaction, and social
construction of reality, can predict the probable outcome of repeated and frequent exposure
to these limited and limiting representations. AT\ — K HEFH S B AFAT — 4>, JLHE
BAL TS . AT Sl BRI BL S 3 A R o A B AT T LA 0 4 M )
Ay FRERAE Y 45 R e A4 .

. A sizable body of science exists that clearly demonstrates that people, especially children,
can and will model the good or prosocial behaviors they see in the media, often to a greater
extent than they will the negative behaviors. KPR NIRFEEMFEN, M1, THE
Zr, PRI HR 2 DB 7R SR P B B R4 00 . S #E P AT 0 B RE, XA
VT AT BTS2 A AS R

f~;

«Exercises

Answer the following questions.

1. Please list at least two media effects questions besides the effects of television violence.

2. What specific occurrences led to the creation of Television and Social Behavior in
19697

3. According to the passage, which two groups are probably the acceptable targets for
real-world aggression?

4. According to the National Institute on Media and Family reports, what is the average
age of first alcohol use?

5. Which groups are consistently underrepresented in all media according to the numerous
studies over the last 40 years?

6. List some occasions, ceremonies or other rites of passages that drinking seems
essential.

7. Can you list some prosocial effects that media exerts on our society?

8. Use your own words to explain “cultivation analysis” .
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Il Complete the following sentences with the words and phrases from the text in their
proper forms.

1. No media effects issue has captured public, legislative, and industry attention as has

the relationship between media portrayals of violence and aggressive
behavior.
2. The United States experienced an in real violence in the 1960s, just about

the time television entrenched itself as the country’s dominant mass medium.

3. It is clear to me that the causal relationship between televised violence and antisocial
behavior is sufficient to appropriate and immediate remedial action.

4. Despite the apparent certainty of this statement, disagreement over the
existence and extent of the media’s contribution to aggressive behavior.

5. The claims and counterclaims surrounding media portrayals of drugs and alcohol

those of the violence debate.

6. Beer ads are a strong predictor of adolescents’ knowledge, preference, and
to beer brands and of their intention to drink.

7. Scientific concern has centered therefore the impact of commercials and
other media portrayals of legal over-the-counter drugs.

8. Numerous studies conducted over the last 40 years have demonstrated that women and

people of color are consistently in all media.
9. True or false: Teen pregnancy and birthrates continue to climb.
10. every argument that can be made for the harmful or negative effects of

media can also be applied to the ability of media to do good.

Il Fill in the blanks with the words, phrases or terms given below. Change the forms if

necessary.
feedback perceived cooperation interchange barrier
mutually process in an attempt to transfer information
define via body nonverbal eye contact
Communication is a process of 1 information from one source to another.

Communication is commonly 2  as “the imparting or 3  of thoughts, opinions, or

4 by speech, writing, or signs”. Communication can be 5 as a two-way process in

which there is an exchange and progression of thoughts, feelings or ideas towards a 6

accepted goal or direction. Communication as an academic discipline has a long history.
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Communication is a process whereby information is encoded and imparted by a sender to a
receiver 7 a channel/medium. The receiver then decodes the message and gives the sender
a 8 . Communication requires that all parties have an area of communicative commonality.
There are auditory means, such as speaking, singing and sometimes tone of voice, and 9 |,
physical means, such as 10 language, sign language, paralanguage, touch, 11 | by
using writing.

Communication is thus a 12 by which we assign and convey meaning 13  create
shared understanding. This process requires a vast repertoire of skills in intrapersonal and
interpersonal processing, listening, observing, speaking, questioning, analyzing, and
evaluating. It is through communication that collaboration and 14  occur.

There are also many common 15  to successful communication, two of which are
message overload (when a person receives too many messages at the same time ) , and message

complexity.

IV Translate the following sentences into Chinese.

1. If a language is about communicating with signals, voice, sounds, gestures, or written
symbols, can animal communications be considered as a language? Animals do not
have a written form of a language, but use a language to communicate with each
another. In that sense, an animal communication can be considered as a separate
language.

2. Human spoken and written languages can be described as a system of symbols
('sometimes known as lexemes) and the grammars (rules) by which the symbols are
manipulated. The word “language” is also used to refer to common properties of
languages.

3. Language learning is normal in human childhood. Most human languages use patterns
of sound or gesture for symbols which enable communication with others around them.
There are thousands of human languages, and these seem to share certain properties,
even though many shared properties have exceptions.

4. Visual communication as the name suggests is communication through visual aid. It is
the conveyance of ideas and information in forms that can be read or looked upon.
Primarily associated with two dimensional images, it includes; signs, typography,
drawing, graphic design, illustration, color and electronic resources.

5. We might say that communication consists of transmitting information from one person
to another. In fact, many scholars of communication take this as a working definition,
and use Lasswell’s maxim, “who says what to whom in what channel with what

effect” , as a means of circumscribing the field of communication theory.
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V  Translate the following paragraphs into English.
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VI Write a 150-word composition according to the topic given below.

The Effects of Communication on People’s Lives

VIl Reading comprehension.

%immww1

Types of Communication

Mass communication is only one of the possible modes of communication. Another
hallmark of the classical approach is to classify communication according to the number of
people communicating and to examine processes that are unique to each mode. The basic
categories include intrapersonal, interpersonal, small group, and large group, as well as mass
communication. When a mechanical or electronic medium is used to transmit information we
say that the communication is mediated. Now we can also distinguish between analog and
digital forms of communication in each category.

Intrapersonal communication is an exchange of information we have with ourselves, such
as when we think over our next move in a video game or sing to ourselves in the shower.
Typing into a computer or Palm Pilot is electronically mediated intrapersonal communication.

Interpersonal communication includes exchanges in which two or more people take part,
but the term is usually reserved for situations in which just two people are communicating.
Having a face-to-face conversation over lunch and writing a letter to a friend are everyday
examples. When interpersonal communication is electronically mediated, as in a telephone

conversation, the term point-to-point communication is sometimes used.
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Unit 1 Communication

Group communication is when three or more people communicate with one another. Not
all communication that takes place in a group setting is included, however. When pairs of
students talk to each other in a classroom before the start of a lecture, for example, they are
engaged in interpersonal communication.

Small-group communication, usually involving fewer than a dozen people, extends
interpersonal communication into situations where group dynamics become important. For
example, when students get together to “scope out” an exam, their interaction is likely to follow
one of several well-known patterns of small-group interaction as they define a study plan.

Large-group communication involves everywhere from a dozen to several hundred
participants, and the communication situation restricts active involvement to only a few of the
parties. However, large-group communication still involves immediate feedback from the
receivers of the message, which is not the case with mass communication. Examples are
lectures, concerts, and live theatrical performances.

Of course, many communication situations do not fit neatly into these categories. Are talk-
radio shows, in which audience members provide instant communication back to the source—
and even, in a sense, become sources themselves—still true mass media forms? The number of
participants is not always reliable indicator. A college lecture delivered on the last day before
spring break to only six students would still be a large-group communication ( because of the
style of presentation) , even though the audience is a small group. Thus, both the nature of the
communication setting and the size of the gathering must be considered.

Other classifications stress the setting for the communication or the nature of the
communication process. Organizational communication takes place in formally structured
organizations, spans the entire spectrum of communication types as classified by size, and is
affected by a person’s position and function within the organization. Communication can also be
distinguished between one-way communication, in which the flow of information goes
exclusively from source to receiver, or two-way, in which both participants take an active role.

Intercultural communication takes place across international or cultural boundaries.

Note: This text is taken from Media Now : Understanding Media, Culture, and Technology, by
Joseph Straubhaar and Robert LaRose, published by Thomson Learning ( a division of
Thomson Learning Asia Pte Ltd) in 2004.

Choose the best answer.
1. What are the basic categories of communication?
A. Personal, interpersonal, small group, large group, and mass communication.

B. Intrapersonal, small group, large group, and mass communication.



