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ABSTRACT 

One of the greatest challenges in agriculture today is helping the total U.S. 

population develop a basic understanding of the food, agricultural, and natural 

resource systems. Several of the most critical topics that confront our society 

include agriculture (Terry, 1993). The need for agricultural literacy is growing, 

specifically in the area of agricultural policy, but many individuals lack a basic 

understanding of how agricultural policy affects the global food, fiber, and natural 

resource industry (Goeker, 1992). 

This thesis is a replication study based on Davis' (2003a) study which 

looked into the affects of agricultural news presented to the Hispanic/Latino 

population of West Texas. Davis (2003a) recommended a Caucasian population 

be studied for cross-cultural comparisons; therefore, this study explored the 

cognitive and affective responses of Lubbock Chamber of Commerce affiliates 

when presented agricultural policy news in differing presentation mediums. 

This study used an experimental posttest-only control-group design to 

compare four presentation media: newspaper print, electronic text, video news 

release, and radio news release. Participants were members of multiple 

committees of the Lubbock Chamber of Commerce (n=60). The participants 

were assigned to one of four treatment groups and a control group. The 

dependent measure included aided recall, unaided recall, and issue salience. 
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Results indicate a significant difference in aided recall between newspaper 

print and electronic text. Results indicated a moderate correlation between aided 

and recall and issue salience. No significant difference existed between 

agricultural issue salience and media channel. The author suggests replication 

in other Caucasian populations, as well as other specific ethnic groups. 
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CHAPTER I 

INTRODUCTION 

Introduction 

"It will not be doubted that with reference either to individual or national 

welfare, agriculture is of primary importance...," President George Washington 

(as cited in House Agriculture Committee, 2002). 

One of the greatest challenges in agriculture today is helping the total U.S 

population develop a basic understanding of the food, agricultural, and natural 

resource systems. Several of the most critical topics that confront our society 

include agriculture (Terry, 1993). The need for agricultural literacy is growing, 

but the number of individuals opting for agricultural career preparation has 

declined sharply in many rural communities (Goeker, 1992). 

Agricultural literacy is becoming a top priority for agricultural 

communicators. Previous studies indicate the population as a whole generally is 

not literate about the production of food and fiber in the U.S. (Campbell, 1997). 

Professions in agricultural marketing, public relations, telecommunications, 

education, and journalism are becoming more active in educating the public than 

ever before. Working in these areas to promote a higher knowledge base in 

general agricultural facts helps secure the future for production agriculturists 

(Frick. Kahler, & Miller, 1991). 



Specifically, part of agricultural literacy is communicating agricultural 

policy. The food and fiber industry generates more than 25 million jobs in 

America, and together, account for $3.5 trillion in output and 15% of the U.S. 

Gross Domestic Product. U.S. farm policy helps create economic stability in rural 

and urban operations nationwide by equalizing the food markets for both the 

consumer and producer. The 2002 Farm Bill legislation allows production 

agriculturists to compete in the world market. The bill makes up approximately 

one-half of 1 % of the U.S. Budget, costing American citizens only 4.4 cents per 

meal. This legislative act ensures consumers the safest, most abundant, and 

most affordable food supply in the world (House Agriculture Committee, 2002). 

Rogers (1983) stated that public policy issues concerning agriculture 

surface daily in mass media and news reporters need accurate and efficient 

information about agriculture to portray this news correctly. Rogers (1983) goes 

on to state that mass media are the primary source for people to attain initial 

awareness about agriculture. 

Getting this valuable information, such as agricultural policy, out to the 

public and free from scrutiny remains a constant issue. Agricultural policy seeks 

to enhance the quality of life for production agriculturists and the consumers they 

provide for. Agricultural literacy must continue to expand through various types 

of media, such as print, electronic text, audio and/or video to reach general 

populations (Frick et al., 1991). 



Davis (2003a) explored the effects of agricultural policy news presented to 

the Hispanic/Latino population of West Texas. It was recommended to study the 

effects of different agricultural presentation media in other ethnic populations of 

West Texas. 

Statement of the Problem 

This study is a continuation of a previous research project that examined 

media effects on the Hispanic/Latino population in the Lubbock, Texas area 

(Davis, 2003a). I was recommended to replicate this study on different ethnic 

groups, such as the Caucasian population. However, to draw further interest to 

conduct this study, Texas redistricting plans began to first obtain intense news 

coverage the summer before the author began graduate school at Texas Tech 

University in Lubbock, Texas. Proposed redistricting maps eliminated one 

federal representative from the Lubbock-area on the House Agriculture 

Committee by combining Lubbock with another similar agriculturally based 

district. Having one representative for both areas weakened rural representation 

for West Texas in Congress on state and federal levels. Having two 

representatives from West Texas on the committee benefited this area's cotton 

industry and agricultural policy; mainly with the work done on the Farm Bill 

(Durham, 2004). West Texas' agricultural market has been well represented 

because both of these representatives knew the bills and legislation in favor of 

the rural lifestyles of this area. Now, one representative would be eliminated 

and another seat opened on the House Agriculture Committee for representation 



of a different agricultural market across the state, probably much different from 

that of West Texas, Unfortunately, the negative ramifications of this redistricting 

issue extend beyond local boundaries; similar consequences affect national 

agricultural policy decisions. Election battles for the representative spot in the 

Lubbock-area district began the start of 2004 as well as the debate on how West 

Texas agriculture will fair in the end (Durham, 2004). 

This political battle, combined with another voting season approaching in 

2004, raised a question concerning the campaign strategies for representatives 

running in agriculturally based areas. The agricultural industry plays a large role 

in the Lubbock area, generating more than $25 billion in revenue (Lubbock 

Chamber of Commerce, 2003b). When voters in the Lubbock area consider 

opposing platforms of potential candidates, agriculture is a major issue. The 

federal farm policy creates income and economic stability for agricultural 

communities. As voting trends revolutionize with each voting season, so should 

the observable fact of selecting the best media channels for communication with 

a representative's constituents. Technological innovations have made mass 

communication more rapid and inexpensive than ever before (Bonk, Griggs, & 

Tynes, 1999). Knowing which medium to place the issue to reach the most 

people saves advertising dollars and allows for the highest recall levels to be 

achieved by the audience and perhaps, influence their voting behavior. Media 

campaigns are much too complex to associate one particular channel to 

cognitive gain, affective change, and overall behavior intent. 



Media research deals with two aspects: 1) identifying some of the major 

activities that occupy people's time and what they are vitally interested in, and 2) 

addressing potential problems with effective methods (Harris, 1999). As 

agricultural communicators, our research must be consistent with the needs of 

agricultural consumers, whether this is political campaigns for agricultural 

representatives or informational messages to agronomic communities as a 

whole. This study is designed to meet those needs by finding the best medium 

presentation method to send messages out and receive the highest cognitive 

level response and the strongest issue salience for agricultural policy news. 

Increasingly knowledgeable individuals become more deeply involved in directing 

information development into cognitive thought processes and in the presentation 

methods of this information (Maule, 2001). Over time, the media gains an even 

deeper understanding of the cognitive variables encountered in media 

presentations. Knowing which medium to place the news coverage in to direct 

information will help achieve the desired results of this study. 

Purpose of the Study 

The purpose of this study is to determine the effectiveness of four different 

medium presentation methods dealing with agricultural issues on cognition levels 

of Lubbock Chamber of Commerce affiliates. This study focuses on the 

receptivity of the learner to specific learning situations of the different 

presentation media. In this study, the learners are made up of Lubbock Chamber 



of Commerce affiliates. The media used in this study will consist of: print, 

electronic text, audio, and video. The author will measure salience among these 

issues, in addition to aided and unaided recall. The conceptual questions of the 

summative evaluation determine the level of retention of the basic knowledge 

and the internalization of that knowledge. 

Interaction with any of these four media outlets (print, electronic text, 

audio, or video) has a direct effect on one's behavior. Consumers will make 

behavior changes when given repeated, clear, and concise messages (Wardlaw, 

1999). In all types of communication, the audience forms a response, either 

passive or active. Active learning is defined by Maule (2001) as learning that can 

occur through exploration, manipulation, and experimentation. 

In order to accomplish the purpose of the study the following questions 

have been formulated: 

1) What forms of mass media and agricultural reporting have the highest 

recall effect on Lubbock Chamber of Commerce affiliates? 

2) What forms of mass media and agricultural reporting have the highest 

issue salience effect on Lubbock Chamber of Commerce affiliates? 

3) Is there a relationship between recall and issue salience among the 

Lubbock Chamber of Commerce affiliates when consuming agricultural 

policy news? 

4) Is there a relationship between voting behavior and age among 

participants? 



5) Is there a relationship between voting behavior and education level among 

the participants? 

6) Is there a relationship between voting behavior and marital status among 

the participants? 

7) Is there a relationship between voting behavior and number of children 

among the participants? 

Research Hypotheses 

The following research hypotheses, constructed from the literature review, 

were tested: 

1) Lubbock Chamber of Commerce affiliates in the medium presentation 

groups of print, electronic text, video, and audio will exhibit statistical 

differences in aided recall of agricultural policy news. 

2) Lubbock Chamber of Commerce affiliates in the medium presentation 

group of print, electronic text, video, and audio will exhibit statistical 

differences in unaided recall of agricultural policy news. 

3) Lubbock Chamber of Commerce affiliates in the medium presentation 

groups of print, electronic text, video, and audio will exhibit statistical 

differences in issue salience when given a news story dealing specifically 

on agricultural policy news. 



4) There are relationships among the medium, unaided recall, aided recall, 

and issue salience among Lubbock Chamber of Commerce affiliates when 

consuming agricultural policy news. 

5) There is a positive linear relationship between voting behavior and age 

among the Lubbock Chamber of Commerce affiliates. 

6) There is a positive linear relationship between voting behavior and 

education level among the Lubbock Chamber of Commerce affiliates. 

7) There is a positive linear relationship between voting behavior and marital 

status among the Lubbock Chamber of Commerce affiliates. 

8) There is a positive linear relationship among voting behavior and number 

of children among the Lubbock Chamber of Commerce affiliates. 

Theoretical/Conceptual Framework 

"One very straightforward way to study media is to study its content" 

(Harris, 1999, p. 15). A framework is needed to help guide and develop projects; 

this includes the integration of the theoretical, conceptual, and practical aspects 

of the subject matter. Applications of frameworks can help the alignment of 

metacognitive attributes and cognitive learning variables to advance research in 

the fields of media development for content presentation (Maule, 2001). Wilson 

(2003) states there are various conceptualizations of audiences. Experiments on 

media effects have been conducted on media presentation methods to unearth 

which medium best suits the general audiences' recall and salience. Public 
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opinion forms through the primary focus of certain issues; this in turn, establishes 

salience. Psychologists and media researchers develop effects models as 

theoretical explanations of how people take in information exhibited by the media 

and how this may or may not influence their behavior (Wilson, 2003). Maule 

(2001) states that to employ the framework, this study needs to assess the basic 

cognitive variables or learning styles, and then choose a metacognitive attribute 

that best communicates the learning strategy/presentation method for the 

content. The metadata collected shows the link to the metacognitive attributes 

and cognitive variables. 

Today, media researchers understand the impact of media effects. 

Almost an infinite number of aspects are involved when it comes to studying the 

cognitive and affective responses of an audience exposed to assorted media 

presentation channels. Individuals have varying degrees of involvement with the 

media; neither purely passive nor purely reactive (Perry, 1996). 

A contemporary theory, the Agenda-Setting Theory, was defined in a 

study by Maxwell E. McCombs and Donald L. Shaw in 1972. These researchers 

fabricated a survey among a group of randomly selected undecided voters in 

Chapel Hill, North Carolina. The voters were asked what they thought the key 

issues of the day were. Their answers were recorded and categorized to give a 

portrayal of the public agenda. Concurrently, five local newspapers, five national 

newspapers, two television networks, and two magazines were analyzed by 

issue content to help establish the link between political and social issues. 



McCombs and Shaw found an almost perfect correlation between the media's 

story coverage and the voter's salience for the same issues. 

The following conditions affect agenda-setting: need for orientation, 

interpersonal communications, real-world cues, issue sensitivity, and issue 

quality (Underwood, 2003b). Issues are lined along a continuum, ranging from 

unobtrusive to obtrusive. Relevant studies have come to the conclusion that 

media agenda-setting effects are limited to unobtrusive issues (Underwood, 

2003b). Unobtrusive issues are those that individuals gather only through the 

media, while obtrusive issues are based on personal experiences (Bryant & 

Zillman, 2002). Therefore, the Agenda-Setting Theory has a stronger effect on 

those with little to no knowledge of an issue or no direct ties to the contrary 

(Davis, 2003a). 

The Newcomb-Trefz model (1987) captures the cognitive foundation of the 

Agenda-Setting Theory. There are four levels of this model. For this study we 

mainly focused on the model's lower level, recall or remembering. Remembering 

is Newcomb's and Trefz's (1987) first level of learning behavior and is a key step 

in importing knowledge. After a participant consumes one of the media of the 

study, the audience recall/remembering of that subject was measured. Once 

people have remembered an issue, then they have the capacity to take it to the 

next level and carry on higher cognition skills. The information is lost without the 

remembering step; retaining information makes it become knowledge. The 

second level in the Newcomb and Trefz model (1987) is processing, taking what 
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was remembered and putting it to use in different situations. Creating is the third 

level, and evaluation is the fourth, making up the highest cognitive domain in the 

model. 

Knowledge leads to the affective portion of this study of changing 

attitudes. The greater the knowledge base of a subject or issue, the more the 

attitude toward the subject will change. After attitudes are changed, a behavior 

change occurs. Voting in an election is a behavior that can be changed by the 

dissemination of information from the mass media or agenda setters. With two 

representatives vying for the same spot to represent Lubbock's agriculturally-

based area, their campaign strategies should focus on importing knowledge to 

their constituents to secure more votes. 

A study conducted by Whittlngton and Newcomb (1993) concluded that 

while most participants in the study had favorable attitudes toward teaching and 

learning at higher cognitive levels (i.e. creating and evaluating), the importance of 

offering lower-level (i.e. remembering and processing) information to students 

functioned as a way to move into those higher levels. 

Assumptions 

First, the author assumes that participants perceive all four media 

deliveries as actual or similar news stories. Secondly, the study assumes that 

participants are relatively unaware of specific agricultural policies and procedures 

since they lack direct ties to production agriculture and the material being 
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presented is not directly related to the Lubbock area. Agriculture or Agri

business meetings held by the Lubbock Chamber of Commerce were not 

solicited. It is also assumed that since the participants were purposely chosen, 

the sample group reflects the traditional Lubbock-area middle- to upper-class 

Caucasian population. Since no cognitive or IQ tests were given to participants, 

it is also under the assumption that no inhibiting learning 

disabilities/disadvantages were present. Lastly, it is assumed that the difference 

in times and setting were not significant because of consistency in the 

administration at each Lubbock of Chamber Commerce meeting of the four 

treatment groups. 

Definition of Terms 

Aided Recall- For the purpose of this study, aided recall refers to a 

dependent variable in the study. This immediate posttest score comes from a 12 

multiple-item questionnaire (Davis, 2003a). 

Audio- For the purpose of this study, audio refers to the sound from the 

video news release. The actual content was identical to the other medium 

presentation treatments (Davis, 2003a). 

Cognitive Variables- For the purpose of this study, cognitive variables 

refer to the basic categories of learning and intellectual processes taken on by 

any individual. They include basic knowledge, conceptual knowledge, and 

applied knowledge (Maule, 2001). 
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Electronic Text- For the purpose of this study, electronic text refers to 

writing styles and procedures established by local and regional newspapers for 

the World Wide Web delivered news stories. The actual content was identical to 

the other medium presentation treatments (Davis, 2003a). 

Issue Salience- For the purpose of this study, issue salience refers to 

social and political issues considered important to an individual. In this study, 

participants were asked after treatment to list the five most important social 

political issues of today (Davis, 2003a). 

Lubbock Chamber of Commerce Affiliates- The population includes 

Lubbock Chamber of Commerce staff, members, owners of small businesses, 

meeting attendees, and community leaders. They are all of the Caucasian race. 

Lubbock, Texas- For the purpose of this study, Lubbock, Texas refers to 

the primarily cotton-producing area in the South Plains/West Texas. It is in U.S. 

Congressional District 19 in the panhandle of Texas. It is also home of Texas 

Tech University. Population for the city of Lubbock is 202,000 (Lubbock 

Chamber of Commerce, 2003a). 

Media- For the purpose of this study, media refers to all four treatment 

mediums used in the study. These treatment media replicate contemporary 

mass media delivery channels and style. The media in the study consisted of the 

following: print, electronic text, audio, and video (Davis, 2003a). 

Medium- For the purpose of this study, medium refers to a single or 

specific treatment used in the study (Davis, 2003a). 
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Metacognitive Attributes- For the purpose of this study, metacognitive 

attributes refer to the cognitive learning strategies best suited for content (Maule, 

2001). 

Print- For the purpose of this study, print media refers to news stories 

specifically written for newspapers. The print medium used as a treatment in this 

study follows specific writing style and guidelines established for local and 

regional newspapers. The actual content was identical to the other medium 

presentation treatments (Davis, 2003a). 

Unaided Recall- For the purpose of this study, unaided recall is an 

immediate posttest measure. It results from the participants writing as much as 

possible about the second agricultural news story (Davis, 2003a). 

Video- For the purpose of this study, video refers to the video news 

release (VNR) consisting of scripting, footage and voice-overs that follow national 

agricultural daily television syndication. The content covered in this VNR served 

as the basis for the content in another medium (audio) (Davis. 2003a). 

Voting Behavior- For the purpose of this study, voting behavior refers to 

whether or not the individuals vote on a federal, state, and/or county/local 

election level. 

Limitations 

There are several limitations to this study that may restrict the 

generalization to a larger outside audience of the findings and results. However, 
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even with these limitations, the sample, medium content, and delivery method 

can potentially offer information advantageous to research. The following 

confines should be taken into consideration: 

1) In order to generalize to a chamber of commerce affiliate population, 

attaining a broad-spectrum sampling is needed. However, in experimental 

design, such a group is difficult to gather. A specific population of 

Lubbock Chamber of Commerce affiliates from surrounding areas were 

solicited for convenience. Therefore, one must exercise caution when 

generalizing to a larger population. 

2) The author will convey the tested media information concerning the 

economic impression of farm legislation with matter not specifically related 

to the economics of the Lubbock area. 

3) The four media outlets presented and consumed take place in a Lubbock 

Chamber of Commerce meeting room setting. This environment is not 

typical of normal news consumption for participants. A downfall of 

experimental design is the improper use of representative design. This is 

implicated when the real-life environments in which learning occurs and 

the natural characteristics of learners are not planned for in the 

experiment. 

4) The method of research for the study was a posttest-only, control-group 

design. Since no pretest administration occurs, the initial differences 

between experimental and control groups were not determined. 
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Significance of the Study 

To have a society that is agriculturally literate, agricultural communicators 

must provide information as relative and succinct as possible. Media could 

improve a learner's awareness of agricultural policy and voting behavior. 

Identifying the factors influencing consumers' decisions and knowledge base is 

critical for the success of those trying to reach an audience (Sohn & Leckenby, 

n.d.). Recommendations have been suggested by Boone, Miller, and Brown 

(1996) for agricultural communicators to continue researching media 

communication and improving information to educate their clientele. Many 

studies investigate the cognitive and psychological effects of mass media on the 

human race (Harris, 1999). This study takes into consideration prior theorists, 

researchers, and discipline experts concerning methodology and the proper 

philosophical application of various mass media delivery. 

However, relatively few studies similar to this measure cognitive recall or 

issue salience change when exposed to the various forms of media presentation 

(Boone. 1994), such as print, electronic text, video, and audio. News 

presentation media exert a significant influence on perceptions of current salient 

issues (Davis, 2003a). To deliver information to a target audience, the 

importance of understanding the media process and the presentation medium in 

which this occurs cannot be overemphasized. There are nearly limitless 

possibilities for medium presentation outlooks. There is a general absence of 

frameworks in this area; aligning cognitive processes for knowledge recall with 
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metacognitive strategies for learning and understanding with metadata for design 

elements of the presentation method involved. This absence makes it difficult to 

link specific media elements with any desired outcomes of salience or recall. 

Once recall patterns have been established, individual differences can then lead 

to further insight on metacognitive attributes (Maule, 2001). 

The data accumulated through this study will be used by agricultural 

communicators in the commercial industry to better organize campaign strategies 

and distribute agricultural literacy plans. Agriculturists interested in promoting 

their sector of livelihood must keep up with changes in culture, media, and 

technology, and tie all factors back to agriculture's continuing importance. 

Communicators seek to provide mediated instruction to target specific learning 

strategies of individuals; the use of a framework to help align the design 

elements determining presentation methods aids metacognitive factors along 

with the cognitive variables governing the subject matter presented (Maule, 

2001). This study's application will lead to new and more robust sets of media 

design principles for the most effective presentation medium and help to move 

the discipline forward. 

This information can also be used by agricultural representatives to help 

find the best medium to disseminate their information to their constituents. 

Voting behavior can be determined by the agenda setting factors that the mass 

media control. People can change their minds after reading an article printed in 

the paper or viewing a video news release on television. This study will help 
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determine which medium solicits the highest recall and perhaps affects their 

voting behavior. 

McLuhan, as cited by Munday (2003), sees media as the prime shaping 

agent of people's destiny, and insists that studying media is "imperative for 

cultures' very survival" (p. 8). 
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CHAPTER II 

REVIEW OF LITERATURE 

Introduction 

This review of literature provides a background of knowledge for the 

proposed research questions and hypotheses. The related literatures in the 

preceding topics summarize previous studies into relative organization of 

premises. The theoretical and conceptual framework of theories is described 

and how these topics tie in with agricultural communications, as well as the 

proposed media presentation variables used in this study. The underlying 

cognitive variables, which determine the basic categories of learning and 

intellectual processes (Maule, 2001), and media effects are also covered in the 

review. Because this study deals with cognition and affective responses based 

on a specific medium consumption, it is important to review these types of data. 

Replication Study 

This study is based off a previous research project by Davis (2003a). 

Davis (2003a) used the agenda-setting theory to compare mass media channels 

containing agricultural content and focused on the Hispanic/Latino population 

and the English and Spanish language. 

The research project used an experimental posttest-only control-group 

design to compare four English and Spanish presentation media: newspaper 
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print, electronic text, video news release, and radio news release. Participants 

were bilingual Hispanic/Latino attendees of the Texas Tech Raiders Rojos Back 

to School Fiesta (n=144). The participants were randomly assigned to one of 

eight treatment groups and a control group. The dependent measure included 

aided recall, unaided recall, and issue salience. 

Results indicated significant differences in aided recall between English 

newspaper print and English electronic text, Spanish newspaper print, and 

Spanish electronic text. A significant difference also occurred between English 

video news release and Spanish electronic text. Results indicated a strong 

correlation between aided and unaided recall. Although a change in issue 

salience was evident after content consumption, no significant differences 

existed between agricultural issue salience and media channel. Davis (2003a) 

suggested a replication be done on other ethnicities for a cross-cultural 

comparison. 

Media Presentation Research 

Media design principles, and their causal instructional strategies, have 

evolved over time and through many generations of media (Maule, 2001). Since 

the 1930's, many studies have investigated the different presentation modalities 

influencing recall and comprehension of instructional, educational, and 

informational narratives. People's relationship with the media is very profound. 

This is in part due to the fact that media meets some of the deepest 
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psychological needs naturally contributing to ongoing psychological development 

(Harris, 1999). Messages with high cognitive impact include hard news and 

documentaries. A high affective impact is elicited from messages from peak-time 

soap operas or mini-series, while low affective impact shows include situation 

comedies and action or adventure series (Gunter, Furnham, Beeson, 1997). In 

the past, when people have thought about the messages they consume, the 

concentration has been exclusively on the content rather than the medium 

presentation. 

The "medium is the message," a phrase coined by Marshall McLuhan, 

exemplifies the reversal of the traditional dominance of content over the medium 

(Munday, 2003). Media creates its own environments. These are useful to some 

messages and harmful to others; therefore, the medium is the main factor 

attracting the audience. This study focuses on the medium of various 

presentation channels with the message being agricultural news. The extent to 

which medium presentation influences individuals' perceptions may depend on 

whether or not the message concurs with the routine of their group (Perry, 1996). 

Personal interpretations lead to internal metaphors and correspond with cognitive 

variables and metacognitive attributes. Variations in the presentation medium 

may themselves be considered metacognitive attributes (Maule, 2001). 

One of the first mass media effect models to study media presentation 

was formulated in the 1920's. Contrived by Harold Lasswell, it is referred to as 

the Hypodermic Needle Model or Magic Bullet Theory (Perry, 1996). This 
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concept, based on a Freudian thought process, declares media presentations as 

an effective way of persuading audiences' perceptions and attitudes ("Effects 

Theory." 1999). The imagery of the hypodermic needle implies that information 

is "injected" into the brain by the media without processing, meaning the public is 

easily influenced by the media. 

The thought behind this model is that mass media influences people's 

thoughts and behaviors immediately and effectively without any interpretation or 

challenging of the data being received ("Effects Theory," 1999). Little thought 

was given to the fact that several people may respond differently to the same 

message in the same medium (Sparks, 2002). The hypodermic needle has 

captured the publics' attention at different stages in life declaring complete 

control is given to the media (Severin & Tankard, 2001; Underwood, 2003a). 

This model soon became synonymous with propaganda and frequent panics 

about media power, especially during World War I (Underwood, 2003a). It 

assumes a passive audience manipulated by the media, and is usually combined 

with a more precise relationship model between the medium and the individual 

(Wilson. 2003). 

Later findings suggest that information does not flow unmediated directly 

from a medium to a person's mind, but rather it is filtered and processed with 

previous thoughts and ideas and influenced by others (Wilson. 2003). Referred 

to as the Two-Step Flow Hypothesis, it implies the typical effects of mass media 
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are indirect (Perry, 1996). This limited-effects model of two-steps claims the 

derivatives of mass media are minor. 

The Two-Step Flow Hypothesis relies heavily on interpersonal relations 

and was developed after the Hypodermic Needle Model. "The researchers 

proposed that messages from the media first reach opinion leaders, who then 

pass on what they read or hear to associates or followers who look to them as 

influentials" (Severin & Tankard, 2001, p. 202). It is assumed that the opinion 

leaders are "active communicators" who, on a normal basis, enjoy passing on 

information to others (Sohn & Leckenby, n.d.). Another assumption is that the 

opinion leaders get their information from the media on a regular basis; however, 

this is not the first step in the two-step flow process. One of the problems with 

this hypothesis is how to verify opinion leaders. Individuals who see themselves 

as opinion leaders are sometimes not who people look to for advice (Severin & 

Tankard, 2001). News media are not the only source of information on issues of 

the publics' interest (Davis, 2003a). 

Neither of these previous theories, hypodermic needle or two-step flow, 

completely describes useful media effects theories. There are other limited 

effects generalizations and propaganda methods used in the 1920's and 1930's, 

which include name calling and card stacking. At one time they were considered 

effective, but to what extent and to what cost could not be determined (Bryant & 

Zillman. 2002). Technicalities of interactions between the presentation of media 
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and the individual arise when a theory is one-sided. The focused theory for this 

experiment lies somewhere in the middle on the spectrum. 

Agenda-Setting Theory 

The Agenda-Setting Theory covers a more complicated and dynamic 

process that is neither one-sided nor biased for this study. Thuring, 

Hannermann, and Haake (as cited by Maule, 2001) testify that the ability to 

control media options is important to reduce the cognitive clutter of additional and 

unnecessary effort. 

News stations and publications set the agenda simply by deciding what 

stories they will cover and those they will not publish at any given time. Media 

practitioners determine how much knowledge enhancement an issue receives. 

The media through which people hear of events and the presentation of a 

message is, in itself, mediated by those who run the corporations (Symes, 1995). 

"Researchers usually define the media agenda as consisting of a hierarchical 

ranking of issues, according to the amount and prominence of news coverage," 

(Perry, 1996, p. 73). Media attention toward stories is the most important factor 

involved in shaping the view of the public and their perception of the stories' 

relevance (Robinson, n.d.). Agenda-setting places major emphasis on 

communication between the media and the public. This model functions 

between interest groups and the media, the media and the public, and the public 
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and the government. Figure 2.) outlines the issue process in a democratic 

society. 

Issue 
Definition Interest Groups 

Media 
Agenda 
Building The Media 

Lobbying 
Media 

Inten/ention 
Grass-Roots 
Mobilization 

Policy 
Making 

The Government 

Public Agenda 
Setting 

Policy 
Agenda 
Setting 

The Public 

Central Route Peripheral Route 

Figure 2.1 Issue process in a democratic society. Adapted from Graber,1993. 

Agenda setting is deemed a key component of the modern democratic 

process (Davis, 2003a). One of the roles in a democratic society is to ostensibly 

provide the public with information to help them. Therefore, the question of how 

the media corporations decide what news stories are of importance becomes a 

matter of great eminence (Robinson, n.d.). 

Bonk, Griggs, and Tynes (1999) say that during the early appearance of 

an issue, the public may teeter between conflicting feelings or, as in most cases, 

have no feeling for the issue. The type of people you want to target for your 

issue are the ones without a deep feeling and therefore, can be persuaded to 

your views. The "opinion elite" are to be shied away from. "Knowing how to 

target the undecided is largely a product of understanding how people. 
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information, and events shape public opinion," (Bonk, Griggs, & Tynes, 1999, p. 

17). 

McCombs and Shaw (1972) attempted to explain the reasons people 

cognitively process and develop issue salience. They found that the high 

correlation between amounts of media coverage and issue importance had a 

great influence on mass media research. The Agenda-Setting Theory shifts the 

focus of inquisition away from the instantaneous effects of mass media to more 

of a long-term effect on cognition; or more plainly, agenda setting relies on the 

actual transfer of issues from the media to the public (Shaw, 1979). Shaw also 

concludes that agenda setting stems the formation of public opinion and the 

development of pros and cons of a particular social or political issue. This notion 

promotes a positive association between mass media and consumers of news 

issues. As cited by Althaus and Tweskbury (2002), numerous researchers have 

found the extent in which the mass media serves, is to stabilize the public by 

providing them with a seemingly shared experience, common symbolic anchors 

for organizing political life, or by representing a society to its patronages. 

Agenda Setting and Agricultural Communications 

Concerns are often raised as to which stories emphasize important issues 

when the mass media sets the agendas (Perry, 1996). Perry (1996) goes on to 

explain that many times it is the policy makers who seem to have the most 

influence on agenda. Viewers, listeners, and readers take in what is considered 
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"important" by the presentation medium. Agricultural communicators seek ways 

to convey the importance of agriculture to the public sector. An issue's 

importance can expand and shrink again as a result of a lucid and well-planned 

communication presentation (Bonk, Griggs, & Tynes, 1999). 

The less knowledgeable an individual is about the subject featured by the 

specific medium, the more susceptible they tend to be towards the media's 

outlook on the matter and the importance it is given (Althaus & Tewksbury, 

2002). Media coverage has the distinct tendency to direct its attention to the 

astounding news stories happening at the time and compact them into sound-bite 

or column length format (Hoban, 2002). This may result in omitted details and 

smaller stories being omitted all together for lack of time or space. The general 

public's knowledge, attitudes, and perceptions towards agriculture are seemingly 

on a down hill slope, with each generation moving a little farther away from the 

agrarian environment (Doerfert, 2003). As individuals with direct ties to 

agriculture decrease, so does the population of rural America (Davis, 2003a). 

Unfortunately, many people, especially in urban areas, do not understand how 

food is produced, or the financial complexities associated with farm legislation 

(Boone, Meisenbach, & Tucker, 2000). 

Much of the information people receive about risks from agriculture comes 

from the mass media. Televisions, newspapers, and magazines are among top 

information sources for food safety, the food system and the like. Mass media's 

innate ability to influence behavior, social change, and policy agenda render 
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them essential to any discussion concerning agricultural production (Doerfert, 

Akers, Haygood. & Kistler, 2003). 

Understanding the factors that influence the public is vital to helping 

agricultural communicators analyze the dynamics of how agricultural news is 

disseminated to various populations. It is important for agricultural 

communicators to close the literacy gap between the mass media's agenda and 

the need for agricultural understanding. 

Cognitive Effects of Agenda Setting 

Cognitive effects are supported by the Agenda-Setting Theory of media 

effects (Davis. 2003a). Understanding cognitive effects involves experiencing 

how people can learn new information from the mass media. Cognition is one of 

the major concerns of the learning sciences (Maule, 2001). Interpretation of the 

information received relates to each one's individual experiences (Symes, 1995). 

Different medium presentations stimulate different types of cognitive processing 

(Harris, 1999). These various interpretations form a cognitive base for learning 

variables and their corresponding metacognitive attributes (Maule, 2001). Harris 

(1999) states that for learning to occur someone must be exposed to the media, 

be capable of remembering the behavior, and then think about the behavior 

(cognitive rehearsal). Finally, the person must process the cognitive ability or 

motor skills, and form the motivation to perform the behavior. Because media 

presentation content usually contains little importing unless cognitive effects take 
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place, an integration of different contents more explicitly into the effects paradigm 

could increase the importing of the content (Perry, 1996). 

Imagery is important in cognitive operations, whether the images are 

developed by the mind or seen physically ("Learning Theories," 1996). The way 

people process information and learn new material is the most common way to 

classify cognitive effects research. 

Levels of cognition are described by Newcomb and Trefz (1987) as four 

tiers: remembering, processing, creating, and evaluating. These levels are 

broken down from the classification system developed by Bloom. Englehart, 

Furst, and Krathwohl (1956) which included six levels of behavior: knowledge, 

comprehension, application, analysis, synthesis, and evaluation. The differences 

in these levels range from the simplest to the most complex learning behaviors. 

Learners move through the lower levels to achieve the higher levels. 

Figure 2.2 outlines learning behaviors by making a comparison between 

the Newcomb-Trefz Model of Cognition and Bloom's Taxonomy of Educational 

Objectives in the Cognitive Domain. 
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Newcomb-Trefz Model . ^ Bloom's 
Taxonomy 

Remembering _• Knowledge 

^ Comprehension 

Processing 

Creating 

Application 

Analysis 

^ Synthesis 

Evaluating • Evaluating 

Figure 2.2 
Comparison of Newcomb-Trefz Model of Cognition and Bloom's 
Taxonomy of Educational Objectives in the Cognitive Domain 

Remembering, the first and most uncomplicated level, deals with 

memorization, recall, and identification of the facts. This may include recalling 

concrete examples and simple concepts such as definitions and dates. 

Understanding the information principles is not required or assumed. This level 

addresses the remembering of news that affects attitudes in the Agenda-Setting 

Theory and is the level most heavily focused on in this study. The number of 

new stimuli that can be held in the short-term memory is limited. The material 

needs to be transferred to more permanent memory storage for the long-term 

and requires cognitive rehearsal or the information will be lost (Gunter et al., 

1997). Retained information from remembering is then imported in as 
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knowledge. As mentioned before: this study deals with the lower cognitive level 

skills of remembering, which leads into the affective portion study of changing 

attitudes, which in turn can produce a change in behavior (see Figure 2.2). The 

Newcomb-Trefz model (1987) of cognitive domains goes along with the agenda-

setting assumptions in that the more information you receive and are able to 

retain as knowledge, the more likely you are to change your attitudes and 

therefore behavioral processes. Processing, the second lower level of 

cognition, allows the learner to internalize and comprehend the information that 

was remembered and make applications to real-life scenarios. Processing has 

an effect on voting behavior for this study. The issues the mass media puts on 

the news and that can be remembered by the viewer's are issues that could 

effect voting for a certain representative. This also entails the comprehension of 

meaning and intent of the material presented to facilitate understanding. This 

level addresses the issue salience of agenda setting. 

Creating is the third level of cognitive domains. This requires divergent 

thinking, analyzing the situation, and synthesis of the problem. An example of 

creating includes making alternative choices and conclusions for the 

development of a new product. 

Evaluating, the final and highest level of cognition, assumes that the 

learner can conceptualize a subject and make educated and rational judgments 

based on the information given. This is the final stage in trying to change 

attitudes. Evaluating is often associated with risk taking. It moves the student 
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into making judgments and/or solving critical analytical problems given the data 

or standards or a specific set of criterion (Newcomb & Trefz, 1987). 

All four levels of the Newcomb-Trefz Model deal with trying to change 

attitudes that ultimately effect behavior. There is too much complexity to 

associate one particular channel to cognitive gain, affective change, and overall 

behavior intent. Has news coverage of a certain representative changed the 

voting trend of any of the constituents when they cast their vote in an election? If 

so, what medium was most effective in this change? 

Figure 2.3 illustrates the Newcomb-Trefz model of cognition and how it 

ties in with affective attributes and behavior changes. 
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Figure 2.3 
Newcomb-Trefz Model of Cognition Leading into Attitude and Voting Behavior 
Changes (adapted from Newcomb & Trefz, 1987) 

Media Presentation Methods Used in this Study 

Print 

Print is a portable, solitary, and silent medium that promotes both 

individualism and uniformity (Evans, 1998). The invention of Gutenberg's 

printing press in the 15*̂  century created the ultimate "mechanized" culture 

(Munday, 2003). People became more literate (Evans, 1998). With it came the 

promotion of vernacular languages, and new information had a larger circulation 

area (Mukerji, 1997). Print increased governmental control by allowing the 

vernacular to be a mass media; it created a medium for the political realm that 
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was previously unknown (McLuhan, 1968). The implications of the printed world 

were vast; it became responsible for many changes of the European literacy, 

scientific, and artistic renaissance and factored in the Protestant Reformation 

(Einstein, 1979) because large quantities of work could be reproduced more 

rapidly. Finnegan (as cited by Evans, 1998), "so much that we think of as 

characteristic of the modern world...is built on the foundation provided by print as 

a medium of communication," (p. 1). 

Newspapers, even with technologies newest innovations, are considered 

the "media of elites" (Bonk, Griggs. & Tynes. 1999). They are important for 

public opinion leaders who want to provide in-depth coverage of their issue. 

Approximately 1,500 daily newspapers and 7,415 weekly newspapers are 

circulated throughout the U.S. This circulation encompasses 56.9 million 

readers. Although these numbers have dropped from the 1980's (Bonk, Griggs, 

& Tynes, 1999), newspapers remain a powerful force. 

In printed versions, individuals are able to construct their own images and 

meaning of the text in which they consume. Logical thought is better organized 

and has become more analytical as a consequence of the print culture (Postman, 

1986). Print superiority is further supported because of the results it affords in 

the cognitive processes (Gunter. Furnham, & Griffiths, 2000). The words are 

already decoded, or identified, for the reader; they do not form a word from a 

picture flashed on the television. Concrete words are easier to remember than 

imagery words because they elicit pictures that can then function as mediators to 
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the memory. Readers are self-paced and able to exercise more cognitive control 

over their information processing and easier facilitate the storage of information 

(Gunter et al.. 2000). Those who frequently discuss politics verbally seem to 

deem print as the most effective medium (Underwood, 2003b). The success of 

print assumes to be a result of the opportunities for deeper cognitive processing 

than either television or radio. Designs can be striking and yet intricate and pack 

much more impact than a Web page (Nielsen, 2000). Nielsen (2000) further 

compares the print and electronic text mediums, stating print is two- dimensional 

and pays much attention to layout because you can see the entire layout of a 

newspaper. Web design is simultaneously one-dimensional and N-dimensional 

(navigational) because you can only see the layout available from the browser 

and must scroll down to see the rest, thus moving previous text out of the 

viewable window. Print is immensely superior to the Web in terms of speed, 

type, and image quality, and the size of visible space (Nielsen, 2000). Previous 

studies show evidence on the relative recall effectiveness of print being a better 

medium than audio only and audiovisual modes of presentation (Davis, 2003a). 

Electronic Text 

Collins (1996) states about the Internet: "The bar for participation in the 

global information market has just been dramatically lowered," (p. 122). 

Approximately 605 million people world-wide had logged on to the Internet as of 

September 2002 (Nua Internet Surveys, 2004). Electronic text, available through 
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the Internet, is a medium utilized by private, commercial, and international users. 

Boone, Miller, and Brown (1996) state that a vast quantity of information is 

becoming accessible to citizens through new channels, such as the 

superhighway. Many newspaper companies are providing Internet editions, in 

hopes to keep the competitive edge television had in terms of immediate 

coverage (Bonk, Griggs, & Tynes, 1999). Bonk, Griggs, and Tynes (1999) also 

report that in 1996 there were 241 U.S. newspapers with Internet counterparts. 

By 1997, that number inflated into 521 sites, and the same kind of explosive 

growth is predicted throughout the next decade. 

"Electronic media not only restored the pre-literate 'tribal' balance of the 

sense, but also extroverted the human nervous system out into the world 

creating a planet-wide neural awareness," (Munday, 1996, p. 4). Rapid 

communication through the electronic media magnifies the speed of the senses 

(Symes, 1995). Through the Internet, individuals are linked together across the 

world just as quickly as if they were in the same town. This quick link, in turn, 

allows us to react to global agendas almost simultaneously with the rest of the 

world. The simultaneous communication between multiple individuals declares 

the Internet as a medium promoting an integrated global community (McLuhan & 

Fiore, 1968). An advantage of electronic text, according to Marshall and 

Shipman (1995), is it enables designers to present content in different contexts, 

and Nielsen (2000) states that "doing" (the movement of scrolling) makes a 

stronger emotional impact that just seeing alone. 
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On the other hand, since online communication is very specialized 

according to the individual, some feel this new technology may allow people to 

create information environments that are too personalized, ultimately separating 

or shutting themselves off from the larger, more general, information bases of the 

public society's agenda (Althaus & Tewksbury, 2002). 

Sparks (2002) states that with the rapid advancement of new online 

technology, one thing is for sure: it encourages "traditional media-effects 

scholars to ask new questions and design new research paradigms," (p. 186). 

Audio 

Oral speech is one of the oldest forms of communication. Although the 

invention of the printing press revolutionized the world and conveyed spoken 

messages, it did not replace oral interpretations (Evans, 1998). In the late 

1880's, Heinrich Rudolph Hertz demonstrated that energy could be sent through 

the air without the use of wires. The radio era began, and by World War I, there 

were 9,000 radio transmitters in operation (Davis, 2003b). 

Through tapping into a listener's imagination, radio is a medium of the 

mind. Messages in this form are better for notifying, reminding, or telling 

uncomplicated stories that can be easily remembered (Davis. 2003b). 

A prime example of the medium of the mind is Orson Welles and his 

Mercury Theater on the Air radio broadcast of War of the Worlds. "If there was 

any doubt about the potential of radio to influence people quickly and in large 

37 



numbers, those doubts ended on the night of October 30, 1938," (Sparks, 2002, 

p. 45). As six million listeners tuned in that night, they listened to a classical 

music broadcast show suddenly interrupted by what they thought was an 

emergency notice of atmospheric disturbance reported over Nova Scotia. The 

classical music, with continuous interruptions, continued on for an hour. By the 

end of the classical music program, the atmospheric disturbance was reported as 

an alien invasion. People went into panic (Sparks, 2002), fleeing town by 

roadway and jamming phone lines to call loved ones. The reason many listeners 

immediately took action is because most people of the time viewed radio as a 

primary news medium; the format of the show with the interruptions only made it 

more believable. 

Relevant studies prove radio conditions elicit a significantly lower recall 

level when compared to print and television (Facorro & DeFleur, 1993). In the 

study by Facorro and DeFleur (1993), the researchers state this may be because 

of the fact that when listening to radio news, full attention is rarely devoted to just 

the broadcast. People listen to radio news while doing domestic chores, driving 

a car, or exercising. These environmental distractions, referred to as factors of 

contextual interferences, and the like, tend to impede the cognitive learning 

processes, thus lowering the recall level. In a study conducted by Davis (2003a), 

the Hispanic/Latino participants revealed a higher mean recall score in Spanish 

audio, as compared to the English audio and English electronic text as well as 

the Spanish print and Spanish electronic text. Therefore, the low recall could be 

38 



linked to cultural differences. However, it should be noted this difference is not 

statistically significant. 

Video 

Television is considered to be a socializing agent for the nation (Owen & 

Karrh, 1996). Pictures are able to present a great deal of information in a short 

time period (Gunter et al., 2000). With the United States' astronaut Neil 

Armstrong's moon-landing, a definite image of the world captured its audience 

and suggested a connection between individuals and their international 

counterparts (Symes, 1995). Franklin Delano Roosevelt was the first head of 

state to appear on television. For the first time in history, people felt a connection 

with the President of the United States, just by seeing his face. By 1952, 

television became a crucial tool in presidential elections (Davis, 2003c). 

Developed in 1929, the kinescope was the first form of television. This 

picture tube led to NBC installing an antenna on top of the Empire State Building 

in 1931. The television industry boomed, and in 1946 8,000 televisions were 

sold to the public sector. In a matter of five years this number skyrocketed to 37 

million. 

Studies have shown recall is enhanced by presenting information using 

both visual and verbal forms ("Learning Theories." 1996). This is especially true 

with individuals who do not keep up with political issues on an everyday basis; 

the television takes the place of newspapers (Underwood, 2003b). With the 
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introduction of the television, along came a fear of its effects on the public. 

Postman (1986) argues that the television has had a negative effect on culture as 

a whole because it destroys the logical thought process, which was emphasized 

by print, and rather promotes incoherence and triviality. 

However, television has also been acknowledged as a surpassing agent in 

its ability to attract the attention of younger viewers. Children have shown to 

consistently remember news better from television than from print (Gunter et al., 

2000). This could be, in part, due to the limited vocabulary of children; therefore, 

making some concepts better comprehended by pictures than through words 

alone. Television also is considered more of an entertainment medium, while 

print is more of a learning activity. Redundant pictures aid in pictorial information 

processing and the iconic symbol system; whereas, print and the linguistic 

symbol system adhere to the rules of discrete syntax. "It is easier to generate 

images in response to pictures than in response to words. Television is a 

pictorially based medium that can short circuit the process of image generation," 

(Gunteretal.,2000, p. 97). 

In a project conducted by Owen and Karrh (1996) dealing with video news 

releases, it was found that people give more credibility to these types of releases, 

as compared to a standard news broadcast, "The video news release is one of 

the fastest-growing—and most often debated—public relations tools," (Owen & 

Karrh, 1996, p. 369). The level of credibility gives a deeper understanding to the 
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higher level of recall of the video news release over its similar television 

broadcast counterparts. 

Summary 

Attention is a limited commodity and therefore if the messages are 

different, the informational capacity could be overloaded and much data lost in 

the progression. More presentation media cause audience fragmentation 

because of information overload during the dissemination of information. To 

those wanting to get a coherent message out to the public and possibly spending 

vast sums of money to reach a specific audience, it is important for the sender to 

know if their message is not only being attended but taken in (Gunter, Furnham, 

& Beeson, 1997). 

In this review of literature, the fundamental purpose was to provide an 

overview of the pertinent data related to this study for the hypotheses and 

research questions formulated. This review also provided a theoretical 

perspective and foundation for the research questions. As a result of this 

assessment, several generalizations have been made. 

Comparisons of cognitive effects resulting from the four media 

presentations of print, electronic text, audio, and video provided the following 

conclusions. In general, adult populations' recall was much higher when 

information is consumed via the print medium. On the other hand, children's 
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recall with television had higher results. Radio was found to have the lowest 

recall outcome than the other three mediums. 

42 



CHAPTER III 

METHODOLOGY 

Context of the Study 

Participants of this study were solicited at Lubbock Chamber of 

Commerce meetings held by different chamber staff. The Lubbock Chamber of 

Commerce was chosen as a result of reciprocity. The College of Agricultural 

Sciences and Natural Resources at Texas Tech University aid the chamber in 

statistical analysis for various events. The participants were assigned to a 

medium to consume depending on which meeting they attended and availability 

of technology at the meeting location. 

Before the treatments the process was orally explained, subjects were 

asked to read a letter of explanation of the study and sign at the bottom signifying 

they understood the processes and their rights as a participant as part of a 

Human Subjects consent form (Appendix D). They were then asked to fill out a 

demographic information sheet. The questions for the demographic information 

sheet asked the following: sex, age, race, highest education level completed, 

marital status, number of children, business/occupation and voting behavior on a 

federal, state, and local/county level. The next section consisted of fill-in-the-

blank questions asking the number of hours the subjects spent consuming news 

in each of the four medium being tested. 
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The subjects then watched, listened, or read the news medium of their 

corresponding setting; the control group proceeded to the aided recall section of 

the questionnaire; they did not consume any of the four media for this study. 

This medium presentation consisted of three news stories, in which all news 

media provided the exact same content. The story of interest dealt with the 

impact and importance of government subsidies for agriculture. This story fell in 

between two "dummy" stories involving current events, not dealing with 

agricultural issues; one reporting on the rising cost of gas and its effects on the 

travel industry, and the other covering the increase in prescription drug prices. 

Immediately following the treatment, individual responses regarding the 

social, economic, and political issue salience were recorded by asking the 

participants to list the five most important news issues of today in order of 

importance from their personal viewpoint. Participants were also individually 

tested on their recall levels to determine the level cognition through a posttest of 

unaided and aided recall questions from their respective presentation group 

medium. The unaided recall was stated as an open-ended question asking the 

participants to list as much as possible on the second agricultural news story as 

possible. The aided recall was established through a 12 question multiple choice 

test over the second agricultural story. Only content pertaining to the second 

news story, the government subsidies for agriculture, were asked to be recalled 

on the unaided portion and in the questions on the aided recall portion of the 

questionnaire. 
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The control group participants were asked to complete the demographic 

portion of the questionnaire and the issue salience and proceed to the aided 

recall portion of the questionnaire even though they had not received a 

treatment. The unaided recall portion of the questionnaire was marked through 

and the participants did not fill this portion of the questionnaire out. 

A delayed recall was also measured. Another mailing, sent out asking 

participants to fill out the same posttest instrument used in the study, was 

conducted approximately two weeks after the media presentation surveys. 

However, a low response rate and unequal treatment representation voided the 

delayed recall portion of the study; only 25 participants returned the delayed 

recall questionnaire. 

Figure 3.1 offers a visual representation to the CR-9 design. 
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text), C = control group 

Figure 3.1 
Gall, Borg, & Gall (1996) posttest-only control-group, randomized subject design 

Research Design 

The characteristics of an experimental design, according to Gall, Borg & 

Gall (1996), are: 1) manipulated variables, 2) a compsrison group, snd 3) the 

incorporation of random assignment. To have all the following, this study 

employed a posttest-only control group with randomized subject design and 

multiple conditions. A pretest is not in the administration process. This plan was 

designed so the subjects would not affect the extemal validity, mainly pretest 

sensitization, of the experiment. 

The independent variable in this experiment was the four different media 

presentations. The qualitative, independent variable consisted of the five 

tre3tment levels of different types (print, electronic text, video, 3nd audio 
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presentation media, and the control group). The dependent variables measured 

in this study comprised of issue salience, unaided recall, and aided recall. 

Eliminating extraneous variables in experimental design is one of the most 

difficult tasks in maintaining internal validity. Gall et al. (1996) defines internal 

validity as "the extent to which extraneous variables have been controlled by the 

researcher, so that any observed effects can be attributed solely to the treatment 

variable," (p.467). Extraneous variables can affect the outcome of the posttest. 

Controlling and limiting the effects of extraneous variables in this 

experiment so that the results are not from unrecognized phenomena, provides 

strong evidence supporting the independent variable, which was the four media 

presentation channels. When subjects realize they are part of a study, their 

behavior may change. This external validity threat, referred to by Gall et al. 

(1996), is the Hawthorne effect. The participants were not told the study was 

being conducted by Texas Tech University's Department of Agricultural 

Education and Communications. 

Table 3.1 outlines proposed threats to internal and external validity in 

experimental design (Gall et al., 1996). Prevention methods for the threat to 

internal and external validity for the study also are outlined in Table 3.1 
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Table 3.1 
Proposed threats to internal and external validity in experimental design (Gall et 
al., 1996) and prevention methods. 

Internal Validity 
History 

Maturation 

Testing 

Differential 
Selection 
Experimental 
Mortality 
Treatment Diffusion 
Compensatory 
Rivalry 

External Validity 
Hawthorne Effect 

Experimenter Effect 

Pretest 
Sensitization 
Posttest 
Sensitization 

Control 
Because an immediate measure was used, a time period 
did not exist 
The target population was adult Lubbock Chamber of 
Commerce affililiates news consumers; therefore, 
physical or psychological changes are not as common as 
occurrences in adolescents or children. 
This design uses no pretest; therefore, participants did 
not become "test-wise". 
Random assignment of participants to treatment and 
control groups was used. 
Participant solicitation and data collection was conducted 
at the same time. 
Participants were only aware of their assigned treatment. 
Participants were only aware of their assigned treatment. 

' V ' . - - • • • , ' • . • • , . ' • ' . , f i 

Control 
The participants were not aware of the research 
hypotheses. 
The treatments were actual media, eliminating any 
differences that would occur among human 
presentations. 
A pretest was not administered. 

Only one posttest was used in the analysis 

Population and Sample 

The population consisted of Lubbock Chamber of Commerce affiliates 

living in Lubbock or surrounding communities that attended chamber meetings. 

A sample (n=60) was selected from this population from meetings held by the 

Lubbock Chamber of Commerce. This number (n=60) is derived from multiplying 
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five, the number of presentation mediums and the control group, by 12, the 

number of participants that were used for each group. This recommendation 

comes from Davis (2003a), and is supported by Tang's chart (Kirk, 1995, p. 814). 

In Davis' aided recall analysis, an observed power of .91 was reported. Tang's 

chart (Kirk, 1995, p. 814) recommends a treatment size of 12 for replication. 

Davis' (2003a) study was similar and evaluated the Hispanic/Latino population of 

West Texas. This study only tested Caucasian Lubbock Chamber of Commerce 

affiliates from West Texas for a cross cultural comparison and representation. 

All of the participants were given a Human Subjects consent form (Appendix D) 

during the initial demographic data collection period; it was included at the 

bottom of the letter of introduction. The participants were asked to sign a letter of 

understanding before beginning the questionnaire (Appendix D). The consent 

information was also orally explained by the author prior to the participants 

reading the letter as were the directions for completing each section of the 

questionnaire. Not all adults solicited were required to take part in the study, it 

was a voluntary basis. The participants were allowed to leave at any time during 

the study without repercussions. The four presentation media treatments and the 

control group were administered accordingly. Gall et al. (1996) stated that one of 

the problems with random assignment is procedures can result in unequal 

treatment groups. Therefore, all treatment groups, and the control function, were 

equal in number (n=12). If nonequivalent groups would have occurred, they 

would not have been reported in the results. 
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Data Collection 

Data collection took place at the varied committee meetings held by the 

Lubbock Chamber of Commerce staff members during the dates of July 8, 2004 

through August 30, 2004. Participants were solicited after their meeting was 

over. The study took place in a boardroom, classroom, or lecture hall setting, 

depending on which meeting was attended. Table 3.2 depicts the seven 

meetings used for data collection. All of the meetings were held in Lubbock, 

Texas. 

Table 3.2 
Chamber of Commerce meetings attended for data collection and total of 
participants solicited at each. 

Date 

Julys, 
2004 
July 15, 
2004 
July 16, 
2004 
July 22, 
2004 

August 
4, 2004 

August 
17,2004 

August 
30, 2004 

Treatment 

3 Television 

2 Television 

9 Print 

7 Television 
3 Print 
12 Audio 
5 Electronic 
Text 
3 Electronic 
Text 
9 Control 
2 Electronic 
Text 
1 Control 
2 Electronic 
Text 
2 Control 

Location 

Board Room* 

Board Room* 

Classroom* 

USDA Research 
Station 

Board Room* 

Board Room* 

Board Room* 

Time 

10:00 
a.m. 
8:00 
a.m. 
3:00 
p.m. 
9:00 
a.m. 

11:00 
a.m. 

10:00 
a.m. 

10:00 
a.m. 

Duration 

1 hour 

1 hour 

2 hours 

3 hours 

1 hour 

1 hour 

30 
minutes 

Participants 

3 

2 

9 

27 

12 

3 

4 

*Lubbock Chamber of Commerce 
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The treatment rooms were equipped with necessary paraphernalia for 

each specific medium: print, electronic text, audio, and video. Subjects who 

agreed to participate attended their meeting with a specific treatment based on 

assignment. Assignment of the media treatments were based on convenience 

according to availability of technology at the site and group size. The treatments 

were administered at the maximum convenience to the participant, by being 

conducted in a timely manner and having the treatment already set up when the 

demographic information was completed. Participants were not paid, and they 

volunteered to stay after their meetings as a courtesy to the chamber and 

researcher. When the meeting was over, the subjects who agreed to participate 

remained in the treatment room. Demographic information and time spent 

consuming each medium were recorded, and then one of the four treatments 

began; the control group proceeded to the aided recall portion of the 

questionnaire. Participants followed through with their specific treatment 

presentation and were tested on issue salience, unaided recall, and aided recall. 

The questionnaire ended by asking for the participant's contact informafion so a 

follow-up questionnaire of aided recall questions and issue salience could be 

sent. 

All four presentation media had uniform subject matter. A news story fitled 

"Government Agricultural Subsidies Good for All" distributed by Texas A&M, 

interviewing Dr. Carl Anderson, agricultural economist was presented in the pre

determined presentation media formats. Current events news stories preceded 
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and followed the agricultural policy story; they were all of comparable length. 

The first story was on the increase in price for prescripfion drugs, and the third 

news story dealt with travel and the rising cost of gasoline prices across the 

nafion. 

Instrumentation 

The measurement and treatment instruments, tested for face and content 

validity, was constructed and evaluated by experts in mass media. A journalist 

from the Lubbock Avalanche-Journal helped write the print instrument and aid in 

treatment development (Appendix A). This version was also placed in html 

format for the electronic text treatment (Appendix B). The audio-only track was 

used from the video news release for the audio portion of the treatment 

(Appendix C). 

Demographic variables, obtained prior to treatment, include sex, age, 

race, highest educafion level completed, marital status, number of children, 

business/occupafion, and voting behavior. They were also asked to record how 

many hours they spent per week consuming the four presentafion media of print, 

electronic text, video, and audio (Appendix D). 

The posttest in this study, given immediately after the treatments, was 

made up of three secfions. First, the participants were asked to list the five most 

important social, economic and/or polifical issues of today after the treatment. 

This instrument component provided an understanding of social, economic, and 
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political issue salience among the involved subjects. Secondly, subjects were 

asked to list and describe factual elements of the second agricultural news story 

presented in their disfinct media groups, recalling as much as possible on what 

they remembered about the agricultural news story. This instrument quesfion 

measured unaided recall (Appendix D). The aided recall portion of the test 

followed and included a short mulfiple-choice examinafion. This aided recall 

component asked each participant 12 content questions from the second 

agricultural policy story dealing with government agricultural subsidies (Appendix 

D). All quesfions were lower-level thinking (remembering or processing) 

according to the Newcomb-Trefz Model of Cognition presented in the framework 

and literature review. 

Administrafion of a pilot test for the mulfiple-choice test verifies internal 

consistency. This instrument was given to a similar populafion not included the 

sample. The similar population included 21 faculty and staff in the graduate 

school at Texas Tech University. The ethnic makeup of all the participants was 

Caucasian for this study. The Kuder-Richardson-20 yielded an alpha level of 

0.69 for the pilot test. The reliability of the aided recall test was measured by the 

Kuder-Richardson-20 (KR-20) formula for mulfiple-choice exams, after the 

posttest were filled out. This reliability was recorded at 0.72 and deemed 

acceptable for this study. 

Stafistical reliability tests were not administered for the two portions of 

issue salience and unaided recall secfions of the instrument. These were 
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analyzed qualitatively. Strict data analysis procedures, discussed in the next 

section, were employed to ensure instrument reliability for issue salience and 

unaided recall. 

For the unaided portion of the experiment, all true statements recorded in 

the description were scored as a +1. Untrue statements recorded in the 

descripfion were scored as a 1. The true and untrue points were summed up for 

each statement pertaining to the agricultural news story. Taking the number of 

points in the individual story attains a mean recall percentage for the agricultural 

news story, and helps assume equal recall. 

Asking participants to list the five most important social, economic, and 

political issues of today provides an issue salience base. These responses were 

qualitafively analyzed. Code assignments to any responses relevant to 

agriculture or natural resources correlate with their rank in the five spots 

provided. Trochim (2002) states reversal items, such as these, need to have a 

reverse response value for each response listed before summing them for the 

total. The responses were weighted as follows: listed 1̂ *= coded 5, listed 2"^ = 

coded 4, listed 3'"̂  = coded 3, listed 4*̂  = coded 2, listed 5*̂  = coded 1. 

The story of interest in the presentafion media of this study encompassed 

an agricultural policy news story, preceded and followed by two dummy current 

events stories. The agricultural story interviewed Texas Cooperafive Extension 

Economist, Dr. Carl Anderson, and oufiines the importance of government 

subsidies in producfion agriculture. 
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The following four presentation mediums covered during this experiment 

are: print, electronic text, audio, and video. 

Data Analvsis 

All demographic and posttest measures were documented from the 

instruments provided; the questionnaire was developed by the researcher and 

adapted from Davis (2003a). The issue salience and unaided recall portion of 

the experiment were investigated using the content analysis outlined in Berg 

(2001). The aided recall portion, a 12 question mulfiple-choice test, was 

recorded as means from each medium. The quantified data was used in 

stafisfical procedures. 

Windows SPSS® was used to analyze the data. Frequencies, 

percentages, means, standard deviations, standard error, confidence intervals, 

and any other means necessary were employed for the analyzing and 

presentafion of the descripfive data. 

Analysis of variance (ANOVA) was the underlying statisfical procedure for 

this study. Using ANOVA over a t test moderates the probability of a Type I error 

when comparing mulfiple means. 
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CHAPTER IV 

FINDINGS AND RESULTS 

Introducfion 

The purpose of this study was to determine if any measurable difference 

in unaided and aided recall, or if any measurable difference in agricultural policy 

salience, resulted from various forms of mass media presented to affiliates of the 

Lubbock Chamber of Commerce. Solicited participants were studied in order to 

determine if significant differences existed between those consuming agricultural 

policy news through the following media: print, electronic text, video, and audio. 

There was also a control group who did not consume any type of the previous 

media. 

Chapter three describes the study's methodology used in this mixed-

methods experimental study. The context of the study, representative sample, 

data collecfion, instrumentation, media content, media treatments, and data 

analyses were discussed. Chapter IV represents the findings and results of the 

data analysis generated from the sample. 

The following research hypotheses were tested: 

1) Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit stafisfical 

differences in aided recall of agricultural policy news. 
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2) Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit statisfical 

differences in unaided recall of agricultural policy news. 

3) Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit statisfical 

differences in issue salience when given a news story dealing specifically 

on agricultural policy news. 

4) There are relafionships among the medium, unaided recall, aided recall, 

and issue salience among Lubbock Chamber of Commerce affiliates when 

consuming agricultural policy news. 

5) There is a linear relafionship between vofing behavior and age among the 

Lubbock Chamber of Commerce affiliates. 

6) There is a linear relafionship between voting behavior and educafion level 

among the Lubbock Chamber of Commerce affiliates. 

7) There is a linear relafionship between voting behavior and marital status 

among the Lubbock Chamber of Commerce affiliates. 

8) There is a linear relafionship among vofing behavior and number of 

children among the Lubbock Chamber of Commerce affiliates. 

Descriptive Analysis Results 

Descriptive data was collected and included sex, age, highest educafion 

level completed, marital status, number of children, business/occupafion, and 
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vofing behavior. Participants were also asked to record how many hours they 

spent consuming the four presentafion media of print, electronic text, video, and 

audio, unaided recall scores, aided recall scores, and issue salience reports. 

Participants were solicited and selected from a Caucasian populafion of 

Lubbock Chamber of Commerce affiliates, meaning they could reside in other 

areas of West Texas, Davis (2003a) recommended ethnic groups other the 

Hispanic/Latino population, such as Caucasians, be studied for cross-cultural 

comparison. This sample was selected from attendees who were present at 

various meefings and who agreed to participate. Participants were allowed to 

discontinue participafion at any fime without any repercussions from Texas Tech 

University or the Department of Agricultural Education and Communicafions. 

The sample consisted of 60 (n=60) adult Caucasians of various West Texas 

areas who were affiliated with the Lubbock Chamber of Commerce. Of the 

participants, 41 (68.3%) were female, and 19 (31.7%) were male. The average 

age of the participants was 40.3 (SD=12.3); 21 was the youngest age recorded 

and 65 was the oldest age in the study. The median age of the participants was 

39. Single participants comprised 11.7% (seven) of the sample, 83.3% (50) were 

married, and 5% (three) were divorced. There were zero participants who were 

widowed. Tables 4.1 and 4.2 provide further informafion on these descripfive 

variables. 
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Table 4.1 
Age reported by participants 

M SD Low 
40.3 12.3 21 

High 
65 

Median 
39 

n=60 

Table 4.2 
Marital status reported by participants 

Marital Status n 
Single 7 
Married 50 
Divorced 3 
Total 60 

Percent 
11.7% 
83.3% 

5.0% 
100.0% 

The education level of the participants varied from some high school to 

graduate and professional degrees. The majority of the participants had a 

bachelor's degree (66.7%). Four participants indicated they had some college, 

while 16 reported a graduate or professional degree. Zero participants indicated 

they just had some high school, high school graduate or equivalent (GED). 

associate degree in college or in the category labeled "other (please specify)." 

Figure 4.1 displays the education level of the participants. 
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Figure 4.1 
Education level of participants* 
*The figures are reported in percentages from respondent total. 

The number of children reported by the participants ranged from zero to 

four children. Twenty-five (41.7%) of the participants had two children followed 

by 16 (26.7%) with zero children. Of the participants, two (3.3%) reported having 

four children. The number of children indicated by the participants is further 

oufiined in Table 4.3. 
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Table 4.3 
Number of children reported by participants 

Number of Children Frequency Percent 
0 16 26.7 
1 6 10.0 
2 25 41.7 
3 11 18.3 
4 2 3.3 
Total 60 100.0 

Voting behavior on a federal, state, or local/county level was also recorded 

by psrticipants. Fifty three (88.3%) psrticipants voted in the 2000 presidential 

elections. Fifty (83.3%) p3rticip3nts voted in the 2002 federal elections, and 54 

(90%) plan on voting in the 2004 federal elections. These questions were 

answered on a yes or no basis only. On a Likert-type scale, the following 

statements were given: I participate in state elections, and I participate in 

local/county elections. Forty-two (70%) of the participants recorded they always 

vote in state election; 14 (23.3%) recorded they sometimes vote in state 

elections, and four (6.7%) never vote in state elections. In terms of local and 

county elections, this study recorded 39 (65%) of the participants always vote 

locally or on a county level, 16 (26.7%) sometimes vote in local or county 

elections, one (1.7%) person rarely votes on the local and county level, and four 

(6.7%) participants never vote in local or county elections. Tables 4.4 and 4.5 

give a detailed account of the recorded voting behaviors for this study. 
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Table 4.4 
Voting behavior recorded with yes" or "no" responses 

Questions: 

Did you vote in the 2000 
presidential election? 
Did you vote in the 2002 
federal election? 
Are you voting in the 
upcoming 2004 federal 
elections? 

Ye 

n 

53 

50 

54 

s 

Percent 

88.3% 

83.3% 

90.0% 

No 

n 

7 

10 

6 

Percent 

11.7% 

16.7% 

10.0% 

Table 4.5 
Voting behavior recorded with "always," "sometimes," rarely," and "never"' 
responses 

Quesfions: 

1 participate 
in state 
elecfions 
1 participate 
in 
local/county 
elections 

Always 

n 

42 

39 

Percent 

70.0% 

65.0% 

Somefimes 

n 

14 

16 

Percent 

23.3% 

26.7% 

Rarely 

n 

0 

1 

Percent 

0.0% 

1.7% 

Never 

n 

4 

4 

Percent 

6.7% 

6.7% 

The media consumption of the analysis reported an average video 

(television) viewing of 11.7 (SD=8.0) hours per week for participants. The audio, 

or radio medium followed with 10.3 (SD=13.5) hours listened to per week; 

electronic text (Internet) ranked third with 7.3 (SD= 8.3) hours per week surfing 
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the net to consume news, and phnt (newspaper or magazine) usage of 5.1 

(SD=4.7) hours per week for the participants was the lowest for consuming news 

related information. Table 4.6 further describes the media use and consumpfion 

by the participants. 

Table 4.6 
Media use and consumption reported by participants. Hours per week. 

Media 
Print (newspapers and 
magazines) 

Internet (electronic text) 
Radio (audio) 
Television (video) 

60 

60 
60 
60 

n 
5.1 

7.3 
10.3 
11.7 

M 
4.7 

8.3 
13.5 
8.0 

SD 

Print (newspaper or magazine) produced the highest average aided recall 

of 0.77 (SD=0.11) of the media studied. This medium was followed by video 

(television) with an average of 0.64 (SD=0.18) recall. The lowest recall of the 

four media treatment groups resulted from the electronic text (Internet) with an 

average of 0.52 (SD=0.20). Table 4.7 reports mean scores, standard deviafions, 

standard error, and confidence intervals (lower and upper bound) for each 

treatment group and the control treatment group. 
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Table 4.7 
Summary of aided recall for treatment groups 

Treatment 
Print (newspspers 3nd 
magazines) 

Internet (electronic text) 
Radio (audio) 
Television (video) 
Control 

M 
.77 

.52 

.60 

.64 

.28 

SD 
.11 

.20 

.15 

.18 

.12 

SE 
.03 

.06 

.04 

.05 

.03 

95% Confidence 
Interval for M 

Lower 
.70 

.39 

.50 

.53 

.20 

Upper 
.84 

.65 

.70 

.75 

.35 
SE - Standard Error 

The unaided recall portion of the instrument used content analysis to code 

the data. All true points listed in the descripfion were scored as a +1. Untrue 

statements were scored as a - 1 . The true and false points were summed 

together for the score pertaining to the second agricultural news story. Given the 

number of true and false points in the individual stories, the mean recall 

percentages for each story were consistent; therefore, equal recall from each 

story can be assumed. 

Video revealed the highest average of unaided recall at 4.17 (SD=2.98). 

The lowest unaided recall score occurred in the audio treatment group with an 

average score of 3.08 (SD=2.27). Table 4.8 provides data for each of the four 

treatment groups involved in the research. 
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Table 4.8 
Summary of unaided recall for treatment groups 

Treatment M SD SE 
.85 

.74 

.66 

.86 

95% Confidence 

Lower 

1.64 
2.27 

Interval 
Upper 

2.12 
5.88 

1.95 
5.22 
4.53 
6.06 

Print (newspapers and 4.00 2.95 
magazines) 

Internet (electronic text) 3.58 2.57 
Radio (audio) 3,08 2.27 
Television (video) 4.17 2.98 
Control 0.00 0.00 

SE - Standard Error 

In the issue salience portion of the measurement, participants were asked 

to list the five most important social and political issues of today in their personal 

opinion. These responses were qualitafively analyzed. The researcher coded 

any issue related to agriculture or natural resources. The responses were 

weighted as follows, depending on the order in which the agricultural or natural 

resource issue was listed: listed 1'* = coded 5. listed 2"^ = coded 4, listed 3̂ ^ = 

coded 3, listed 4*̂  = coded 2. listed 5*̂  = coded 1 (Trochim, 2002). 

In the issue salience portion of the measurement, agriculture, or 

agriculture and natural resources related issues were listed by 18 (30%) of the 

participants. Responses resembled current issues consisted with current mass 

media coverage from the summer of 2004. Table 4.9 provides the responses of 

those participants lisfing agriculture in the issue salience portion of the 

quesfionnaire. 
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Table 4.9 
Participant responses to issue salience. Only those listing agriculture issues are 
listed 
p 
6 
9 

11 

12 

15 
16 
17 
22 
29 
33 

34 

35 

36 

39 
40 
45 
48 

51 

1'* lisfing 
National Security 
National Security 

Healthcare 

Healthcare 

Healthcare 
War in Iraq 
Farm prices 

Terrorist 
Economy 

War in Iraq 

Rx Prices 

Ag. Subsidies 

National Security 

Healthcare 
War in Iraq 
War in Iraq 
Presidential 

elections 
Presidential 

Elections 

2"' lisfing 
Education 
Healthcare 
Homeland 
Security 

Education 

Terrorist 
Farm prices 
Rx prices 

Healthcare 
War in Iraq 
Economy 

Farmers 
Compensation 
Cost of crop 
production 
Healthcare 

Agriculture 
Terrorist 
Economy 

War in Iraq 

War in Iraq 

3 '̂ lisfing 
Healthcare 

Food Supply 
Economy 

Natural 
Resources 

Cost of food 
World peace 

Security 
Cost of food 
Healthcare 

Food 
Production 

Travel worries 

Rx Prices 

Education cost 

Environment 
Rx Prices 

Healthcare 
World Peace 

Ag. Issues 

4̂ ^ listing 
Economy 

Employment 
Agriculture 

National Security 

Cost of gas 
Family 

Cost of gas 
Farmers 
Farm bill 
Terrorist 

— 

Terrorist 

Support for farms 

Safety 
Agriculture 

Ag. Subsidies 
Poverty 

Cost of gas 

5 '̂ listing 
Agriculture 
Economy 
Natural 

Resources 
Society 

Travel worries 
— 

Vacationing 
War in Iraq 
Insurance 
Education 

— 

Cost of gas 

Foreign 
dependence 
Recreation 
Cost of gas 
Cost of gas 

Hunger 

Violence 

Sc 
1 
3 
3 

3 

3 
4 
5 
5 
2 
3 

4 

9 

2 

7 
2 
2 
1 

3 

P=Participant Number 

Principal Research Focus 

The primary focus of this study was to determine if any measurable 

difference in unaided and aided recall, or if any measurable difference in 

agricultural policy salience, resulted from various forms of mass media presented 

to the Lubbock Chamber of Commerce affiliates from surrounding areas of West 

Texas. This study focused on media channel and content effects on aided recall, 

unaided recall, and social and polifical issue salience. The Agenda-Setfing 
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Theory offers implications for the use of various media channels and content as it 

relates to the affecfive associafion with polifical and social issues, see Figure 2.2 

(Bryant & Zillman, 2002). The questions given in this research study were all 

lower-level cognitive thinking skills as categorized by the Newcomb-Trefz Model, 

see Figure 2.1. 

Research Null Hypothesis One 

HQI : Lubbock Chamber of Commerce affiliates in the media presentafion groups 

of print, electronic text, video, and audio will exhibit no stafisfical differences in 

aided recall of agricultural policy news. 

The following research hypothesis was developed a priori at the a = .05 

level. 

Hoi: Mi = M2 = M3 = M4 

Hal: Ml ^M2 5̂M3 5̂M4 

As stated above, the null hypothesis of no differences being is expressed 

between print (newspaper, magazine) (pi), video (television) (1J2), audio (radio) 

(pa), electronic text (Internet) (M4), or there was no treatment effect in comparison 

across group means on a low-level aided recall posttest. The alternafive 

hypothesis states significant measurable differences would be evident due to 

media presentation groups. 
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The Levene's test for equality of variances for aided recall was not 

significant; therefore, the assumption of homogeneity of variances was safisfied 

(Kirk, 1995). Table 4.10 reports Levene's test for equality of error variances. 

Table 4.10 
Levene 's test for equality of error variances for aided recall 

F df1 df2 
1.925 4 55 

Sig 
.119 

To test the null hypothesis of no difference in aided recall between print, 

video, audio, or electronic text treatment groups, 3n analysis of variance (ANOVA 

was utilized. Table 4.11 gives the detailed results of the ANOVA used to test the 

hypothesis of no difference between the four treatment groups. 

Table 4.11 
Analysis of variance comparing print, electronic text, video, and audio treatment 
groups on aided recall scores 
Source SS df MS F p 
Between 1.60 4 .400 16.36 .001* 
Within 1.34 55 .024 
Total 2.94 59 
*significant at a = .05 

The obtained omnibus F (4, 55) = 16.36, E = 0.00 was significant; 

therefore, the null hypothesis of no difference in aided recall print, electronic text, 

video, and audio treatment groups was rejected. The strength of the relationship 

between the dependent variable of aided recall and the independent variable of 

media was strong. The statistic had a moderate effect size (F= 0.26). The 

analysis of variance (ANOVA) indicated an observed power of 0.82. A power of 

greater than 0.80 is considered acceptable (Kirk, 1995). 
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0.17 
0.04 

~ 

0.25* 
0.12 

0.08 
— 

0.49* 
0.36* 

0.32* 
0.24* 

The analysis of variance revealed the F statistic as significant at 16.36. A 

post-hoc comparison was then used to determine the location of the significance. 

A Tukey post-hoc comparison was used to locate significant mean differences. 

Table 4.12 presents the results from the Tukey post-hoc comparison. 

Table 4.12 
Tukey post-hoc comparison of print (P), video (V), audio (A), and electronic 
text (ET), and control (C). 

M P V A £ f C 

"P 077 ~- 013 

V 0.64 

A 0.60 

ET 0.52 

C 0.28 

*p<05 

Significant differences exist in mean comparisons between print and 

electronic text. The control group also indicated significant differences with print, 

video news release, audio, and electronic text. 

Resesrch Null Hypothesis Two 

Ho2: Lubbock Chamber of Commerce affiliates in the medium presentation 

groups of print, electronic text, video, and audio will exhibit no statistical 

differences in unaided recall of agricultural policy news. 
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The following research hypothesis was developed a priori at the a = .05 

level. 

Ho2: Ml = M2 = M3 = M4 

Ha2: [^^^\^2^\^3^ M4 

As stated above, the null hypothesis of no differences is being expressed 

between print (newspaper, magazine) (pi), video (television) (pa), audio (radio) 

(Ms), electronic text (Internet) (M4), or there will be no effect from the four different 

treatments in comparison across group means on a low-level unaided recall of 

the agricultural policy news story. The alternative hypothesis states significant 

measurable differences will be evident due to media presentafion differences in 

consumption. 

The Levene's test for equality of variances for unaided recall was not 

significant; therefore, the assumption of homogeneity of variances was not 

safisfied (Kirk, 1995). Table 4.13 reports Levene's test for equality of error 

variances. 

Table 4.13 
Levene's test for equality of error variances for unaided recall 

F df1 df2 
.160 3 44 

Sig 
.923 

To test the null hypothesis of no difference in unaided recall between print, 

video, audio, or electronic text treatment groups, an analysis of variance 
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8.42 
323.50 
331.92 

3 
44 
47 

2.80 
7.34 

.382 .767 

(ANOVA) was ufilized. Table 4.14 gives the detailed results of the ANOVA used 

to test the hypothesis of no difference between the four treatment groups. 

Table 4.14 
Analysis of variance comparing print, electronic text, video, and audio treatment 
groups on unaided recall scores 
Source SS df MS F p 
Between 
Within 
Total 
"significant at a = .05 

The obtained omnibus F (3, 44) = 0.382, Q = 0.767 was not significant; 

therefore, the null hypothesis of no difference in unaided recall print, electronic 

text, video, and audio treatment groups was not rejected. There was no 

significant difference in treatment groups for unaided recall. 

Research Null Hypothesis Three 

Ho3: Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit no statisfical 

differences in issue salience when given a news story dealing specifically on 

agricultural policy news. 

The following research hypothesis was developed a priori at the a = .05 

level. 

Ho3: Mi = M2 = M3 = M4 

Ha3: Ml ^ M2 5̂  M3 9̂  M4 
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As stated above, the null hypothesis of no differences is being expressed 

between print (newspaper, magazine) (pi), video (television) (M2), audio (radio) 

(M3), electronic text (Internet) (M4), or there will be no treatment effect in 

comparison across group means on issue salience when given three news 

stories, one given specifically on agricultural policy. The alternative hypothesis 

states significant measurable differences would be evident due to media 

presentation differences in consumpfion. 

The Levene's test for equality of variances for issue salience was not 

significant; therefore, the assumption of homogeneity of variances was safisfied 

(Kirk, 1995). Table 4.15 reports Levene's test for equality of error variances. 

Table 4.15 
Levene's test for equality of error variances for issue salience 

F df1 df2 
2.04 4 55 

Sig 
.10 

To test the null hypothesis of no difference in issue salience between print, 

video, audio, or electronic text treatment groups, an analysis of variance 

(ANOVA) was utilized. Table 4.16 gives the detailed results of the ANOVA used 

to test the hypothesis of no difference between the four treatment groups. 

72 



Table 4.16 
Analysis of variance comparing print, electronic text, video, and audio treatment 
groups on issue salience scores _^_ 
Source SS df MS F o 
Between 11.27 4 2.817 .746 .565 
Within 207.58 55 3.774 
Total 218.85 59 

"significant at a = .05 

The obtained omnibus F (4, 55) = 0.746, e = 0.565 was not significant; 

therefore, the null hypothesis of no difference in issue salience for print, 

electronic text, video, and audio treatment groups was not rejected. There was 

no significant difference in issue salience as it relates to treatment groups. 

Issue salience was reported in detail previously in this chapter and is further 

discussed as a qualitative variable in Chapter V. 

Research Null Hypothesis Four 

Ho4: There are no linear relationships among unaided recall, aided recall, and 

issued salience among Lubbock Chamber of Commerce affiliates when 

consuming agricultural policy news. 

The preceding research null hypotheses was developed a priori at the a = 

.0166 level. Correlafion coefficients were computed among the three dependent 

measures—unaided, aided, and issue salience. Using the Bonferroni approach 

to control for a Type I error across the three correlafions, a g-value of less than 

0.0166 (.05/3 = 0.0166) was required for significance (Bonferroni, as cited in 

Green etal.. 2000). 
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The results of the correlafion analyses presented in Table 4.17 illustrates 

one out of the three correlations was statistically significant and was equal to 

0.328, the aided and issue salience. 

Table 4.17 
Correlations among the three dependent measures 

Aided recall Unaided recall Issue Salience 
Aided recall 
Unaided recall 
Issue salience 

~ 

0.208 
0.328* 

0.208 
~ 

0.213 

0.328* 
0.213 

~ 

*p<.0166 

The correlation of aided recall and issue salience was moderate; 

therefore, the null hypothesis of no linear relafionship between aided recall and 

issue salience was rejected. The higher the aided recall score of the participant, 

the more likely they were to list an agricultural or natural resource topic as an 

important political and/or social issue. 

Research Null Hypothesis Five 

Ho5: There is no linear relationship between vofing behavior and age among the 

Lubbock Chamber of Commerce affiliates. 

The preceding research null hypothesis was developed a priori at the a = 

.01 level. Correlafion coefficients were computed among the two variables. 

The results of the correlafion analyses presented in Table 4.18 show the 

relafionship between age and vofing quesfion 1 to be .438, age and vofing 

question 2 to be .431, age and vofing question 3 to be .312, age and vofing 

quesfion 4 to be .525, and age and vofing quesfion 5 to be .476. All correlafions 
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are statistically significant at a moderate to strong level (Davis, 1991). Older 

participants are more likely to parficipate in voting activifies. 

Research Null Hypothesis Six 

Ho6: There is no linear relationship between vofing behavior and educafion level 

among the Lubbock Chamber of Commerce affiliates. 

The preceding research null hypothesis was developed a priori at the a = 

.01 level. Correlation coefficients were computed among the two variables. 

The results of the correlafion analyses presented in Table 4.18 illustrate the 

relafionship between educafion level and vofing quesfion 1 to be .067. educafion 

level and vofing quesfion 2 to be .145, educafion level and voting quesfion 3 to 

be -.015, educafion level and vofing question 4 to be .042, and education level 

and voting quesfion 5 to be .168. The correlafions are not stafisfically significant 

(Davis, 1991). The education levels of the participants did not affect vofing 

behavior. It is important to note the educafion level among participants was 

somewhat consistent, varying from some college to graduate/professional 

degrees. 

Research Null Hypothesis Seven 

Ho7: There is no linear relafionship between vofing behavior and marital status 

among the chamber affiliates participants. 
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The marital status among participants was too consistent for correlational 

analysis with voting behavior; therefore, the statistic was not valid. 

Research Null Hypothesis Eioht 

Ho8: There is no linear relationship between vofing behavior and number of 

children among the Lubbock Chamber of Commerce affiliates. 

The preceding research null hypothesis was developed a priori at the a = 

.01 level. Correlation coefficients were computed among the two variables. 

The results of the correlafion analyses presented in Table 4.18 illustrate the 

relafionship between number of children and vofing quesfion 1 to be .024, 

number of children and vofing question 2 to be -.112, number of children and 

vofing question 3 to be .012, number of children and voting quesfion 4 to be-

.055, and number of children and vofing quesfion 5 to be .022. The correlafions 

are not stafisfically significant (Davis, 1991). The number of children reported by 

the participants did not affect voting behavior. 
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Table 4.18 
Correlations between voting behavior and education level, number of children, 
and age 
Variable 

Age 

Education 

Children 

Vote 1 

.438* 

.067 

.024 

Vote 2 

.431* 

.145 

-.112 

Voted 

.312* 

-.015 

.012 

Vote 4 

.525* 

.042 

-.055 

Votes 

.476* 

.168 

.022 

*p<.01 

Vote 1: Did you vote in the 2000 presidenfial elecfion? Yes or No 

Vote 2: Did you vote in the 2002 federal elecfion? Yes or No 

Vote 3: Are you voting in the upcoming 2004 federal elecfion? Yes or No 

Vote 4: I participate in state elections. Always, Somefimes. Rarely, Never 

Vote 5: I participate in local/county elecfions. Always, Sometimes, Rarely, Never 
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CHAPTER V 

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS 

Introducfion 

This chapter presents a summary for the purposes of the study, and 

conclusions and recommendations derived from the findings and results 

recorded in Chapter IV. There are three secfions in this chapter for brief 

overviews. Secfion one provides a general summary of the study. Findings for 

each research question are explained in secfion two. Secfion three covers the 

recommendafions resulfing from the invesfigation by the researcher for this 

study. 

Summary 

Public policy issues concerning agriculture surface daily in mass media; 

news reporters need accurate and efficient informafion about agriculture to 

portray news about the industry correcfiy (Rogers, 1983). Agricultural literacy 

must continue to expand through various types of media, such as print, electronic 

text, video, and/or audio to reach general populations (Frick, Kahler, & Miller, 

1991). 

Davis (2003a) explored the effects of agricultural policy news presented to 

the Hispanic/Latino populafion of West Texas. It was recommended to study the 

effects of different agricultural presentafion media in other ethnic populafions of 
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West Texas. The population of this study consisted of Lubbock Chamber of 

Commerce affiliates, which were made up of Caucasians (n=60). 

The primary purpose of this study was to determine if any measurable 

difference in unaided and aided recall, or if any measurable difference in 

agricultural policy salience, resulted from various forms of mass media presented 

to the affiliates of the Lubbock Chamber of Commerce from surrounding areas in 

West Texas. Solicited participants were studied in order to determine if 

significant differences exist between those who consume agricultural policy news 

through the following media: print (newspaper and magazine), video (television), 

audio (radio), and electronic text (Internet). In many cases the most crifical 

topics confronting our society include agriculture (Terry, 1993), The review of 

literature in Chapter II provided a sound framework to base the focus of the study 

on consuming agricultural policy through various media. The review emphasized 

the theoretical foundation of the Agenda-Setting Theory and other limited effects 

models of how agenda setting evolved. This theory provided backing for the 

methodology selected for this research. The contemporary Agenda-Setfing 

Theory associates media effects with actual cognifion. This study ufilized the 

effects of the aided and unaided portions of the questionnaire for dependent 

measures. Affecfive responses to forms of mass media containing agricultural 

content were achieved through the issue salience portions for dependent 

measures. 
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The literature findings in Chapter II also offered research done on similar 

studies of mass media effects. Through these sections, themes associated with 

recall were linked to form eight hypotheses. Literature related to mass media in 

agriculture, communication processes, and general media presentafion research 

provided insight for recall as it pertains to each specific medium: print, electronic 

text, video, and audio. 

The findings in the literature review proved adults remember more from 

print news than television news in most cases (Facorro & DeFleur, 1993). 

However, history has shown direct associafions of various mass media to 

behavior as explained through the Agenda-Setfing Theory. This generalizafion 

resulted from a lack of direct attribufion of behavior to the mass media. Today, 

media researchers understand the impact of media effects. Almost an infinite 

number of aspects are involved when it comes to studying the cognifive and 

affecfive responses of an audience exposed to assorted media presentafion 

channels. This study used a cognitive approach by associafing recall with issue 

salience, a theorefical match to the Agenda-Setting Theory. By beginning with a 

cognifive approach, this study also used the affecfive means to measure recall 

and behavior. 

Findings in the literature review produced commonalifies in the populafion 

of Lubbock Chamber of Commerce affiliates in the areas of West Texas. 

The following research hypotheses, generated from the literature review, were 

tested: 
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1) Lubbock Chamber of Commerce affiliates in the medium presentation 

groups of print, electronic text, video, and audio will exhibit statistical 

differences in aided recall of agricultural policy news. 

2) Lubbock Chamber of Commerce affiliates in the medium presentation 

groups of print, electronic text, video, and audio will exhibit statisfical 

differences in unaided recall of agricultural policy news. 

3) Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit a statisfical 

difference of issue salience when given a news story dealing specifically 

on agricultural policy. 

4) There are relationships among the medium, unaided recall, aided recall, 

and issue salience among Lubbock Chamber of Commerce affiliates when 

consuming agricultural policy news. 

5) There is a positive linear relafionship between voting behavior and age 

among the Lubbock Chamber of Commerce affiliates. 

6) There is a posifive linear relationship between voting behavior and 

educafion level among the Lubbock Chamber of Commerce affiliates. 

7) There is a posifive linear relafionship between vofing behavior and marital 

status among the Lubbock Chamber of Commerce affiliates. 

8) There is a posifive linear relafionship among vofing behavior and number 

of children among the Lubbock Chamber of Commerce affiliates. 
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Conclusions 

Demographics 

Participants in this study consisted of Lubbock Chamber of Commerce 

affiliates. This included Lubbock Chamber of Commerce staff, members, owners 

of small businesses, meefing attendees, and community leaders; all being 

Caucasians. It was reported in the 2000 Census that 62.5% of Lubbock County 

was composed of white persons, not of Hispanic/Lafino origin, as compared to 

52.4% in the state of Texas (U.S. Census Bureau, 2000). 

In this study, it was recorded that 31.7% (19) were male and 68.3% (41) were 

female. In Lubbock County 51.1% of the population is female, as compared to 

50.4% in Texas (U.S. Census Bureau, 2000). 

The age of the participants ranged from 21 years old to 65 years old. The 

education level was somewhat consistent with 66.7% (40) reporting having their 

bachelor's degree. A graduate or professional degree was held by 26.7% (16) 

and 6.7% (4) recorded having some college educafion. The marital status of the 

participants was 83.3% (50) married, 11.7% (7) were single, and 5% (3) were 

divorced; there were no widowed participants. Twenty-five (41.7%) of the 

participants had two children, 26.7% (16) had no children, 18.3% (11) had three 

children, 10% (6) had one child, and 3.3% (2) had four children. These 

demographic findings seem consistent with the demographics of typical 

businessmen and businesswomen in the Lubbock area. 
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Research Hypothesis One: 

Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit stafistical differences 

in aided recall of agricultural policy news. 

The results from this study indicated a stafistical significance in aided 

recall for print (newspaper and magazine), video (television), audio (radio), and 

electronic text (Internet). A post-hoc test identified the significant mean 

separation among treatment groups. 

Significant differences existed between print (newspaper and magazine), 

and electronic text (Internet). The control group also indicated significant 

differences with all four treatment groups. These findings are consistent with the 

literature, which expresses print superiority, especially in comparison with 

electronic text, among adult populations (Facorro & DeFleur, 1993). 

Research Hypothesis Two: 

Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit stafisfical differences 

in unaided recall of agricultural policy news. 

The results of the analysis revealed no significant differences among 

treatment groups for unaided recall. These data were reported as qualitative 

data and are oufiined in the discussion portion of this chapter. 
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These results support Davis' (2003a) study, reporting no difference in 

unaided recall for the treatment groups. 

Research Hypothesis Three: 

Lubbock Chamber of Commerce affiliates in the medium presentafion 

groups of print, electronic text, video, and audio will exhibit a stafistical difference 

of issue salience when given three news stories, one specifically dealing with 

agricultural policy. 

The results of the analysis revealed no significant differences among 

treatment groups for issue salience. These data were reported as qualitafive 

data and are oufiined in the discussion portion of this chapter. Furthermore, 

these data were correlated with aided recall and further discussed in hypothesis 

four. 

These results support Davis' (2003a) study, reporting no difference in 

issue salience for the treatment groups. 

Research Hypothesis Four: 

There are relafionships among the medium, unaided recall, aided recall, 

and issue salience among Lubbock Chamber of Commerce affiliates when 

consuming agricultural policy news. 

The results from this study revealed a moderate correlafion among aided 

recall and issue salience. The more agricultural informafion a participant retains. 
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the more likely they will report an agricultural or natural resource related issue as 

a salient issue. Davis (2003a) found no correlation between recall and issue 

salience. 

Research Hypothesis Five: 

There is a positive linear relafionship between vofing behavior and age 

among the Lubbock Chamber of Commerce affiliates. 

This study revealed a significant, posifive correlafion between vofing behavior 

and age among the chamber affiliate populafion. All five vofing behavior 

quesfions revealed moderate to strong correlations with age of the participant. 

The older the participants were, the more likely they were to vote acfively in 

federal, state, and local/county elecfions. 

This finding is consistent with the literature, which claims older citizens are 

more likely to register to vote (Highton & Burris, 2002). 

Research Hypothesis Six: 

There is a positive linear relationship between vofing behavior and 

educafion level among the Lubbock Chamber of Commerce affiliates. 

This study revealed no correlafion between vofing behavior and educafion level. 

It is important to note the educafion level among participants was somewhat 

consistent. 
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Research Hypothesis Seven 

There is a posifive linear relationship between vofing behavior and marital 

status among the Lubbock Chamber of Commerce affiliates. 

The marital status among participants was too consistent for correlafional 

analysis with voting behavior; therefore, the stafisfic was not valid. 

Research Hypothesis Eight: 

There is a positive linear relationship among vofing behavior and number 

of children among the Lubbock Chamber of Commerce affiliates. 

This study revealed no significant correlafion between vofing behavior and 

number of children. There were no significant correlafions among the five vofing 

quesfions and number of children reported by the participants. Furthermore, 

literature correlafing number of children and voter behavior was not evident. 

Discussion 

Descriptive 

This thesis is a replicafion study based on Davis' (2003a) study which 

looked into the affects of agricultural news presented to the Hispanic/Lafino 

populafion of West Texas. Davis (2003a) recommended a Caucasian populafion 

be studied for cross-cultural comparisons; therefore, this study explored the 

cognitive and affective responses of Lubbock Chamber of Commerce affiliates 

when presented agricultural policy news in differing presentation mediums. 
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The design of this study was expehmental in nature, thus the low sample size 

(n=60). Although the characterisfics of participants resembled the characteristics 

of the middle class, Caucasian businessmen and businesswomen, one must 

yield caufion when generalizing the findings in the study to larger group or 

outside the Caucasian population of the Lubbock Chamber of Commerce 

affiliates in West Texas. Not only do the descriptive statisfics in this study 

describe the affiliates of the Lubbock Chamber of Commerce populafion in 

general and the sample in quesfion, they provide some interesfing aspects of 

media consumpfion and use. 

Participants indicated that most of their fime is spent watching television 

programming for their news consumpfion on a weekly basis. This was followed 

by the radio, then Internet. Participants recorded print as the medium in which 

they spent the least amount of fime. 

The means reported in the aided recall portion produced an interesfing 

order. The highest mean recall score resulted from the print (newspapers and 

magazines) treatment group. The rest are ordered as follows: video (television), 

audio (radio), and electronic text (Internet). The qualitafive data from the unaided 

recall measure were coded, and the means resulted in the following order from 

highest to lowest: video (television), print (newspapers and magazine), electronic 

text (Internet), and audio (radio). Although print was first in the aided recall 

secfion, it was recorded as the medium in which the least amount of fime is spent 

and video produced higher recall in the unaided portion. 
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Finally, the other component of the Agenda-Setfing Theory, issue 

salience, was qualitafively supported in this study. When participants were 

asked the five most important social and political issues, one agricultural story, 

hidden in a three-story news segment, resulted in adopfion of agricultural topics 

as salient issues. 

Inferential 

The experimental dependent measures in this study revealed several 

interesfing and significant outcomes. Also, the linear relafionships generated 

from the demographics, descriptives, and dependent measures produced several 

interesting inferences. 

Among the recall measures, only aided recall revealed a significant 

difference among treatment groups. The post-hoc test in the aided recall 

analysis revealed newspaper and magazine print as significanfiy better than 

electronic text. Furthermore, the post-hoc revealed all treatment groups as 

significantly better than the control group. When these cognitive results are 

associated with the Agenda-Setfing Theory, it is important to place printed 

publicafions pertaining to the importance of agriculture in the hands of individuals 

who will consciously read them. Also, make Internet publicafions printer friendly 

so the user can print the material and not read it on the computer screen to 

produce a higher recall level. 
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The linear relafionship between aided recall and issue salience (r=.328) 

strengthens the association of material exposure and retention, and the 

development of a person's salient issues oufiined in the Agenda-Setfing Theory. 

As we consider the other linear relafionships among the descripfive variables, it 

is important to yield caufion in any generalizafion. The research design was 

experimental in nature with a sample size (n=60) for the primary purpose; 

however, for descriptive research, or inferenfial research with no treatment 

variables, the sample size of 60 for a large populafion is relafively low. 

The linear relafionship of voting behavior and age is interesting, but this 

association is consistent with every-day literature, knowledge, and associafions. 

It would be interesting to see if educafional level and marital status affects vofing 

behavior; however, the consistency of these variables among the participants 

prevented an accurate analysis. 

Recommendafions 

Although the characterisfics of participants resembled the characterisfics 

of the Lubbock Chamber of Commerce affiliates, businessmen and 

businesswomen from West Texas, one must yield caufion when generalizing the 

findings in the study outside this specific populafion sample. 

Based on this study's results and findings and conclusions, 

recommendafions for further pracfice and research have been made. 
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Recommendations for Practitioners 

An in-depth needs assessment when addressing any population through 

mass media channels is recommended. Media campaigns are much too 

complex to associate one particular channel to cognitive gain, affecfive change, 

and overall behavior intent; however, one must heavily consider research 

pertaining to media effecfiveness as the populafion is assessed. 

It is recommended by the researcher that media campaign developers and 

practifioners consider outcomes of this study when addressing the constituents of 

West Texas, especially as it relates to agricultural issues. Listed below are 

recommendations for addressing the Lubbock Chamber of Commerce affiliates 

of West Texas on agricultural issues. These were generated by the researcher 

as a result of the literature review and study results, 

1. Use a variety a media channels when possible. There is a direct 

correlafion between channel diversity, exposure fime, and overall 

campaign effecfiveness. 

2. Because of limited consumpfion time and a lack of overall cognifive 

effectiveness, direct resources away from electronic text channels, 

especially when seeking Lubbock chamber affiliates of adult populafions 

of West Texas. 

3. Commodity or interest groups should invest their fime and resources to 

produce mass media public relafions material to enhance issue salience of 

certain topics. 
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Again, an in-depth needs assessment to provide a full comprehension of 

the subjects under consideration is recommended by the researcher when 

planning or facilitafing any mass media campaign. People conducfing such 

media presentation research should also stay well informed on current trends of 

media effecfiveness research and theory to yield the best results for their study 

or usage. 

Recommendations for Further Research 

First, it is recommended this study be replicated to determine if the current 

study's findings are consistent. Replicafions should take place in various 

populafion settings in West Texas, Also, replicafions should be performed with 

extended treatment periods in each of the four groups. In order to measure 

delayed recall, it is important to solicit a populafion that can easily be contacted 

after an extended period. Delayed recall by mail survey was attempted in this 

study, but due to a low response rate and the resulfing unequal treatment 

groups, statisfical analysis could not be conducted on this measure. 

Second, the researcher recommends further investigation into media 

channel recall as it relates to learning style. 

Third, it is recommended the descripfive stafisfics and correlafion assumptions 

from this study be validated. An adequate sample size for the target populafion 

is needed to validate the descripfive and qualitative portion of the instrument 

used in this study. 
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Finally, it is recommended the study be replicated with a Black/African 

American populafion in West Texas. This would yield insight to cross-cultural 

associations of mass media effectives and consumption. Facorro and DeFluer 

(1993) provide evidence that people of different societies and cultures learn from 

news differently, even when content and conditions of exposure are identical. 
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"Prescription Drug Prices on the Rise, AARP in Outrage" 

by Chip Reid 

A new study concludes that prescripfion drug prices are soaring, 

confirming senior citizens' worst fears. 

"They're angry and they're also scared because these are drugs they 

need to stay healthy and stay alive," said John Rother with AARP. 

They study by AARP, the nation's largest seniors' organization, says that in the 

first three months of this year, manufacturers' prices of popular brand-name 

prescription drugs increased by an average of 3.4 percent, almost three fimes the 

rate of inflafion. 

For example, the price of cholesterol drug Pravachol shot up 7 percent, 

and the arthrifis drug Celebrex went up 5 percent. 

Rother said the federal government deserves some of the blame for not doing 

more to fight high prices, but that drug makers are behaving irresponsibly. 

"The drug manufacturers have the ability to raise prices, and so they're 

trying to maximize their own revenue," Rother said. 

In their defense, the drug makers issued a statement, claiming that the 

prices of medicines have increased at an equal rate to other health care services, 

suggesfing that drug price increases are not out of line. 
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With prices spiraling upward, some political analysts now predict that the 

cost of health care will be the No. 3 issue in the presidenfial campaign, right 

behind Iraq and the economy. 
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"Government Agricultural Subsidies. Good for All" 

by Roger Berry 

Agriculture is "misunderstood," one expert says. 

Carl Anderson, Texas A&M University Extension economist said that 

because agriculture is "fundamentally different," many people just don't get it 

"Remember, it is fied to nature," Anderson said. "We can not control our 

supplies as other industries can. Therefore, the government programs have been 

to soften the times when incomes were extremely low, as just in the past few 

years." 

Anderson said the market price for major commodifies such as cotton, 

corn, wheat, soybeans and rice has been about half the cost of producfion. 

"These farmers and farm communifies would be out of business if there 

were not some kind of a program to safety-net their income." Anderson said. 

Keeping farmers in business also keeps the infrastructure for producing food in 

place. Anderson said. 

"This is really helping the consumer get a low-cost, high-quality food 

product," he said. 

Anderson said American consumers are "very fortunate." 

"We spend ... about 10 percent of our income on food," Anderson said. 

"You go over into many foreign countries and get into some of the less-
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developed countries, and they'll spend 50 percent or more of their income on 

food. 

"That would be ... a very harsh thing to our economy." Anderson said. "It 

would not allow so many of us to do service-type jobs or to do something other 

than produce for our consumers." 

So, what do transfer payments to agriculture cost the American taxpayer? 

"If you look at the populafion of the United States, and take all of the direct 

payments to crop agriculture and other parts of the agriculture system, we're 

really talking about $78 per individual in the United States." Anderson said. 

Anderson said if you put that $78 into an abundant and safe food supply 

for a year, we're not spending much more than many of us pay to enjoy a nice 

weekend. 
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"Rising Gas Prices Not Stopping Summer Travel" 

by Anne Thompson 

This year, American travelers are taking the plunge: booking more hotel 

rooms, buying more plane fickets, boarding more trains. 

"Summer travel this year is up for the first time since 9/11 in every single 

travel segment," said Betsy O'Rourke with the Travel Industry Associafion of 

America. 

Travel officials say the increase can be attributed to a growing confidence 

in an improving economy and the nafion's security, despite the latest terror 

threat. 

Oceans and beaches are the top destinations. At Amelia Island Plantafion, 

off the coast of Jacksonville, Fla., there is not a room to be had this weekend. Its 

business is up double digits. 

"A 10 percent increase is a ... very significant financial impact on your 

bottom line," Richard Goldman of the Amelia Island Plantation said. 

The increase is all the more amazing, considering the 7 percent hike in the 

cost of getfing away. 

Sales of recreational vehicles have risen 17 percent in the first three 

months of this year, and rentals are expected to grow by more than a third, even 

with $2 gas. 

The record high prices are not altering vacafion plans yet. 
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"The average road trip is 800 miles," Rourke said. "The incremental 

difference in cost is about $20 or a couple of cheese pizzas." 

The Singer family of Vantora, Calif., spend many a weekend camping. 

However, they will have to spend this weekend at home. 

"We couldn't get a reservation to go anywhere," Mr. Singer said. 

This summer, the Singers, like many Americans, will take shorter trips, but 

more of them. 

"We're having the opportunity to actually, probably do 10 to 12 trips," Mrs. 

Singer said. 

Plans like those are music to the travel industries' ears, as more 

vacafioners hit the road with what promises to be a very busy summer. 
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Prescription Drug Prices on the Rise, AARP in Outrage 
Chip Reid 

Pharmacist talking 
Senior citizen checking-out at 
prescription counter 
Pill bottles in factory line 
Sound bite 
John Rother 
AARP 

AARP paper report with prescription 
filling in background 
"January-March, 2004" text box from 
right 

"Popular brand name drugs" text box 
from right 
"3.4%" up arrow from bottom 
"3 times the rate of inflation" text box 
from right 
"Jan.-March" text box remains others 
fade; 
"Pravachol" text box,"7%" up arrow 

appear 
"Pravachol" and "7%" fade; "Celebrex" 
text, "5%" up arrow appear 
Rother at desk 

Red pills being distributed by factory 

Sound bite 
John Rother 

Blue background. "PhRMA" text box in 
top right corner, PhRMA web page 
from right 
"The prices of medicines have 
increased at an equal rate to other 
healthcare services," text box from 

VO/Reid 
A new study concludes that prescription 
drug prices are soaring, 
confirming the worst fears of seniors. 
SOT/ 
They're angry and, uh, they're also 
scared because, uh, these are drugs 
they need to stay healthy and stay alive. 
VO/Reid 
The study by AARP, the nation's largest 
seniors organization, says that in the 
first three months of this year 
manufactures' 
prices of popular brand name 
prescription 
drugs increased by an average of 3.4%. 
Almost three times the rate of inflations. 

For example, the price of cholesterol 
drug 
Pravachol shot up 7%. 

Arthritis drug, Celebrex up 5%. 

AARP's Rother says the federal 
government deserves some of the 
blame for 
not doing more to fight high prices, but 
says the drug makers are behaving 
irresponsibly. 
SOT/ 
The drug manufactures have the ability 
to raise prices, and so they're trying to 
maximize their own revenue. 
VO/Reid 
In their defense the drug makers issued 
a statement, claiming that the prices of 
medicines have increased at an equal 
rate to other healthcare services. 
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right bottom 

Close-up of hands filling pill bottles 
from counting tray 
Sound bite 
Chip Reid 
Washington, D.C. 

Suggesting that drug price increases 
are not out of line. 
SOT/ 
With prices spiraling upward some 
political analysts now predict that the 
cost of healthcare will be the number 
three issue in the presidential 
campaign, right behind Iraq and the 
economy. 
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From the Ground Up 
"Government Agricultural Subsidies Good For All' 
Aaron Drawhorn/ Roger Berry 

Sound bite 
Carl G. Anderson 
Texas A&M University Extension 
Economist 

Full shot of cattle grazing under trees 

Sound bite 
Carl G. Anderson 

Close up of combine harvesting wheat 
in the field 
Full shot of harvesting in field 
Far shot of combine driving in field 
Sound bite 
Carl G. Anderson 

Full shot of cotton crops from above 
Zoom in to close up of rows from a 
cotton stripper 

Lady in grocery store browsing 
packaged meat section 
Grocery stocker in produce section 
Sound bite 
Carl G. Anderson 

SOT/ 
Agriculture is misunderstood just a little 
a little bit because it is fundamentally 
different. Remember, it is tied to 
nature; 
VO/Anderson 
we have biological cycles, we can not 
control our supplies 
SOT/ 
as other industries can. Therefore, the 
government programs have been to 
soften the times when incomes were 
extremely low, as just in the past few 
years. The cost of producing 
commodities, 
VO/Anderson 
like the main crops of soybeans 
and corn and wheat 
and cotton and rice. The price from 
SOT/ 
the market has been about half the 
cost of production. These farmers and 
farm communities would be out of 
business if there were not some kind of 
a program to safety-net their income. 
VO/Berry 
Keeping farmers in business also 
keeps the infrastructure for producing 
food in place. 
VO/Anderson 
This is really helping the consumer get 
a low cost, 
high quality food product. 
SOT/ 
And we in America are very fortunate. 
We spend, oh, about 10% of our 
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Close up of a hand scooping grain from 
large pile 

Sound bite 
Carl G. Anderson 

Full shot of combine emptying grain 
into grain bin truck 

Sound bite 
Carl G. Anderson 

Cattle standing under trees 

Underneath shot of combine harvesting 
corn 
Customers in supermarket aisles 

income on food. You go over into 
many foreign countries and get into 
some of the less developed countries, 
VO/ Anderson 
and they'll spend 50% or more of their 
income on food. 

SOT/ 
That would be, uh, a very harsh thing 
to our economy. It would not allow so 
many of us to do service type jobs or to 
do something other than produce food 
for our consumers. 
VO/ Berry 
So, what do transfer payments to 
agriculture cost the American 
taxpayer? 
SOT/ 
If you look at the population of the 
United States, and take all of the direct 
payments to crop agriculture and other 
parts of the agriculture system, we're 
really talking about $78 per individual in 
the United States. 
VO/ Berry 
And Dr. Anderson says that if you put 
that into perspective for 12 months 
of good, abundant and safe food 
supply 
we're not spending much more than 
many of us pay to enjoy a nice 
weekend. 
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"Rising Gas Prices Not Stopping Summer Travel" 
Anne Thompson 

Zoom of child jumping into swimming 
pool 
People standing in line at hotel counter 

Full shot of airplane flying through sky 
Tilt of people boarding onto train 
Sound bite 
Betsy O'Rourke 
Travel Industry Association of America 

VO/Thompson 
This year American travelers are taking 
the plunge. 
Booking more hotel rooms. 
VO/Thompson 
buying more plane tickets, 
boarding more trains. 

New York Stock Exchange Floor 
Bell Ringing in background 

Mid shot of woman at airport inspection 
Zoom of luggage inspection 
Aerial shot of hotel resort swimming 
pool and beach 
Zoom of Amelia Island Plantation sign 

Full shot of maid making a bed in hotel 
Sunbather reclining in pool chair 
People unloading car at hotel entrance 

SOT/ 
Summer travel this year is up for the 
first time since 9/11 in every single 
travel segment. 
VO/Thompson 
The result, travel officials say, of a 
growing confidence in an improving 
economy, and 
the nation's security 
despite the latest terror threat. 
Oceans and beaches are the top 
destinations. 
At Amelia Island Plantation, off the 
Jacksonville, Florida coast, 
there is not a room to be had 
this weekend. 
It's business is up double digits. 

Bell hop taking away luggage 
VO/ Goldman 
A 10% increase is a, you know, very 

Sound bite 
Richard Goldman 
Amelia Island Plantation 

SOT/ 
significant financial impact on your 
bottom line. 

Close up of cars driving on highway 
Far shot from ground level of cars 
driving 
Far shot of cars traveling under 
highway sign 

VO/Thompson 
Increase is all the 
more amazing 

considering the 7% hike in the cost of 
getting away. 

Sound bite 
Anne Thompson 
NBC News 

SOT/ 
And this is how many will get there, 
in an RV. Sales rose 17% in the first 
three months of this year, and rentals 
are expected to grow by more than a 
third, even with two-dollar gas. 
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Gas price sign "Arm" and "Leg" 

Sound bite 
Betsy O'Rourke 

Kids playing soccer in yard with 
parents 

Sound bite 
Mr. Singer 

Singer's in their RV 

Sound bite 
Mrs. Singer 

Bell hop with luggage cart inside hotel 
Close up to pan of person playing 
metal bongo drums 
Highway sign with cars driving past 

VO/Thompson 
The record high prices are not altering 
vacation plans yet. 
SOT/ 
The average road trip is 800 miles; the 
incremental difference in cost is about 
$20 or a couple of cheese pizzas. 
VO/Thompson 
Avid campers, the Singer family, will 
have to spend this weekend at home in 
Vantora, California. 
SOT/ 
We couldn't get a reservation to go 
anywhere. 
VO/Thompson 
This summer, the Singer's, like many 
Americans will take shorter trips, but 
more of them. 
SOT/ 
We're having the opportunity to 
actually, probably do ten to twelve trips. 
VO/Thompson 
Plans like those 
are music to the travel industries' ears. 

As more vacationers hit the road with 
what promises to be a very busy 
summer. 
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August 4. 2004 

Dear Participant, 

I am a master's student at Texas Tech University. As part of my program requirements, I am 
conducting a study on media effects and usage, and I would appreciate your assistance. 

If at any time you do not feel comfortable In completing the tasks, feel free to exit the 
study. 

I am interested in your responses on this questionnaire. Please read all questions carefully 
and do not proceed to the next page unless told to do so in the instructions. 

Your responses, regardless of your interests, are important to the research objectives. 
Information obtained from this study will be used to understand media content retention. 

You can be assured that the information provided will be kept strictly confidential. Your 
responses will be used for academic purposes. Your answers will be grouped with those of 
other study participants, and they will never be revealed individually. Your name and mailing 
address will be asked for a follow-up questionnaire. This information will be used by the 
researcher and not given to anyone else. 

Again, thank you for your time and interest in higher education. If there is anything we can 
do for you at Texas Tech, please do not hesitate to let us know. 

Sincerely, 

Meredith Schacht 
Graduate Assistant 
Texas Tech University 

For information about your rights as a subject, contact the TTU Institutional Review Board for 
the Protection of Human Subjects, Office of Research Services, Texas Tech University, 
Lubbock, TX 79409. Or you may call 806.742.3884. 

I have read and understand the data collected is for research purposes and will be kept 
confidential and that my name and address will not be given to anyone else. Information has 
been given on whom to contact for my rights as a participant and questions I might have 
concerning this study. I also understand my participation is completely voluntary and I can 
choose to leave at any time without any repercussions. 

Please sign on the line provided when you have read and understand the letter. 

X 

Please turn to the next page and fill out Section 1 of the questionnaire. Thank you. 
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Section 1 
Please provide the following information. Thank you. 

1. Gender (Please circle one) 

Male 
Female 

2. Age 

3. Race/Ethnicity (Please circle one) 

African-American 
Asian American 
Caucasian 
Hispanic/Latino (includes people of Mexican, Cuban, Puerto Rican, 
Central or South American descent) 
Native American 
Other (Please specify) 

4. Highest Level of Education Completed (Please circle one) 

Some high school 
High school graduate or equivalent (GED) 
Some college 
Associate degree in college 
Bachelor's degree (BA, AB, BS, etc.) 
Graduate or professional degree 
Other (Please specify) 

5. Marital Status (Please circle one) 

Single 
Married 
Divorced 
Widowed 

6. How many children do you have? 

7. What is your occupation/nature of business? 
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8. Voting behavior: (Please check yes or no) 

Did you vote in the 2000 presidential election? 
D Yes 
D No 

Did you vote in the 2000 federal election? 
D Yes 
D No 

Are you voting in the upcoming 2004 federal elections? 
D Yes 
D No 

Always Sometimes Rarely Never 

I participate in state elections. D D D • 

I participate in local/county p. n n n 
elections. 

Please turn to the next page and fill out the following tables in Section 2. 
Thank you. 
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Section 2 
Please fill out the following media use table by indicating the amount of time 
spent consuming the different forms of mass media. Thank you. 

Media Use Table: 

Media 

Print (Newspaper, Magazine) 
Electronic Text (Internet) 

Audio (Radio) 
Video (Television) 

Time spent consuming media 

hours spent per week 
hours spent per week 
hours spent per week 
hours spent per week 

STOP! Please wait for further instructions. DO NOT turn to the next page. 
Thank you. 
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Please DO NOT turn back to any previous portions of the questionnaire. 

Section 3 
Please list the five most important social, economic, and/or political issues of 
today in order of importance. Thank you. 

1. 

2. 

3. 

4. 

5. 

When finished, please turn to the next page and complete Section 4. Thank 
you. 
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Section 4 

Please use the space provided to list and describe as much information about 
the second news story as possible, (i.e. subject, location, details, etc.) There is 
not right or wrong answer Your responses are valuable! Please do not turn 
back to any of the previous sections of the questionnaire. Thank you 

News Story #2: 

When finished, please proceed to the next page and complete Section 5. 
Thank you. 
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Section 5 
Please read the following questions. Circle the correct response. 

1. Agriculture is tied to nature; therefore, cannot be controlled. 
A. weather 
B. insects 
C. prices 
D. supplies 

2. Of the major commodities, the market price has been the 
cost of production. 

A. one-half 
B. one-third 
C. one-fourth 
D. one-sixth 

3. Agricultural subsidies allow the American consumer to get a low cost, 
quality food product. 

A. low 
B. medium 
C. high 
D. equal 

4. Americans spend approximately percent of their income on 
food. 

A. 5 
B. 10 
C. 20 
D. 40 

5. Many foreign countries and less developed countries spend approximately 
percent of their income on food. 

A. 20 
B. 30 
C. 40 
D. 50 

6. Transfer payments to agricultural systems cost the American taxpayer 
per individual in the United States. 

A. $67 
B. $78 
C. $86 
D. $91 
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7. The agricultural government programs act as a for agriculture 
producers' income to keep them in business. 

A. safety-net 
B. guard 
C. watch-dog 
D. leverage 

8. Keeping farmers in business also keeps the for producing 
food in place. 

A. Prices 
B. Infrastructure 
C. Regulations 
D. governmental control 

9. Government programs are put into place to soften the times when 
incomes are . 

A. constant 
B. extremely high 
C. extremely low 
D. unpredictable 

10. Agriculture is a cycle. 
A. chemical 
B. natural 
C. physiological 
D. biological 

11. One of the main crops mentioned in this story is: 
A. cotton 
B. maize 
C. alfalfa 
D. barley 

12. Dr. Anderson says we, as Americans, are very fortunate to be able to 
enjoy a/an and abundant food supply. 

A. inexpensive 
B. tasteful 
C. assorted 
D. safe 

When finished, please turn to the next page and complete the requested 
information. Thank you. 
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As mentioned earlier, you can be assured that the information provided will be 
kept strictly confidential. Your responses will be used for academic purposes. 
Your answers will be grouped with those of other study participants, and they will 
never be revealed individually. This information will be used by the researcher 
and not given to anyone else. To complete the objectives of this study, a follow-
up questionnaire will be sent to you. Please provide your name and mailing 
address below where you can best be reached. Again, this information will be 
given to no one. 

Name: 

Mailing Address: 

City: 

ZIP Code: 

On behalf of Texas Tech University, I would like express my deep appreciation 
for your time and participation. If we can do anything to assist you or your 
business, feel free to let us know. Thank you! 
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p 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

15 

16 

17 

18 

19 

20 

TR 

TV 

TV 

TV 

TV 

TV 

P 

P 

P 

P 

P 

P 

P 

P 

P 

TV 

TV 

TV 

TV 

TV 

TV 

t " Ustmg 

Iraq 

Iraq 

Presidential 
Elections 
Homeland 
Security 

Family 

National 
Security 

War/Foreign 
PolicyrTerrorism 

Healthcare/Drug 
costs 
National 
Security 
Iraq 

Healthcare/Drug 
costs 
Healthcare/Drug 
costs 
Healthcare/Drug 
costs 

General 
Economy 
Cost of 
medicines for 
seniors 
War in Iraq 

Farm payments 

Iraq 

Presidential 
Elections 

2"^ Listing 

School 
Finance 

Presidential 
Election 
Economic 
Prosperity 
Gay Marriage 

Education 

Education 

Rising 
Healthcare 
cost 
Iraq 

Healthcare 

Healthcare 

Homeland 
Security 
Education 

Middle Class 

Taxation 

Terrorist 
Threats 

Farm prices 

Prescription 
drug price 
increase 
Economy 

Job market 

/ ' ' Listing 

Presidential 
Elections 

Increased 
Interest Rates 
Terrorism 

Economy 

Healthcare 

Rising 
Healthcare 
cost 
Education 
affordabillty 

Economy 

Food Supply 

Job creation 

Global 
Economy 
Natural 
Resources 
War on Terror 

Religious 
freedom 
Cost of food 

World hunger 

Increase in 
security 

Senior citizen 
drug cost 
Inflation rising 

Healthcare/medi 

4'" Listing 

Local Economy 

West Nile 

Social Security 

Transportation 

Healthy 
Economy/taxes 

Medicare and 
Fraud 

Retirement 

Employment 

Homeland 
Security 
Agriculture 

National 
Security 
Education 

Budget (SS-
Medicare) 
Cost of gas 

Breakdown 
American family 
Increased gas 
prices 

Homeland 
Security 
War in Iraq 

icine 

5'" Listing 

District 19 
Congressional 
Race 
Terrorism 

Rising 
Healthcare 
Cost 
Chlldcare 

Agriculture 

Gap growing 
b/w "have" & 
"have nots" 

Economy 

Property 
taxes 
Natural 
Resources 
Funding 
societal needs 
strong, 
Qualified 
political 
people 
War 

Travel worries 

Increase in 
vacations 

Gas prices 

Healthcare 
costs 
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21 TV Iraq Job security Energy prices Healthcare National 
security 

22 P Terrorist Attack 

23 P Iraq 

24 P Healthcare 
costs 

25 A Religion 

26 A 

27 A 

28 A 

29 A 

30 A 

31 A 
32 A 

33 A 

34 A 

35 A 

36 A 

37 £ 

38 £ 

39 £ 
40 £ 
41 £ 

42 £ 

Iraq 

Iraq 

Terrorism 

Economy 

Marriage & 
Family 

Iraq 

Gay Marriages 

Iraq 

Prescription 
Drug costs 
Agricultural 
subsidies 

National 
Security 

War in Iraq 

War 

Healthcare 

Iraq 

Iraq 

National Debt 

Cost of 
medicines for 
seniors 
Social 
Security 

War in Iraq 

War In Iraq 

Economy 

Prescription 
drug price 
increase 

Health cost 

Iraq 

Gas Prices 

Economics 

War in Iraq 

Economy 

Farmer's 
compensation 
Cost of 
production of 
crops 
Healthcare 

Presidential 
Election 
Economy 

Agriculture 

Terrorism 

Economic 
growth 

Health 
coverage for 

Rise In food, 
travel, etc. 

Inflation/taxes 

Teacher 
shortages/low 
pay 
Family 

Drug issues 

Healthcare 

Healthcare 

Insurance 

Drug cost 

Insurance 

Food 
Production 
Traveling 

Medical cost 
increases 

Education 
affordabillty 

Money paid to 
farmers 

Teacher 
salaries/health 
ins. 
Gas prices 

Economy 

Security 

Marriage 

Farm bill 

Medical costs 

Cost of gas 

Education 

Terrorism 

Terrorist 
concerns 

Support for 
farming 

Cost of living is Cost of gas 
rising 
Drug Costs Terrorism 

Environment Safety 

Drug prices Agriculture 

Petrochemicals Pollution issues 

Terrorism Crime 

Iraq 

Terrorism 

Morality-
abortion, gay 
rights, etc. 
Healthcare 
costs 

Education 

Insurance 

Iraq 

Taxes 

Education 

Gas prices 

New fuels for 
less 
dependence 
on foreign 
nations 
Welfare 

Gas prices 

Recreation 

Gas prices 

Decay of 
traditional 
values 
Education 
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43 

44 

45 

46 

47 

48 

49 

50 

51 

52 

53 

54 

55 

56 

57 

58 

59 

60 

£ 

£ 

£ 

£ 

£ 

£ 

C 

C 

c 

c 

c 

c 

c 

c 

c 

c 

c 

c 

Iraq 

National 
Economy 

War in Iraq 

Poverty 

War in Iraq 

Presidential 
Elections 
Economy 

Terrorism 

Presidential 
Elections 
Education 

Homeland 
Security 
Cloning 

Iraq 

Religion 

Marriage & 
Family 
Presidential 
Elections 

Education 

Terrorism 

elderly 

National 
Security 
War in Iraq 

Economy 

Too much 
technical 
innovation 
Social 
Security 
War in Iraq 

Iraq 

Decline in 
Public 
Education 
War in Iraq 

Religion in 
the classroom 
Gun control 

stem cell 
research 
Presidential 
Election 

Abortion 

Healthcare 

stem cell 
research 

Healthcare 

Globalization 

Drug prices 

Bipartisan 
collaboration in 
congress 
Healthcare 

Separation 
church and 
state 
Terrorism 

World Peace 

Health costs 

Break up of 
families 

Current Ag. 
Issues 
Budget 

Education 
affordabillty 
Job 
Unemployment 
Religious 
freedom 

War on Terror 

Job 
Opportunities 
Obesity 

War on Terror 

Liberalism 

Economy 

Outsourcing of 
jobs 

Ag. Subsidies 

Terrorism 

Health 
Insurance 
Poverty 

Taxes 

Voter apathy 

Gas prices 

Crime 

Poverty 

Chemical 
warfare 
Medicaid 

Taxes 

Freedom of 
Religion 
Teen 
pregnancy 

Job Market 

Gay Marriage 

War on 
Terrorism 

Rising gas 
prices 
Medicare 

Funding for 
Education 
Hunger 

Environment 

Media 
coverage-
accuracy 
Violence 

Abortion 

Job Market 

Terrorism 

Equal 
Opportunity 
Empoyment 
Healthcare 
costs 
Abortion 

Social 
Security not 
available in 
future 
Resource 
Management 
Abortion 
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