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CHAPTER I
INTRODUCTION
As might be expected in a field which is very short
of interval-scaled independent variables, varying the order
in which message contents are presented has been a popular
experimental manipulation technique.

Irrespective of this

technique, sometimes a persuasive message fails to achieve
its purpose:

that of an attitude change upon the part of

the receiver.

Several factors account for this failure,

among which perhaps the most significant is the order effect.

The order effect refers to the relative effective's

ness of "one-sided" versus "two-sided" communication.

Past

studies in this area are best exemplified by the Hovland,
Lumsdaine, et al. (1949) work.
Hovland and his associates (1949) define "onesided" versus "two-sided" communication study as that which
tends to explore the conditions most prevalently effective
in presenting a controversial issue.

Such study endeavors

to predict whether it is better to present evidence in support of the main arguments only, or whether it is better
also to introduce evidence refuting the argument.
Schramm (1954) points out that the success or failure of any type of message depends on many other factors
besides the rational content and the degree of attention
that the message receives.

Applying the fact that messages fail to achieve
their purpose sometimes, as advertising messages. Freeman
(1962) points out that increasingly advertisers are coming
to accept the fact that advertising is primarily persuasive
communication which also encounters the problems common to
message failures.

With this observation in mind, the au-

thor of this thesis hopes to relate the findings of his
study, where possible, to most of the business fields that
utilize such persuasive communication practices, which
includes advertising.
Statement of the Problem
When the weight of evidence supports the main
thesis being presented, is it more effective to present
only the materials supporting the point, or is it more
effective to introduce also the points of arguments of
those opposed to the thesis?
Which of the alternative methods of presentation
will be more effective when credible and non-credible
sources are introduced?

What interaction effects, if

any, will the message order and credibility factors have
on the opinion changes of the receivers?
How do all these questions relate to advertising?
Perhaps in defining advertising, one can clarify
the connections between these afore-mentioned problems.
Edwards and Brown (1959) define advertising as the act or

the business of turning people's minds toward a product,
a service, or a store.
Bogart (1967) points out that the enormous expansion in volume of advertising messages represents only one
aspect of the twentieth-century information explosion.

A

more complex society demands more and more specialized
knowledge.

In the United States, the demand for informa-

tion reflects the steady rise in education, along with increased purchasing power.

The U. S. Bureau of Census sta-

tistics (1971) on higher education indicate a significant
increase of a more highly educated (some college achievement) American public from 1965 to 1971.

The projections

to 1980 even more dramatically confirm that the American
consumer will become more educated and therefore will demand more information from future advertising (see Appendix A) .
Stenberg (M. A. Thesis, 1971) indicates that among
buyers, young consumers of college level are the most skeptical of advertising.

This study also shows a high corre-

lation between an ad's believability and its ability to
arouse desire for the product.

In summary, Kottman (1970)

calls upon all the scholars and experts in the advertising
business to realize that the most important problem of
advertising is perhaps not untruthfulness but incredibility,
Kottman writes:

Untruthfulness is not a serious weakness of
advertising, but incredibility or unworthiness of belief and trust is a weakness of
some advertising, not to mention the effects
it has on the image of advertising as an institution, and on its practitioners as professionals. It is here that remedial action
is needed.
Ever since businessmen have used advertising to
sell their products and services, they have sought ways
to measure its effectiveness.

Cooley (1964) suggests that

there is a need to know the nature of the consumer before
progress in the field can be measured.
Justification for Doing This Research
Martineau (1955) suggests that creativity in advertising can be improved by applying some of the findings of
mass communication research and theory.
It is curious that even advertising, a
major form of mass communication, overlooks
research and theory in many aspects of communication. . . . Nevertheless, there are
perfectly valid principles of successful communication which should serve as frame work
for this creativity.
The significance of this research rests on the contribution that it will offer various business fields that
utilize persuasive communications.

Business fields such

as politics, public relations, and especially advertising
will benefit from the findings.

With the public response

growing increasingly negative toward advertising, this
study will be helpful in an effort to reach the educated
consumer more effectively.

That the advertising image is

less than ideal requires little documentation.
Nader (New York Times, 1971) describes the consumer's situation in these words:
Consumers are now spending billions of dollars for products sold under false pretenses:
meat and poultry that are adulterated with fat
and water; patent medicines, mouthwashes and aids
to beauty and diet that do far less than they are
said to do or nothing at all. Both the Food and
Drug acMinistration and the National Academy of
Sciences have compiled lists of drugs, patent
medicines, and mouthwashes that are valueless for
the purposes they advertise and often harmful as
well, as in the case of certain antibiotics.
Samstag's (1966) controversial book Bamboozled
centered its arguments on the shortcomings of advertising.
Samstag defines advertising as. a special pleader, mentioning that nobody in his right mind really believes advertisements.
Bauer (1964), under the auspices of the American
Association of Advertising Agencies, conducted an extensive survey of national consumer judgments of advertising.
The result of this survey indicates that almost half of
the American public has at least some criticisms of advertising and that a primary evidence of anti-advertising
sentiment is negative reactions to specific advertisements.
Bursk (1960) also has this to say:
. . . the general public is disenchanted with
advertising, though strangely and fortunately
not yet with advertised products.
Kanter (1966) also points out that there is widespread criticism of advertising for being misleading, even

deceptive.

And a great deal of criticism also exists about

the amount and intrusiveness of advertising.
Emery, Ault, et al. (1963) sum up some of the criticisms by the public as basically these:
1.

Advertising persuades the public to buy
goods and services they cannot afford.

2.

Advertising appeals primarily to their
emotions rather than their intellect.

3.

Advertising is biased.

Emery and his associates, commenting further, mentioned that other criticisms are directed at advertising
generally by the intellectual members among consumers, who
tend to view advertising's objective as solely an effort to
sell goods and ideas, regardless of the social consequences.
Yet the citing of abuses and the cries for reform, some which
come from the intellectuals, are very real.

Just as there

exist quack doctors, shyster lawyers, and unethical businessmen, so there exist individuals in advertising without
a sense of social responsibility.
Karp (unpublished work, 1972) points out that the
time seems right for competent marketers to test the effectiveness of advertising which presents both the assets
and liabilities of products.

The nature and outlook of the

consumer in the market arena are changing rapidly.

In order

to reach him, advertising must become more creative and
productive.

Karp illustrates his view thus:

Today typical advertising, with its strong
emotional overtones, is being largely ignored
by increasingly well-educated and discerning consumers. Recent research and experiments show that
this consumer can be more effectively reached by
presenting both positive and negative aspects of
the products advertising sells.
Karp asserts that this type of advertising, which
grows out of experiments in noncommercial communication,
has a far greater chance of reaching a growing group of
consumers with at least some college education, than has
the traditional form of advertising.

Taeuber (1969) calls

attention to the fact that in 1968 about 11.1 million
people had an A. B. or higher degree, and that by 1985,
this number should approximate 20 million.

Statistics and

projections shown in the 1971 Annual Report of the Office
of Education (Department of Health, Education and Welfare)
confirm this surge for higher education by the American
public (see Appendix A ) .

Jones (Advertising Age, 1971),

viewing this significant change in the quality of consumer
response, points out that:
The consumer's need for information in order to
make meaningful, rational choices among products
and services "is totally different" today from
what it was even a decade ago. It can be anticipated that disclosure of more material facts is
necessary to maintain truthfulness in the complex
marketplace of today.
Although research involving the effectiveness of a
two-sided presentation has been relegated to other forms
of communication, the application of it in the Bauer and
Buzzel study (Harvard Business Review, 1964) suggests a
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possible application to advertising.

For the marketer who

knows his product and is aware of the specific needs and
wants of the market for that product, the two-sided approach may well provide the most successful link with the
consumer.
stenberg's study (M. A. Thesis, 1971) suggests that
the introduction of a product by a celebrity, and his giving the product's selling points will enhance the effectiveness of advertising.

This he found to be more true for

"high status" products and for luxury products that the
consumer has little experience with than for "everyday"
products.

However, Stenberg concluded that most of the

subjects used in this study tended to base their judgments
on the believability of an advertisement and the desirability of the product it advertised in the advertisement.
Karp (1972), in explaining why today's advertising
may present both sides, gave three major reasons.

First

of all, this type of appeal is most effective when one is
dealing with the more highly educated consumer segment.
Second, today's crop of college seniors has a different set
of values from that of graduates of ten years earlier (according to Ward's speech).

He pointed out that this crop

wants more informative advertising, and that functional
brand differences (rather than emotional images of the
product) have become increasingly important to them.

And,

third, Karp suggested that the mood of the marketplace

seems to be one in which the purchaser is ready to buy a
product offered with what he termed that "proper blend of
confidence and humility."
In viewing the way in which the public judges advertising messages, Kottman (1970) makes this observation:
Statements of fact in advertisements are
almost always true, but the notions evoked in
the minds of receivers by such statements
often may be false.
This definitely suggests the need for a discussion of what
is meant by "statement of facts" and how it is related to
the judgment of advertising in its present state.
Bergmann (1964) points out that every true sentence
represents a truth or fact.
"fact."

This is the broad use of

A true sentence is either analytic or synthetic.

An analytic sentence represents a formal fact; in this
narrow usage only non-formal facts are facts.
Bergmann's suggestion is that a sentence could be
true not because the facts have been checked but because
it could not conceivably be false the way it is stated.
Therefore it is linguistically true.

He also pointed out

that a true analytic sentence is also called a tautology,
which he defined as a false sentence and a contradiction.
A tautology is true because of its logical validity, not
because the premises are true.

Similarly, contradiction

is false because it is logically invalid, not because the
assumptions are false.

In order words, true-to-fact prem-

ises can lead to tautologies as well as contradictions.
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To clarify this whole point, the test of the truth or falsity of an analytic sentence lies in the logic of the argument.

Logical truth is dependent entirely on linguistic

validity or what might also be thought of as structural
sense.
What of the judgment factors of advertising?

Berlo

(1960) notes that judgments are not empirically verifiable.
Many judgments can be translated into denotative observations and tested factually.

However, judgment in itself

is neither true nor false.

Instead, as Berlo pointed out.

We say that judgments are believed or not
believed. . . . Acceptability is the criterion for testing a judgment.
Relating Berlo's explanation for judgment and the
Kottman statement aforementioned, one could conclude that
most statements of fact in advertising are value judgments.
Perhaps this is the major shortcoming of one-sided advertisements, as some are still today, for Samstag (1966)
wrote as follows about the nature of the business:
. . . Every member of the advertising establishment spends most of his working hours concocting
half-truths and then trying to distribute them
as widely and persuasively as possible. This is
his job. He is not paid to tell the whole truth
or even to know it. Usually he isn't told it.
When he comes across facts that weaken or fail
to strengthen his case, he automatically ignores
them, not only from his thinking, but from his
consciousness as well. By working hard as his
assignment (and it isn't an easy one), he gradually succeeds at it. And so he forgets where
the truth is, masters his half-truths, and his
income begins to climb.
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What Samstag was saying, in effect, is that, once again,
most statements of fact in "one-sided" advertising are
value judgments.
This observation agrees with Kottman's views;
Kottman sums up his ideas thus:
. . . A value judgment frequently tells us more
about reality. If one's opinion happens to be
similar to the source's, one probably agrees
with it; if it is different, one probably disagrees. But agreeing or disagreeing has nothing to do with truth or falsity (Kottman,
1970).
Kottman's points would seem to indicate that a credible
source factor is relevant to achieving an effective message with the intended receivers.

In short, a credible

source will probably enhance the chance of one-sided advertising's ability to achieve its goal.

His statement

also indicates that acceptability of the statements of
fact has nothing to do with truth or falsity.

But, the

Stenberg study (M. A. Thesis, 1971) stated that most of
his subjects (who were college students) indicated that
they based their judgments of advertising on the facts it
presented when the factors of believability and desirability were assessed.

Perhaps the consumers' interest in cor-

rective advertising and the backing of claims along with a
series of F.T.C.'s pressures against deceptive and false
advertising indicate that there is something wrong with
some of the present approaches in advertising.

There is

an indication that the time is ripe for the two-sided type
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of advertising and that research findings derived from noncommercial studies could be experimented with in modern advertising approaches.

Credible sources with more positive

and negative facts can remedy the negative image and lack
of credibility confronting some advertising businesses today.
Bursk (1960) supplements this by noting the fact
that more factual information is probably most needed in
ads:
Exaggeration is, of course, just one of the
many sins which advertising is currently being asked to confess and to repent.
Taking all that has been discussed back to the definition of advertising, one may feel that the significance
of this thesis is obvious.

Edwards and Brown (1959), as

aforementioned, defined advertising as the act or the business of turning people's minds toward a product, a service,
or a store.

Viewing this definition in depth, one sees

most clearly this element:

people's minds.

Martineau

(1964) points out that business, most especially advertising, has exploited very little of group norms.

He writes,

. . . Yet we know little about this process of
creating favorable opinion change about our
products and institutions by a human chain reaction. The area of small group research is
very active now at the academic level, exploring the establishment of group norms, the influence of leaders, and rigidity of attitudes.
But Business virtually never utilizes this approach on a deliberate basis, singling out
actual neighborhood leaders and using them to
start chain reactions of favorable opinion.
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However, in recent years, the combined talents and
resources of advertisers, agencies, and media are contributing a great deal to progress, through research, in solving some of the important problems related to advertising.
These efforts suggest that a solution to the ultimate problem of measuring overall results of advertising may be
within reach.

People's minds are the essence of advertis-

ing, and efforts of scholars and experts in the field, in
the form of research, may aid advertising in achieving its
goal:

that of changing people's minds.

Toward this end,

the present study may make a contribution to the field.
Summary of the Justification for Doing
This Research
Ever since businessmen have used advertising to sell
their products, goods and services, they have sought ways
to measure its effectiveness.

Much of today's advertising

still continues to practice the one-sided approach.

However

past findings of research in noncommercial persuasive communications, utilizing two-sided presentations with welleducated individuals (college students as well as graduates) , and the fact that an increasing number of Americans
are attaining higher educational levels both appear to indicate the need for practicing some degree of the two-sided
approach.
Steps are already being taken in this direction.
The Ford Company's recent "We Listen Better," a full-page

14
advertisement in which they enumerate some limitations
along with their strength, provides a good example of a
two-sided approach.

Another example is found in the cur-

rent Volkswagen statement "We'll soon have a computer that
will tell you how many things are wrong, before you buy,
and how many things are right," in which the advertising
speaks for itself.
An explicit approach, providing necessary information wherever possible, may not only prove more rewarding
to the advertising industry, but may also offer a more
positive image of advertising, especially within the bettereducated consumer segment.
Objective and Scope of This Research
This is an experimental study in which the issue
of "one-sided" versus "two-sided" communication will be
tested with the introduction of two variables (credibility
of sources and degree of intelligence of subjects) in terms
of opinion change.

Subjects used were Texas Tech Univer-

sity freshmen English students.

The implications of the

experiment will be related to advertising.

The experiment

will aim at exploring and discussing the interaction effects between these variables.

A final analysis will docu-

ment or suggest which alternative method will be more effective and under what conditions either method will be
effective among an educated audience.

CHAPTER II
THEORY AND RELATED RESEARCH
The World War II Army orientation research by Hovland and his colleagues (Hovland, Lumsdaine, and Sheffield,
1949) is considered by experts in the field to be the best
authority for the theory in question.

This work has pub-

licized the terminology of one-sided (ignoring the opposition) versus two-sided (refuting the opposition) communication.

There was no major attitude change found in that

wartime research, but there were certain interesting interactions, with initial favorability and later opinion
change, after message exposure.

In this study, Hovland

and his associates observed the following:
1.

That offering the arguments on two-sides of
an issue proved more effective than giving
only the supporting arguments in influencing
the attitudes of individuals who were initially opposed to the point of view being
presented;

2.

That for men who were already convinced of
the point of view being presented, the offering of two-sides of the issue was less effective in influencing attitude changes;

3.

That better-educated men were favorably affected by the presentation of two-sides of
an issue;
15
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4.

That the group for which the presentation
offering two sides of the issue was least
effective was the group of poorly educated
individuals who were already convinced of
the given point of view, and

5.

That the omission of a relevant argument was
more noticeable and detracted more from effectiveness in the presentation using arguments on both-sides, than in the presentation
using only one-side was disclosed.

Hovland and his associates (1949) suggest that the
presentation of only the arguments supporting the thesis
is often employed on the assumption that when the preponderance of the arguments supports the point being made,
presenting the opposing arguments merely raises doubts in
the minds of the audience.

On the other hand, the proce-

dure of presenting the arguments of the opposing view may
be supported on the grounds of fairness:

the right of the

members of the audience to have access to all relevant
materials in making up their minds, or the right for rehearsal.

Another explanation for this is that there is

reason to expect that audience members already opposed to
the point of view being presented may be rehearsing their
own arguments while the issue is being presented.

In any

case, they will be distracted by the omission of the arguments while the issue is being presented.

There was also
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an observable relationship with degree of audience intelligence.

Refuting the opposition was more advantageous

with those of high intelligence, while ignoring it was more
effective with those of low intelligence.
A later study by Hovland and Weiss (1951) reported
an extension of the interactions observed in Hovland, Lumsdaine, and Sheffield (1949).

This study aimed at investi-

gating to what extent opinions derived or caused by low
and high credibility sources are retained over a longer
period of time.

This study revealed that some opinion

changes in the direction being advocated by the source are
more marked after a lapse of time than immediately following the presentation of messages.

This phenomenon, re-

ferred to as the "sleeper effect," suggests that the receiver may with the passage of time remember and accept the
content of the message, but not the source.

This concept

Jersild (1929) had already recognized and discussed.

But

in this study (Hovland and Weiss, 1951) , no difference was
found between the amount of factual information learned from
the high-credibility sources and that acquired from the lowcredibility sources, and no difference at all in the amount
retained over a period of four weeks.

Opinions were, how-

ever, changed to a significantly greater degree immediately
following the message presentation by a highly credible or
a trustworthy source than when the message was presented
by an untrustworthy source.

There was a decrease after a
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time interval in the extent to which subjects agreed with
the position advocated by the communication when the material was presented by trustworthy sources, but an increase
when it was presented by untrustworthy sources.

The study

also suggests that the forgetting of the name of the source
is less rapid among individuals who initially agree with
the untrustworthy source than among those who disagree with
it.

In their discussion of the implication of these find-

ings, Hovland and Weiss pointed out that the "sleeper effect" may be understood by taking for granted equal learning for the content material, whether communicated by a
trustworthy or an untrustworthy source, but an initial
resistance to the acceptance of the communication material
by an untrustworthy source.

If this resistance to accept-

ance diminishes with time while the content which itself
provides the basis for the opinion is forgotten more slowly,
there will be an increase after the communication in the
extent of agreement with an untrustworthy source.
Kelman (1958), in an attempt to modify the influence of source credibility on opinion change, suggested
that to the extent that the agent's power is based on his
credibility, influence will tend to take the form of internalization.

An agent possesses credibility if his state-

ments are considered truthful and valid, and hence worthy
of serious consideration by the receivers.

Hovland and the

Yale group (Hovland, Janis, and Kelly, 1953) distinguish
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two bases for credibility:

expertness in the field or

subject matter, and trustworthiness.

In other words, Kel-

man pointed out, an agent may be perceived as possessing
credibility because he is likely to tell the truth.

Trust-

worthiness, in turn, may be related to overall respect,
likemindedness, and lack of vested interest.

Kelman points

out that there are three qualitatively different social
influences that may determine opinion formation: compliance, identification, and internalization, each of which
is determined by a distinct set of antecedent conditions
and each of which produces a distinct set of consequences.
Studies published by McGinnies and Danielson (1963) and by
Allyn and Festinger (1961) suggest that the forewarning of
subjects of the source's persuasive intent had, on the whole,
no impact on the amount of attitude change in their samples
used for the study.

Festinger and Aronson (1960) focused

their study on credibility of sources on the concept of
dissonance.

They suggest that when an individual finds

that an opinion advocated by a credible source is discrepant from his own opinion, he experiences dissonance and
can be derogated (by definition).

On the other hand, if

a source has no credibility, he can be derogated completely
(by definition).

In the latter situation, there would be

no opinion change regardless of the degree of discrepancy,
since a discrepant statement would not arouse dissonance.
The study published by Aronson, Turner, and Carlsmith (1963)
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suggests that a source able to compose a complex and subtle
argument is perceived as more intelligent and hence more
credible than a source whose argument is simple and fairly
comprehensible.
A further study by Hovland and Pritzker (1957)
points out that sometimes a discrepancy between the position of the communicator and that of the receiver may develop, and that once this situation arises, the resistance
to change may be greater.

If this discrepancy continues,

it may lead to boomerang effects for extreme conditions.
To expand on this, Bauer (1965) contends that the order of
message presentation can be an important factor for effective communication (with credibility of source).

Bauer

suggests that whether the source is high or low in credibility, the receiver can evaluate the message conclusion
without paying attention to the arguments used.

It is only,

he contends, when the receiver is unable to evaluate the
source that he has need to analyze the arguments themselves.
This has led to a school of thought that questions whether
persuasive impact is enhanced more by an explicit drawing
of the conclusion or by making the conclusion implicit.
Furthermore, there is debate concerning whether to place
the most important facts of a message at the beginning or
at the end of the message.

McGuire (1966) suggests that

each position has its merit.

One advantage of presenting

the conclusion first is that in this way, from the outset
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of the message presentation,the comprehension of the message is increased; this method focuses the receiver's attention and gives him a clear notion of message direction.
Another advantage of drawing one's conclusion first is that
it offers an initial rehearsal period, so that at the end
of the message presentation the receiver will feel satisfied that he has not missed the point of the message.

From

these advantages McGuire predicted some interaction effects
between ordering of the conclusion, on the one hand, and
complexity of the message, intelligence of the receiver,
predispositional factors, and so forth, on the other.
McGuire (1966) goes on to mention some of the disadvantages of presenting the conclusion first.

He suggests

that if this is done, it increases the possibility of one' 53
alienating and losing the attention to the direction of
the message of those who were initially opposed to the position, the group which has the greatest potential for attitude change.

Another disadvantage, according to McGuire

(1966), is that it appears that an initial presentation of
the conclusion tends to indicate to the receiver that the
source is biased in intention, and therefore the source
may be perceived as intending to persuade.

Hence there

are some implications of interactions between ordering of
the conclusion and the initial hostility of the audience,
the source credibility, and the familiarity with the subject matter, as well as the controversial nature of the
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issue.

The study by Mausner and Mausner (1955) shows that

a well-educated pro-science audience tends to accept the
science expert on faith, while the less educated persons,
on the contrary, may wish to know the arguments.
Cooper and Dinerman (1951) suggest that the degree
of explicitness and the degree of specificity of a message
may also be crucial factors in determining its acceptance
or rejection.

Thus they argue that a given message may be

specifically and explicitly stated and be accepted, and,
at the other extreme, the message may be merely implied,
and still be accepted.

But the less explicit message,

whether general or specific, may not be accepted by a significant portion of the audience, and if not explicitly
i

stated at all, it may be entirely lost by the less intelligent members of the audience.

Often given as an example

of explicit and specific message study in past literature
is the film "Don't Be a Sucker," produced by the Army Signal Corps in the 1940's; in this film, the producers successfully manipulated the technique of "divide and conquer, " whereby each target group is sufficiently selfconscious to perceive an appropriate message selectively
(Cooper and Dinerman, 1951).

Other studies which demon-

strate that explicit conclusion-drawing, if anything, makes
the message more rather than less effective include Hadley
(1953), McKeachie (1954), Thistlethwaite, de Haan and
Kamenetzky (1955), and Mainer and Mainer (1957).

McGuire
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(1960), however, suggests that if the receiver draws the
conclusion for himself, he is more firmly persuaded than
if the source draws the conclusion for him; unfortunately,
in the usual communication situation, the subject is either
insufficiently intelligent or insufficiently motivated to
draw the conclusion himself, and he therefore misses the
point of the message to a serious extent unless the source
draws the conclusion for him.

There is evidence suggesting

that some segments of the group drawing the conclusion in
the implicit condition are more persuaded thereby (Marrow
and French, 1945; Thistlethwaite and Kamenetzky, 1955).
Another factor in the explicit-conclusion condition (besides the increased likelihood of the receiver's getting
the point) that may account for its greater persuasive efficacy is that such communications give the subject more
closure and hence may make him more favorably disposed to
the source; also, they may make the source seem surer of
himself and less ambivalent (Cohen, 1957).
Another very important related study in the area
of one-sided versus two-sided communications is that carried out by Lumsdaine and Janis (1953) , in which the experimenters tested the problem of resistance to "counterpropaganda, " The experiment had basically the same design
as that by Hovland, Lumsdaine, and Sheffield (1949) except
that the aim of the Lumsdaine and Janis study was to determine under what conditions the two types of communication
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presentations might be effective in preparing receivers to
resist the influence of subsequent propaganda.

In the ex-

periment reported by Hovland, Lumsdaine, and Sheffield,
the effects of the communications were measured only in
terms of immediate changes in opinion; it was not possible
to compare the effects of one-sided and two-sided communications in terms of "resistance" to the effect of subsequently presented counterarguments or "counterpropaganda."
Accordingly, the experiment by Lumsdaine and Janis (1953)
was designed to extend the evidence by comparing the effectiveness of the two forms of presentation after part
of the subjects had been exposed to a second counterargument involving communications.

The topic was of a propa-

ganda nature, announcing, long before President Truman
brought the matter to the attention of the American public,
that Russia had produced its first nuclear bomb.

As in the

earlier study, both alternative types of presentations consisted of transcribed "radio programs" in which the same
communicator took the position that Russia would be unable
to produce large numbers of atomic bombs for at least the
next five years from that time.
In the resulting analysis, Lumsdaine and Janis suggest that regardless of initial position, a convincing onesided communication will tend to sway more of the audience
to the direction of the communicator.

However, they point

out that when this same audience subsequently hears the
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opposing point of view, also supported by cogent arguments,
the members' opinions tend to sway in the opposite direction.

This happens especially if the new arguments ap-

pear to offset the previous positive arguments.

On a

counterargument presentation, Lumsdaine and Janis suggest
that the audience will furthermore resist any change of
opinion because of the innoculation theory.

This, they

point out, is because the receiver may not only be familiar with the opposing point of view, but may have been led
to the positive conclusion in a context in which the negative arguments were in evidence.

In general, however, this

study by Lumsdaine and Janis indicates that refuting the
opposing views, rather than ignoring them, is more effective in producing subsequent resistance to counterattacks.
Summary of the Theory and Related Research
There is a considerable body of literature showing
that the amount of attitude change produced by a given
message can be varied by ascribing the messages to sources
that differ on such socially desirable dimensions as knowledge, education, intelligence, social status, professional
attainment, age, and so forth (the Yale group, 1953).
The study by Hovland and his associates (Hovland,
Lumsdaine, and Sheffield, 1949) is often cited for research on one-sided versus two-sided communication effects.
This work by Hovland and his associates did not indicate
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any direct attitude change among the subjects.
teractions were observed.

Some in-

Initially favorable subjects

reacted more positively with the one-sided presentation,
while for those initially opposed to the message, a twosided presentation proved to be more effective.
Subsequent work by Janis, Lumsdaine, and Gladstone
(1951), Lumsdaine and Janis (1953), and Paulson (1954),
demonstrated that both methods of presentation were equally
effective in producing a direct, desired overall attitude
change.

However, the Lumsdaine and Janis study (1953)

suggested that refuting the opposition arguments, rather
than ignoring them, proved much more effective in producm g subsequent resistance to counterattacks.

•1.

McGuire (1953), in pursuance of this study, also
points out the conditions under which the alternative
method will be more effective.

The "one-sided" presenta-

tion, he predicts, will be suitable for a less controversial, less familiar topic, and for a less intelligent audience.

The conditions favoring the "two-sided" presentation

include the controversial nature of the topic, the source's
persuasive intent, and the high intelligence of the audience.
Kelman (1971) suggests the conditions under which
opinion formation can take place, namely, compliance,
identification, and internalization; each of these conditions is determined by a distinct set of antecedents, each
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of which produces a distinct set of consequences.
Festinger and Aronson (1960) point out that dissonance plays a vital role in determining credibility of
source in relation to opinion change in the receiver of
the message.
Aronson, Turner, and Carlsmith (1963) suggest that
complexity of arguments also plays a vital role in the
perception of the source's credibility by the receiver.

CHAPTER III
HYPOTHESIS AND DEFINITIONS
The independent variables that were controlled in
this laboratory experiment were source credibility and intelligence of subjects.
of opinion change.
1.

The dependent variable was the degree

The following hypotheses were tested:

A one-sided message presentation by a credible
source will produce more opinion change than a
one-sided message by a non-credible source.

2.

A two-sided presentation by a credible source
will produce a greater opinion change than a
two-sided presentation by a non-credible source.

3.

A one-sided presentation by a credible source
will produce more opinion change than a twosided presentation by a credible source for
low-intelligence subjects.

4.

A two-sided presentation by a non-credible
source will be more effective than a one-sided
presentation by a non-credible source for highintelligence subjects.

5.

A two-sided presentation by a credible source
will produce greater opinion change than will
a one-sided presentation by a credible source
with the high-intelligence subjects as compared
with the low-intelligence subjects.
28
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Operational Definitions
Controversial topic:

A debatable topic that has equal

merits for pro and con.
Credible source:

An expert in the subject matter; one

believed by the receiver.
High intelligence:

A higher-than-average score in the

college Scholastic Aptitude Test (S.A.T.).
Low intelligence:

A lower-than-average score in the col-

lege Scholastic Aptitude Test (S.A.T.).
Non-credible source:

A non-expert in the subject matter;

one not believed by the receiver.
One-sided:

A communication that presents arguments for
•1,

a given point of view without any mention of
arguments for the opposing view or attempted
refutation of them.
Two-sided:

An organization of messages in which material

unfavorable to a proposal is included along with
favorable materials.

CHAPTER IV
METHOD AND DESIGN OF RESEARCH
At the time this experiment was being planned, the
People' s Republic of China had just been admitted into the
Organization of the United Nations, and President Nixon was
planning his trip to China.

There were reactions from all

segments of the nation, including university and college
students, concerning this issue.

As a consequence, the

Foreign Aid Program, in support of the United Nations,
came under the threat of being discontinued or amended
within the United States Congress.

This furnished a con-

troversial topic on which arguments were available both
on a two-sided and a one-sided presentation.

A pretest

was carried out to determine, in terms of controversiality,
how the topic fared among others suggested.

The results

of this pretest showed that the topic "Foreign Aid Program" would be a suitable one for this experiment.
The subjects used for the four experimental groups
were Texas Tech freshman English students whose classes
were selected randomly.

The control group was a freshman

Journalism class of the same University.

The total number

of subjects was 84, and they were of the ages between 18
and 25 years.

Subjects included males and females. A

pretest of the four groups, based on their initial opinions on questionnaires designed on a Likert type scale,
30
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resulted in the division of the subjects into 8 cells,
namely, 4 groups initially opposed to the topic, "Foreign
Aid Program," and 4 groups initially in favor of the topic.
The pretest questionnaire and instructions were designed
in such a way that the key questions were embedded among
a larger number in order to disguise the aim of the experiment.

Subjects were told that this was a study of "infor-

mation assimilation behavior of college freshmen," and that
they should answer the questions as they would answer them
ordinarily.

From the preliminary test also, subjects were

able to rate a member of the U.S. Senate as the most credible source and a Texas Tech undergraduate student as the
non-credible source from a list of several other sources.
A mean of the total score of each group was used to determine the spread of the initial attitude-change behavior of
subjects (see Appendix B ) .

After the pretest, subjects

were informed that the results and findings of the study
would be disclosed to them in the future.
During the interval between the actual experiment
and the test, 4 carefully prepared identical messages were
programmed as follows:
Topic:

Foreign Aid Program

Tape A:

One-sided message with Credible source

Tape B:

One-sided message with non-Credible source

Tape C:

Two-sided message with Credible source

Tape D:

Two-sided message with non-Credible source.
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Tapes A and B were identical and were of 6 minutes'
duration.

Tapes C and D were also identical and were of 8

minutes' duration.

The difference in time between tapes

A, B and C, D was utilized only in refuting the opposing
arguments presented in tapes A, B.

The same announcer's

voice was aired in all tapes, with the exception of the
introduction, which defined the source.

Messages were

explicit and specific as the sources presented their direction of arguments.

(See Appendix C for sample of messages.)

Three weeks after the preliminary questionnaire
test, subjects were exposed to the actual experiment.

The

questionnaires for this second part of the study consisted
of questions related to the content of the messages being
presented.

Efforts were made to eliminate complexities

in the questions asked, and where difficulties appeared
to exist, subjects were equally briefed with adequate explanation.

Subjects were asked not to disclose their

names, but class status, major and date of birth were
furnished in order to supply the necessary identification.
They were also told that this was an extension of the study
which had been carried out earlier, and that they should
answer the questions, keeping in mind the directions of
arguments being advocated by the source.

Efforts were

also made to keep the study under as much control as possible by making the subjects feel as relaxed and confident
as they ordinarily would.
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A 2 X 2 X 2 factorial design was used to test the
hypothesis (Figure 1 ) . The 4 classes of 18 students each,
a total of 72, yielded the number of 9 subjects in each of
the 8 cells, on the basis of their initial position on the
topic.

The four groups were exposed to the actual experi-

ment thus:
Group #1 received a one-sided. Credible source message
Group #2 received a one-sided, non-Credible source
message
Group #3 received a two-sided. Credible source message
Group #4 received a two-sided, non-Credible source
message
The control group (n = 12) was not exposed to any
message; instead, they responded to the original pretest
questionnaire.

This was done in order to ascertain if the

topic was still controversial enough at the period when
the experiment was being carried out.
Data collection went fairly well.

The subjects

seemed to co-operate quite readily and appeared reasonably
motivated by the task.

After the experiment, Ss were de-

briefed, and the need for deception was explained.

Ss

were told that the results of the experimental study
would be made available to them later.
AS mentioned earlier in this thesis, an attempt
was made to measure the intelligence of the subjects; this
was related to the findings of message exposure to determine if there were any significant results.

Subjects'
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Scholastic Aptitude test results obtained from their college records provided the basis for determining the "high"
and "low" intelligence groups.

According to Crawford and

Burnham (1946), Aptitude test results are reliable measures of qualities that are essential for the future success of an individual.

This becomes even more reliable

when the individual's score is compared to the highest 1/4
of the group, as "high" intelligence, and with the lowest
1/4 of the same group, as "low" intelligence.

The authors,

Crawford and Burnham, suggest that
. . . Whichever of the familiar labels it may
b e a r — I Q , General Intelligence, Scholastic
Aptitude, Mental Rating, College Index—all
are based on "quantum theory" of educability.
According to that concept, every individual
may be said to possess, in greater or lesser
extent, certain quanta of generalized learning power or scholastic efficiency. A measure
of these quanta is thus regarded as equally
significant for the prediction of achievement
in any field of intellectual endeavor.
' To document further the fact that the Scholastic
Aptitude test is a reliable measurement of the intelligence
of an individual, Boyton (1933), suggests that
Present day tests have been used in exceedingly
variety of ways, many of which may be questioned
individually but (of which combined) certainly
illustrate the extensity of the application and
general possibilities, at least.

CHAPTER V
DISCUSSION AND RESULTS
Discussion
The very nature of behavioral variables prohibits
either duplication of reality or generalization of the
findings to a large universe.

However, because controlled

experiments may increase understanding of the basic forces
at work in any process, the results might be cautiously
applied in a variety of situations.
The summary table of the experimental study results, shown on p. 36, indicated that the null hypothesis
of all the variables' effects and their interactions should
be rejected, since they all have significant F values at
the .01 level of probabilities.

Therefore, there seemed

to be some definite causal-effects relationships between
the independent variables (Intelligence, Credibility and
Message) and the dependent variable (opinion changes) of
the subjects.

From the mean attitude change results (see

Figure 1) of the individual experimental cells and groups,
and the significant F's, these conclusions are suggested:
1.

A one-sided message presentation by a
Credible source will produce a greater
immediate opinion change than will a
one-sided message presentation by a nonCredible source.
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TABLE 1
SUMMARY TABLE OF RESULTS USING A THREE-WAY ANALYSIS
OF VARIANCE (NO REPEATED MEASUREMENTS)

Sum of Squares

df

MS

F

Intelligence

30.2

1

30.2

15.1**

Credibility

73.8

1

73.8

36.9**

Message

26.2

1

26.2

13.1**

Intelligence x
Credibility

22.7

1

22.7

11.3**

Intelligence x
Message

69.2

1

69.2

34.6**

Credibility x
Message

88.4

1

88.4

44.2**

Intelligence x
Message x
Credibility

308.7

1

308.7

154.3**

Error

129.5

64

2.0

Total

748.2

71

**P <;.01
df = 1/64
Reference:
Winer - 162-174, 178-184, 248-263
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ONE-SIDED
High Intel.
Init. 0pp.

TWO-SIDED

Low Intel.
Init. 0pp.

#1

High Intel.
Init. 0pp.

Low Intel
Init. Opp,

#2

#3

#4

+0.88

+2.0

+2.55

#6

#7

#8

-0.77

-2.0

-1.77

Credible
source.
(U.S. Senator)
X = -1.11

#5
Non-Credible
source.
(Tech Student)
X = -3.1

Fig. 1.—Mean attitude change of groups
n = 9
N = 72

per cell

A plus sign (+) low score indicates "change in
the direction advocated by the source." (E.g.,
+.88 indicates more agreement than +2.0)
A minus sign (-) indicates "disagreement with
the source."
A comparison of the X of cells 2 and 6 (see Figure
1) showed that the Ss who were initially in favor of the
topic displayed a greater positive opinion change when they
were exposed to the one-sided message presentation from a
member of the U.S. Senate than did those Ss exposed to the
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very same message from a Tech student.

This is indicated

in their respective X scores of +0.88 and -0.77.

This sug-

gests that a Credible source will be more effective with
an educated audience than will a non-Credible source in a
one-sided message presentation.
2.

A two-sided presentation by a Credible source
will produce a greater immediate opinion
change than will a two-sided presentation by
a non-Credible source with subjects initially
opposed to the topic.

Likewise, a comparison of X of cells 3 and 7 (see
Figure 1) showed the significance of this relationship.
The greater positive X score of +2.0 of cell 3 when compared to cell 7 with an X score of -2.0 suggests that the
two-sided presentation from a member of the U.S. Senate as
a Credible source was more effective in producing greater
positive opinion change among the Ss who were initially
opposed to the topic than was a two-sided presentation from
a non-Credible source (Tech student).

It will then appear

that, for an educated audience, a Credible source will be
more effective in a two-sided message presentation than a
non-Credible source.
3.

A one-sided presentation by a Credible source
will produce a greater immediate opinion
change than will a two-sided presentation by
a Credible source.
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This hypothesis was also found to hold.

The mean

attitude change results (see Figure 1) of cells 2 and 4
is indicative of this.

A +0.88 lower X score of the group

in cell 2 indicates the greater effectiveness of one-sided
presentation by a Credible source than the higher X score
of cell 4, which showed lower effectiveness when a twosided presentation by a Credible source was applied on
subjects.
From this finding, this study suggests that for an
educated audience, a one-sided presentation with a Credible
source will probably be more effective in inducing a greater
opinion change than will a two-sided presentation with a
Credible source on the subjects or audience originally in
favor of the topic.
4.

A two-sided presentation by a Credible source
will produce a greater opinion change than a
one-sided presentation by a Credible source
with the subjects initially opposed to the
topic.

Once again, a look at the mean attitude change results (see Figure 1) of cells 1 and 3 showed that this
hypothesis might hold true.

The greater positive X score

of those initially opposed (+2.0) after being exposed to
a two-sided presentation by a Credible source showed this
method to be more effective than that demonstrated in cell
1, which represented the subjects who were initially opposed
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to the topic and were exposed to a one-sided presentation
by a* Credible source.
From this relationship between the X score results
of cells 1 and of 3 (-1.11 and +2.0), the findings of this
study indicated that for an educated audience, a two-sided
presentation by a Credible source probably would be more
effective in message presentation than would a one-sided
presentation with a Credible source with subjects initially
opposed to the topic.
5.

A two-sided presentation by a non-Credible
source will produce a greater opinion change
than will a one-sided presentation by a nonCredible source with the subjects initially
opposed to the topic.

This hypothesis was also found to be true when the
mean attitude change results (see Figure 1) of cells 7 and
5 are compared.

The X score of -2.00 for cell 7 and -3.1

for cell 5 showed the degree to which the Ss initially
opposed to the topic disagreed less with a non-Credible
source in a two-sided message presentation than with a
one-sided message presentation with a non-Credible source.
It therefore appears from the findings of this
study that for an educated audience, a two-sided message
presentation by a non-Credible source would probably generate less disagreement among the audience than would a
one-sided message presentation by a non-Credible source.
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6.

Generally, a two-sided presentation by a
Credible source will produce a greater
opinion change than will a one-sided presentation by a Credible source with highintelligence subjects as compared with
low-intelligence subjects.

The interaction results of this study (see the
Summary table, p. 36) showed some unique relationships
between the intelligence of the subjects and their acceptance of the message with a Credible source.

The high

significant F of interactions between intelligence of Ss
(high or low) , message, and credibility tends to indicate
that the subjects with high intelligence reacted more
favorably to the positions being advocated by a Credible
source in a two-sided presentation.

The mean attitude

change score result (see Figure 1) of cells 3 and 4 showed
the degree to which the high-intelligence Ss tended to
agree more with a Credible source in a two-sided presentation, while the comparison between cells 1 and 2 showed
the degree to which the high-intelligence subjects greatly
tended to disagree with a one-sided message presentation
by a Credible source.
From these findings of the study, the unique interaction effects indicate that for an educated audience with
high intelligence, a two-sided message presentation by a
Credible source would probably induce a greater favorable
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opinion change upon the audience than would a one-sided
presentation of the message by a Credible source.
Summary of the Results
In general, this study, under the conditions in
which it was carried out, indicated the following:
1.

The presentation of a two-sided message by a

Credible source was found to be more effective in producing greater immediate opinion change than was a one-sided
presentation when the members of the audience are better
educated and tend to be initially opposed to the source's
position.
2.

For those who were already in favor of the

point of view being presented, the two-sided message presentation by a Credible source was less effective in producing the desired opinion change.

At the same time, for

this predisposed group a one-sided presentation of the
position being advocated by a Credible source seemed to
be most effective with a better-educated audience in
creating a greater desired opinion change.
3.

Either type of presentation with a Credible

source was observed to be generally more effective than
was the one-sided or two-sided presentation with a nonCredible source among college freshman students or those
with some college education.

But the two-sided presenta-

tion by a Credible source seemed to be more dominant than

43
was the one-sided presentation by a Credible source with
college students who have high intelligence.
4.

Finally, the findings of this experimental

study showed that the one-sided presentation with a Credible source tended to be more effective generally in producing the desired opinion change with college students
who had low intelligence and were in support of the position of the topic originally.
Implications of the Results
The findings of this experiment might be applied
indirectly to the functional consumer approach of advertising.

The findings tend to imply that there is a need

today for a two-sided presentation of a persuasive message
in our advertising consumer approach, especially with
business industries trying to capture the market of sophisticated consumers.

The method of one-sided advertising,

which is generally still in use, has probably outlived
its effectiveness.

With a larger number and a greater

percentage of American consumers acquiring a higher level
of college education than in the past, the need for more
information becomes more imperative in advertising.

The

credibility factor also has its implications on advertising.

The findings of this study imply that a high-intel-

ligence audience with some college education might accept
the necessary information in advertising provided efforts
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were made to utilize a Credible source in the execution of
the message.

For example, any advertisement may inform its

audience about the good qualities of a product, but this
message may well be more effective if the message is modified to include at least some of the bad qualities of the
product, with the message being given by a Credible source.
This approach would probably improve the image of advertising and thereby render increased credibility to advertising.
As this study points out, a two-sided communication
from a Credible source is favorably received by intellectuals.

A one-sided communication will not be sufficient

if advertising is to survive the challenge of the everincreasing numbers of information-seeking educated consumers of the near future.

Some of the advertisements

that have been utilizing the one-sided approach may improve their effectiveness by at least occasionally experimenting with the two-sided approach, which this study suggests pays greater dividends when used correctly than does
the one-sided approach.
Credibility factor is another very important facet
of the findings of this study that may be implemented.
The study showed that it is important to include a Credible source when presenting a persuasive message to a highintelligence well-educated audience.

Relating this state-

ment to advertising, an advertising message, be it
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one-sided or two-sided, will probably achieve more positive
results, namely, that of immediate opinion change toward a
product (goods or services), if the message is delivered
by a Credible source.

The utilization of a Credible source

may not only enhance the chances of the message's being
accepted, but also may create credibility in the message,
thereby improving the consumer's image of advertising in
general.
The findings of this study can be implemented in
several other areas of business that utilize persuasive
communications, including fields such as politics, public
relations, and even everyday communications between business representatives and consumers.

The audiences of

today are seeking more facts and more information than
ever before in history, and the one-sided approach is
probably no longer sufficient.

Efforts should be made

to meet this need of information-seeking audience of a
highly educated calibre.

The two-sided approach of pre-

senting persuasive messages may be the beginning of the
solution to this problem.
Limitations
The effectiveness of the two-sided presentation
of messages used in this study might be due in part to
the nature of the subjects themselves.

One could argue

that college students, particularly freshmen, are not
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truly representative of the well-educated public.
such is the limitation of experimental studies.

But

A field

study would probably substantiate the findings of this
study, if the same results were to be obtained.
Another argument that could be brought forth is
the type of message utilized in the study.

The topic

could have centered around a product, whether goods or
services, in order to justify the effects of the findings
of this study in relationship to advertising.

But this

could be an area for further research for future students
and experts in the field of advertising.
The study was not designed to find out if there
were any effects of sex on the findings.

The groups used

in the study were males and females whose attitude changes
were observed as members of a group or groups.

Therefore

a suggestion for future studies in this area includes the
probable benefit derived from including demographic information in the study.
One of the other important limitations of this
study was that about seven of the subjects were absent
either when the first test was conducted or during the
actual test.

But this difficulty was overcome by elimin-

ating the answers of those who were absent at one time or
the other.

However, 72 subjects were easily identified

from a total number of 87.

A suggestion for future re-

search is for the researcher to have larger experimental
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groups in order to reduce the degree of skewing of the
findings through absenteeism, as this may well have some
effect on the research findings.

CHAPTER VI
CONCLUSIONS AND RECOMMENDATIONS
The evidence presented here, obtained in a carefully controlled laboratory setting, indicates that additional laboratory and field testing of this area of
study—one-sided versus two-sided approach of message
presentation—would probably yield similar results.

In

recognition of this probability, the traditional one-sided
message presentation approach in the advertising of most
products may profitably be adapted or broadened to take
into account the well-educated consumers' image of informative and credible advertising.

This segment of today's

population is definitely increasing and cannot any longer
be ignored.

Studies in the past have indicated that both

in present and future American society, education is equatable to income and therefore to buying power.

A signi-

ficant percentage of the American society realizes the importance of higher education, and are hence continuously
striving for college degrees and backgrounds.

It is espe-

cially because of this educated group of the public that
utilizing these recommendations becomes necessary and
probably imperative.
Recommendations
To the business fields that utilize persuasive
message techniques, most especially advertising, it is
48
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recommended that:
1.

Advertising messages should not be implied,

but should be specific and explicit, to avoid creating
impediments or confusion in the minds of the educated
audience.
2.

A two-sided approach to message presentation,

or at least some modification of the one-sided approach,
may make a significant contribution toward the effectiveness of most everyday advertising when the advertiser is
trying to reach the educated segment of the American
public.
3.

While employing the two-sided approach in an

advertising message, either an expert in the business or
one who can be perceived as a Credible source may deliver
the message in order to add credibility to the advertising
message.

This is recommended most especially if the ad-

vertising is aimed at the educated segment of the public.
4.

A one-sided approach to message presentation

in advertising may best be geared for the below-average
American consumer segment.

Even when this approach is

utilized, efforts should be made to introduce a Credible
source in order to obtain the desired effectiveness of
advertising with this group.
5.

A few advertising messages today are being

carried out with a two-sided approach, but in general the
old tradition of the one-sided approach still prevails.
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This traditional approach has led to lots of criticism
by the intellectual segment of the American public, and
it will be to the advantage of the advertising business
to experiment with the two-sided approach in order to
improve the image of advertising in general and to lend
credibility to the field.
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APPENDIX A
EDUCATIONAL STATISTICS AND PROJECTIONS
BY SEX, 1965-1980 (IN THOUSANDS,
EXCEPT PERCENT.)

Year of
Graduation

High School

Number

% of^
17 yr.
olds

1965

2,665

1966

College

M

F

72.4

1,314

1,351

2,672

74.9

1,326

1967

2,680

78.2

1968

2,702

1969

2

M

F

534

318

216

1,349

556

331

224

1,332

1,348

595

355

240

76.7

1,341

1,360

672

393

279

2,839

78.4

1,408

1,431

764

444

320

1970

2,906

76.5

1,439

1,467

784

556

328

1971

3,102

79.4

1,541

1,561

816

473

344

1975

3,507

83.9

1,756

1,751

959

532

427

1980

3,759

89.5

1,901

1,858

1,133

608

525

Total

1.

Beginning 1970, percent of 18 year olds.

2.

Bachelor's or first professional degree.
Data cover graduates of both public and
private institutions.

Source: U.S. Bureau of the census. Statistical
abstract of the U.S.; 1971, 92ed, p. 124.
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APPENDIX B
PRETEST RESULTS
Group #1
Init. Opposed

.

Init. Infavor

Group #2
Init. Opposed

Init. Infavor

Subjects:

9

9 = (18)

8

24 = (32)

Percentages:

50%

50%

33.3%

66.6%

Mean

3.8

2.0

3.5

2.2

Group 3 Subjects
Subjects:

14

Percentages:

66.6% 33.3%

Mean:

Group 4 Subjects

7 = (21)

3.3

1.9

12

4 = (16)

66.6%

33.3%

3.8

1.8

Control Group Subjects
5

7 = (12)

44%

66%

3.3

2.0

Total # of subjects equals 99
Source Credibility
Non-C]redil

Credible Source
Poll. Sc. Prof.::
U.S. Senator
::
Journalist
::
:
Tech Student
Total

6

36
44
18
1

4
8
82

99

99
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APPENDIX C
FOREIGN AID PROGRAM
One-sided Message
For twenty-five years the U.S. has been a leader
in the effort to bring a measure of peace and economic
justice to the world.

Under United States leadership,

foreign aid has become a truly international effort in
which virtually all developed nations participate.

As

a result of foreign assistance, beginning with the Marshall Plan in Europe and Japan, Point 4, and the intervening agencies, many foreign countries have progressed.
For the past ten years U.S. aid, under the leaderhip of
five American presidents, Truman, Eisenhower, Kennedy,
Johnson, and Nixon, has made the world a comparatively
better place to live in.
The United States has been the number one leader
in providing assistance to the lesser developed nations
of the world.

Two-thirds of the world's people live where

foreign aid has helped to bring about great increases in
food production, education, better health, success in
economic growth and development and also in family planning.

Consequently, foreign assistance has been directed

towards improving the quality of life for all people
everywhere.
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Through U.S. aid, our country has provided more
than its share of the cost of multi-national programs by
way of the United Nations Agencies and through a consortia
of the other aid-giving countries of the free world.

There

are coordinated foreign assistance programs in most of the
poor countries of Latin America, Asia, and Africa.
President Nixon has set two fundamental foreign
policy goals for the American people:

first is to main-

tain the commitments we have already undertaken with friends
and allies; the second is to place greater reliance on the
efforts of other nations to provide for their own security
and progress.
But it is not time for the U.S. to withdraw from
the United Nations or to expel its headquarters to Moscow
or Peking.

Any action of this sort would indicate isola-

tionism on our part.

The United Nations organization is

an important instrument of peace.
tory of many of the world's hopes.
is true to those hopes:

It is also the reposiWe must ensure that it

that it represent activities of

the 130 nations—meet our high responsibilities not only
to our own world, but to the world of the future.
Building a structure of peace—a structure that
will stand—requires patience, dedication, and realism.
Working at peace—working at it seriously—means more than
long hours of careful deliberation.

It means putting aside

preconceptions; it means weighing carefully what our real
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interests are, not only as citizens of our own countries,
but also as citizens of the world.

it means proceeding

with urgency but not without patience.
not stubbornly.

Steadfastly, but

And it means recognizing that differ-

ences exist and will continue to exist—differences of
view point, differences of interests, different systems
and different values.

One of the functions of a struc-

ture of peace is to protect and accomodate those differences, not to destroy them.

It is appropriate to take

note of the fact that by any objective judgement, the
world is a more peaceful place than it was a few years ago.
The American people from the very foundation of
the United Nations, have backed the organization in its
search for peace.

We have believed in it, we have earn-

estly wanted to be a success knowing that the U.N.'s
success is everybody's success.

As a people we still feel

that way.
More important, what happens in the developing
world where two-thirds of all the peoples of the world
live, will determine in large part the fate of mankind in
the years ahead.

Our future cannot be separated from the

future of the rest of the world.

Our children and grand-

children must live in the same world with their children.
It is hoped that thoughtful Americans will take a hard
look at today's world—and recognize that before we put
all our attention on our domestic problems, we remember

60
that polluted air and polluted water flow freely across
national boundaries.

Social unrest results from hunger,

or from witnessing one's family die because of lack of
health facilities, or because there would be no hope that
through education, one's children may have better lives
than the parents due to lack of schools, teachers, and
books.

Social unrest flows across national boundaries too.
It has been said that funds in our pipeline will

see us through.

This is not the truth.

There are no funds

in the Foreign Aid pipeline except those that are required
to pay for contracts made with other governments or with
U.S. suppliers, U.S. engineering firms, U.S. universities,
and a wide variety of U.S. contractors.
Discountinuance of U.S. Aid will cost U.S. suppliers about three billion dollars worth of orders for
supplies and services.
jobs.

It would cost many Americans their

The cut-off would threaten the livelihood of twelve

thousand Aid employees, 6,000 of them Americans at work in
Washington and abroad.
Under these circumstances, it will be to the best
interest of America to continue the Foreign Aid program.
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FOREIGN AID PROGRAM
Two-sided Message
For twenty-five years the U.S. has been a leader
in the effort to bring a measure of peace and economic
justice to the world.

Under United States leadership,

foreign aid has become a truly international effort in
which virtually all developed nations participate.

As

a result of foreign assistance, beginning with the Marshall Plan in Europe and Japan, Point 4, and the intervening agencies, many foreign countries have progressed.
For the past ten years U.S. aid, under the leadership of
five American presidents, Truman, Eisenhower, Kennedy,
Johnson, and Nixon, has made the world a comparatively
better place to live in.
The United States has been the number one leader
in providing assistance to the lesser developed nations
of the world.

Two-thirds of the world's people live where

foreign aid has helped to bring about great increases in
food production, education, better health, success in
economic growth and development and also in family planning.

Consequently, foreign assistance has been directed

towards improving the quality of life for all people
everywhere.
Through U.S. aid our country has provided more than
its share of the cost of multi-national programs by way of
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the United Nations Agencies and through a consortia of the
other aid-giving countries of the free world.

There are

coordinated foreign assistance programs in most of the
poor countries of Latin America, Asia, and Africa.
President Nixon has set two fundamental foreign
policy goals for the American people:

first is to main-

tain the commitments we have already undertaken with friends
and allies; the second is to place greater reliance on the
efforts of other nations to provide for their own security
and progress.
But it is not time for the U.S. to withdraw from
the United Nations or to expel its headquarters to Moscow
or Peking.

Any action of this sort would indicate isola-

tionism on our part.

The United Nations organization is

an important instrument of peace.

It is also the resposi-

tory of many of the world's hopes.
is true to those hopes:

We must ensure that it

that it represent activities of

the 130 nations—meet our high responsibilities not only
to our own world, but to the world of the future.
Building a structure of peace—a structure that
will stand—requires patience, dedication, and realism,
working at peace—working at it seriously—means more than
long hours of careful deliberation.

It means putting aside

preconceptions; it means weighing carefully what our real
interests are, not only as citizens of our own countries,
but also as citizens of the world.

It means proceeding
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with urgency but not without patience.
not stubbornly.

Steadfastly, but

And it means recognizing that differences

exist and will continue to exist—differences of view
point, differences of interests, different systems and
different values.

One of the functions of a structure of

peace is to protect and accomodate those differences, not
to destroy them.

it is appropriate to take note of the

fact that by any objective judgement, the world is a more
peaceful place than it was a few years ago.
The American people from the very foundation of
the United Nations, have backed the organization in its
search for peace.

We have believed in it, we have earn-

estly wanted to be a success knowing that the U.N.'s success is everybody's success.

As a people we still feel

that way.
Opposing Views
Some of the reasons for the resentment over helping other countries when the domestic economy is in trouble
have been:

the disillusionment of people who have become

disenchanted over the way foreign aid has turned into a
military program that seems to encourage the development
of more situations like Vietnam.

Another reason is the

angry reaction, abated by the White House, to the expulsion of Nationalist China from the United Nations.
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It seems unlikely that the President's present
foreign policy could be affected by emotional and irrational whims.

The Foreign Aid gave us influence and lev-

erage with other nations.

A cut off of Foreign Aid barely

indicates a rising nationalist or isolationist trend in
the U.S., which Nixon's own doctrine, perhaps unfairly,
has been interpreted as reflecting such.

The U.S. cannot

afford to retreat from the realities of our interdependence with the rest of mankind.

Foreign Aid, in a true

sense, is the American answer to Marxist ideology and Communist strategy.

It is dollar strategy.

Yet, both dollars

and diplomacy are vital to the search for peace in a technologically developing world.

The cause of peace and the

world's confidence in America will seriously be damaged
by the spectacle of the U.S. acting precipitiously on matters of such importance.

We cannot afford to abandon our

share of responsibility to the dispossessed, the hungry,
and the hopeless poor.

We cannot afford to abandon our

contribution to the economic development of nations seeking to stand on their feet.

We cannot afford to abandon

our material support to allies whose survival may be at
stake.
Original Message—Continued
More important, what happens in the developing
world where two-thirds of all the peoples of the world
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live, will determine in large part the fate of mankind in
the years ahead.

Our future cannot be separated from the

future of the rest of the world.

Our children and grand-

children must live in the same world with their children.
It is hoped that thoughtful Americans will take a hard
look at today's world—and recognize that before we put
100 percent of our attention on our domestic problems, we
remember that polluted air and polluted water flow freely
across national boundaries.

Social unrest results from

hunger, or from witnessing one's family die because of
lack of health facilities, or because there would be no
hope that through education one's children may have better
lives than their parents due to lack of schools, teachers,
and books for them.

Social unrest flows across national

boundaries too.
It has been said that funds in our pipeline will
see us through.

This is not the truth.

There are no funds

in the Foreign Aid's pipeline except those that are required to pay for contracts made with other governments
or with U.S. suppliers, U.S. engineering firms, U.S. universities, and a wide variety of U.S. contractors.
Discontinuance of U.S. Aid will cost U.S. suppliers some three billion dollars worth of orders for supplies and services.
jobs.

It would cost many Americans their

The cut-off would threaten the livelihood of twelve

thousand AID employees, six thousand of them Americans at
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work in Washington and abroad.
Under these circumstances it will be to the best
interest of America to continue the Foreign Aid program.

