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AGENDA

Uses & Gratification

= Instrumental/Information Utility
Cognitive Dissonance

= Mood Management Theory
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Uses & Gratification Approach

* Gratifications/Functions that media NOT SURE IRSHE POSTED
provide their audiences THAT TO BE INFORMATIVE

 Active Audiences perspective

 Idea that media use is purposeful and
satisfies specific needs.

Katz, E., Blumler, J. G., & Gurevitch, M. (1973). Uses and Gratifications Research. Public Opinion Quarterly, 37(4).
https://doi.org/doi/10.1086/268109
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Rather than

“what the media

does to people” its

“what pepple do
to the media’

\
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Some elements of this approach

The audience is conceived as active

Need gratification and media choice lies in the audience member

The media compete with other sources of need satisfaction

People are regarded as sufficiently self-aware

Audience orientations are explored on their own terms. Media is
disregarded as an independent variable causing an effect on attitudes and
behavior.
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Early Studies (1942 - 1949)

« First: statements about media function were What do you
elicited from the respondents use media for?

- Second: they shared a qualitative approach in
their attempt to group gratification statements
into labelled categories

 Limitations: Such studies did not explore the links
between gratifications and psychological or
sociological origins. In addition, they failed to
capture interrelationships among various media Statements Elicited
functions quantitatively or conceptually
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Later Studies

(1) the social and psychological origins of

(2) needs, which generate

(3) expectations of

(4) the mass media or other sources, which lead
to

(5) differential patterns of media exposure (or
engagement in other activities), resulting in

(6) need gratifications and

(7) other consequences
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Suggested Path of Investigation

“Alternatively, students of uses and gratifications o
could try to work backwards, as it were, from Gratifications
gratifications to needs.

In the informational field, for example, the
surveillance function may be traced to a desire for
security or the satisfaction of curiosity and the Needs
exploratory drive” (Katz et al., 1973, p. 513)
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Figure 1

Gratifications Obtained from New Media (1940-2011)

Radio Talk Show Gratifications
(Herzog, 1940:1944)

Advice-Seeking BVIELITREIGTAGT

Telephone Gratifications
(O' Keefe & Sulanowski, 1995)

| Time Management
Time Shifting

Cell Phone Gratifications
(Wei & Lo, 2006)

Status/Fashion

Social Network Gratifications
(Joinson, 2008)

,Soclal Connection,  Escape

Creating Content
Gathering and Sharing Information
Sharing Identity and Photographs

Newspaper Gratifications
(Berelson, 1949)

Television Gratifications R 0
(Greenberg, 1974; Rubin 1981; 1983) Rubin & B

Escape m ] lerary Storage | Time Shifting

Music Video Viewing

‘ LI UL Soclal interaction. \ vnwlng w/Chliidren l Exercising

| Movie Rental | Critical Viewing

Internet Gratifications Political Blog Gratifications
(Papacharissi & Rubin, 2000) (Kaye & Johnson, 2002)

Video Game Gratifications
(Lucas & Sherry, 2004 )

| Arousal |

.Soclal Interaction
Diversion Fantasy
Escape

MP3 Gratifications

(Ferguson et al., 2007; - ; : : - '. ; ¢ : '“_
Zeng, 2011)
Simuilation >0clal Interaction Ompanionsnip 0cial Interaction ape
‘M Boredom Reality Entertainment | Voyeurism | terperson Co-Viewing
Status Relaxation Habitual Pass Time I Relaxation ] Convonuml Information-Seeking
Concantriion Coniiis Convenlent Entertainment

Online Newspaper Gratifications 0
(Yoo, 2011) 010 0

Information-Sharing | Pass Time
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Escape

| cal lon | Connection W |

- Soclal Status

Connection W
| Selt-Documentation |
Selt-Expression |

Time Related

| Unique Gratifications

Sundar, S. S., & Limperos, A. M. (2013).
Uses and Grats 2.0: New Gratifications
for New Media. Journal of Broadcasting
& Electronic Media, 57(4), 504-525.
https://doi.org/10.1080/08838151.201
3.845827
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World Cafeé

Round 1: Personal Media Use &
Motivations

Round 2: Grouping Gratifications

Round 3: Match Gratifications with
classic U&G categories

110 97.0420%6:

WORLD CAFE

METHOD 3 Or more rounds Of conversation,
approximately 20 minutes each

1 question per table or

1 question per round - 1 host per table

staying to facilitate
discussions

- —

¢ Or 5 travelers
Cchanhging tables
after each round
~

Participants
writing, drawing, doodling
key ideas
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Future paths of research

- Overlap in gratifications typologies even in newer
studies with newer media.

- However, more nuanced gratifications are emerging.

 Such gratifications are in line with the affordances of
new communication platforms (Gibson, 1977; 1986)

« U&G researchers should adopt an affordance-based
framework for identifying gratifications sought and
obtained from media
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Examples of suggested gratifications

(Sundar & Limperos, 2013)

e Realism .

e Coolness .

e Novelty

e Being there .

e Agency °

o Community- °
Building .

Bandwagon .
Filtering/Tailorin e

9

Ownness °

Interaction

Activity .

Responsiveness

Dynamic Control
Browsing/Variety-
Seeking
Scaffolding/Naviga
tion Aids

Play/Fun
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Uses & Gratification
Instrumental/Information Utility
Cognitive Dissonance

Mood Management Theory
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Me scrolling through

Information Utility Instagram at 2am

« Early research (1960s) rarely focused
on utility in media use.

« Atkin (1973) offered a detailed theory
of informational utility: the usefulness

of information for meeting personal
needs. | wasn’t looking for
anything... but now |
need to know why

« The informational utility model was whales sing.

developed for general news

Knobloch-Westerwick, S. (2014). Information utility model and related research. In Choice and preference in media use:
Advances in selective exposure theory and research (pp. 158—182). Taylor & Francis Group.
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The two forms of information processing:

Information Receptivity: Information Search:

 Passive, occurs during  Active and intentional.
routine media use. « Purposeful effort to find

« Openness to forming information that satisfies
guestions when curiosity, reduces
encountering relevant cues. uncertainty, or solves

« Leads to attention if the cue problems.
creates cognitive uncertainty.

Knobloch-Westerwick, S. (2014). Information utility model and related research. In Choice and preference in media use:
Advances in selective exposure theory and research (pp. 158—182). Taylor & Francis Group.
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Information Receptivity: Information Search:

l \

He saw a travel tip on TikTok and | "He'is trying to find how how to fi
is now looking for fight tickets | ataxreturn. |
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Information and Uncertainty: two important
concepts

Motivations to reduce uncertainty:

. . . o
+ Information = Something the receiver Cognitive
doesn’t already know

&

 Focus on extrinsic uncertainties: Affective
Uncertainties tied to environmental &
psychological problems 39
‘ Behavioral

@ Defensive
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Utility & Message Selection

 Individuals choose messages when
reward is larger than the cost

« Media is used to monitor changes and
form expectations

« Exposure is shaped by threats and
Incentives

Knobloch-Westerwick, S. (2014). Information utility model and related research. /n Choice and preference in media use:
Advances in selective exposure theory and research (pp. 158—182). Taylor & Francis Group.
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Utility & Message Selection

R e e T

Perceived magnitude
of threats and opportunities

Message
selection

Perceived likelihood
of their materialization

Perceived immediacy _/"> utility

of their materialization

Informational

Media information
about immediate or

prospect encounter of
positive or negative events

Message
non-selection

Perceived efficacy
to influence the event or its outcome

-
-----------------------------------------------------------------------------------------------------------------

Knobloch-Westerwick, S. (2014). Information utility model and related research. /n Choice and preference in media use:
Advances in selective exposure theory and research (pp. 158—182). Taylor & Francis Group.
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When thelvideofagrees]
with'my opinion

Cognitive Dissonance

« Selective exposure is a widespread feature of
mass media use and plays a key role in
shaping media effects. (Klapper, 1960;
Lazarsfeld et al., 1944).

When it cha‘i”i"é”mégs mylbeliefs
* According to the theory of cognitive ~Nope, not today;
dissonance, individuals try to avoid
information that makes them feel
uncomfortable by going against what they
already believe or decided before (Knobloch-

Westerwick, 2014, p. 130).
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Cognitive Dissonance and Polcomm

100% L
14 )

Earlier studies of
Lazarsfeld et al. (1944,
1948) showed that media
users selected primarily
content supporting their
already favored political

party.

o0
S
N
o Y

OExposed Equally to
Publicity of Both Parties

O Exposed Mainly to
Publicity of Other Party

8 Exposed Mainly to
Publicity of Own Party

Percentage of Individuals with Constant
Vote Intention, May to November

Great Interest Less Interest
(n=102) (n=119)

FIGURE 1 Confirmation Bias as Selective Exposure Phenomenon (graph adopted from Lazarsfeld et al., 1948, p. 90). From The People’s
Choice. How the Voter Makes Up His Mind in a Presidential Campaign by Lazarsfeld, P. F., Berelson, B., & Gaudet, H.
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Cognitive Dissonance and News Selection

60
B Positive Article on American Engagement in Vietnam War
— 50 1 B Negative Article on American Engagement in Vietman War
5
S 40 -
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e 5 30 -
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Q
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A E 10 -
E m
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SCh

Vietnam War Supporters Vietnam War Opponents

Figure 2: Selective Exposure to Articles About the American Engagement in the Vietnam War as a Function of Article
Valence and Readers’ Political Position (data adopted from Noelle-Neumann, 1973)
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Discussion

How do you see people avoiding or selecting information to reduce
discomfort or protect their beliefs? What examples can you think of
from everyday life, media, or politics?

News Social Media Health Information

Consumer Decisions Politics
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Discussion

Think about a time when you were feeling stressed, anxious, or
overwhelmed.

« What kind of media content do you usually turn to in those
moments?

 Isit a specific genre (e.g., comedy, drama, nature documentaries)?
- Do you prefer content that distracts you or matches your mood?
« Why do you think that type of content helps?

126 d70EatzE i
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Mood Management Theory

» Selection of media stimuli is driven by ‘
hedonistic motivation. Y

« Selective exposure to media messages
is a function of the current affective

state of media users. I
« Media selection follows the principle of MOOD MANAGEMENT THEORY
mood optimization, rather than habits Watching positive content helps to

e . regulate one’s mood
and gratification.

Reinecke, L. (2017). Mood management. In P. Rossler (Ed.), The International Encyclopedia of Media Effects (pp. 1271-1284).
Wiley-Blackwell.
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Basic Assumptions

Mood (t9)
« Mood management theory
assumes that media users may
but do not necessarily have to be
cognizant of the motivational Media Selection
processes driving their selective
exposure to media content. I
« It does not require the assumption
of deliberate media choice.
Mood (t1)

128 P70#20Pes B : Dr. Isabella Goncalves  Jel8

]
.



Some Predictors

- Excitatory Potential: raises or
lowers arousal (e.g., action vs.
calm content)

- Absorption Potential: how much
the content distracts us

- Semantic Affinity: similarity to !
current mood - Ui

« Hedonic Valence: emotional tone
(positive or negative)

AT e Dr. Isabella Goncalves Nl




Some Hypotheses

Individuals with negative
mood prefer:

 High absorption
« Low semantic affinity
- Positive valence

Individuals with positive
mood prefer:

« Low absorption potential
(Low distraction)

- Higher semantic affinity
match

Arousal Balance

e Over-stimulated —
calming media

e Under-stimulated —
exciting media

Dr. Isabella Goncalves
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Empirical Findings

« Most studies testing Mood
Management Theory use
experimental methods.

« There's strong evidence that
people choose media based on
their emotional state.

« Some specific predictions of the
theory have only received partial
or mixed support.
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Challenges

- Not always hedonic: people
sometimes choose sad or
disturbing content.

 Individual differences (e.q.,
gender, personality) matter.

24
{
Hg
e
W
i
¥

AVOIDING
SAD MOVIES
TO STAY HAPPY

CRYING DURING A
| THE EMOTIONAL DEPTH
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Theory Development

New concepts: B THIS IS Fine. J

- Metaemotions (e.g., enjoying
sadness)

| [It's educat onal. //
|I'll grow as a person.—

* Telic Hedonism (delayed
gratification)

Informational Utility (seeking
meaning or insight)
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Individual Homework

Choose a theory you've just learned,
read the full chapter about it, and
Ccreate a meme based on it.

. AVOIDING
Prlnt. the meme (or send me per SAD MOVIES
email two days before our class) and o TO STAY HAPPY
bring it tho ’Iclhe next class. We'll have a L o | comeoumen
meme challenge. 44 3 THE EMOTIONAL DEPTH

The best meme will win a prize!
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