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ABSTRACT 

The study examined the ways in which individuals manage inconsistent 

information about actors and fictional character that the actors play. Previous research 

suggested that people tend to attribute characters’ characteristics to the actors. Therefore, 

actor-character inconsistency might be deemed as hypocritical and undermine the effects 

of the media content. However, this effect was hypothesized to be moderated by 

information processing mode. Specifically, when viewers transport into the narrative, 

namely, become absorbed in the story, they are not able to integrate actor information 

with character information. Similarly, when processing the message heuristically, viewers 

lack sufficient cognitive resources to integrate actor information. Thus, it was 

hypothesized that character incongruence will only diminish media effects when viewers 

process the media content critically. 

These hypotheses were explored in the context of perceptions of cosmetic surgery 

and sexual objectification of women. Participants read a fictitious interview in which the 

actor Raymond Romano expressed either approval of breast augmentation procedures or 

criticized this practice. Then, participants watched an edited segment from an Everybody 

Loves Raymond episode in which Romano played the role of a character that encouraged 

his wife to undergo cosmetic surgery. Viewers were requested to engage in issue 

elaboration, encouraged to transport into the show (narrative elaboration) or had to 

complete a distraction task while watching (heuristic processing). They listed all the 

thoughts they had during the media exposure and completed questionnaires assessing 

attitudes towards cosmetic surgery and sexual objectification of women. The same 

measures were completed again, one week after the lab session. 



14 

Analysis of viewers’ reported thoughts indicated that the manipulation 

successfully induced the different types of processing. Further, participants in the issue 

elaboration condition tended to generate both message consistent thoughts and counter-

augments, whereas participants in the narrative elaboration condition generated few 

counter-arguments. In the heuristic processing condition, viewers listed very few 

thoughts, and did not counter-argue with the message. However, narrative consistent or 

inconsistent thoughts did not affect persuasion. Finally, incongruence between the actor 

and the character did not reduce persuasiveness of the message or hinder actor’s 

likability, suggesting that viewers successfully maintain separate actor and character 

schemas. 
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CHAPTER 1 

INTRODUCTION 

Popular actors commonly appear as guest stars on television shows, play recurring 

roles on television series, star in movies, and make endorsements in commercials and 

public service announcements (Amos, Holmes & Strutton, 2008; Bakker, 2001). All of 

these outlets provide celebrities with multiple opportunities to influence audiences’ 

beliefs, attitudes and behavioral intentions (cf., Klimmt, Hartmann, & Schramm, 2006). 

However, most theories and empirical research examine the effects of each media 

exposure, in isolation from consideration of viewers’ prior exposure to the actors. As a 

result, such studies provide only limited understanding of how media effects operate in 

more natural media environments, where individuals are exposed to multiple, sometimes 

even conflicting messages. 

To bridge this gap, the current study explores possible interactions between real-

world knowledge about actors and the features of the characters they play. Specifically, 

the study explores the ways in which prior actor-related knowledge moderates the effects 

of subsequent exposure to the actor when playing a fictional character that is either 

congruent or incongruent with viewers’ initial actor-knowledge. The study not only 

promises to shed light on some of the conditions amplifying media effects, but also has 

the potential to expand core media theories of fictional media processing and narrative-

based persuasion. 
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Narrative Persuasion 

Narratives, such as novels, radio soap operas and television dramas, constitute 

powerful tools for promoting attitudinal and behavioral changes. Unlike media 

campaigns with explicit educational or persuasive agendas, entertainment media deliver 

persuasive messages in a covert manner by taking the form of fictional, yet engaging, 

stories about likable protagonists. Mounting research reveals that viewers’ emotional 

involvement with characters in such entertainment narratives alters their self-perceptions 

(e.g., body image [Harrison, 1997]), changes their attitudes towards social issues (e.g., 

gay marriage [Slater, Rouner & Long, 2006]) and impacts their health-related, behavioral 

intentions (e.g., smoking [Dal Cin, Gibson, Zanna, Shumate & Fong, 2007]). 

In fact, alongside these unintended media effects, some entertainment programs 

are specifically designed to maximize the programs’ influence on the public. For 

instance, in a number of developing countries, radio and television soap operas have been 

crafted to enhance audience’s awareness of HIV/AIDS, to encourage adult education, to 

promote family planning practices and to delegitimize domestic violence (Papa et al., 

2000; Singhal & Rogers, 1999). Similarly, in the U.S., non-profit organizations such as 

Hollywood, Health & Society (http://www.learcenter.org/ html/projects/?cm=hhs) advise 

media professionals on how to responsibly portray health related information in 

television series’ storylines, and even provide awards to recognize television 

entertainment programs that promote educational health messages. 

Given that entertainment messages can serve as a powerful device for attitudinal 

and behavioral change, both in a socially desirable and in an unfavorable manner, it is 
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important to better understand the mechanism underlying such effects and to specify the 

conditions that maximize and minimize their impact. Although theories of persuasion 

such as the elaboration likelihood model (ELM; Petty & Cacioppo, 1986) and theories of 

learning such as social cognitive theory (SCT; Bandura, 2001) peripherally address these 

issues, they do not fully illuminate this relationship specifically in the context of 

entertainment narratives. More recently, theories such as transportation and the mental 

imagery model (Green & Brock, 2002) have been developed specifically to explain the 

unique effects of entertainment messages. Unfortunately, these theories focus on viewers’ 

exposure to a single message at a single point in time and thus overlook the fact that most 

media consumers do not arrive at their encounters with narratives tabula rasa. Rather, 

many individuals develop long-standing relationships with actors, especially those who 

perform in a protagonists’ role. It is also the case that these same individuals may watch 

certain television programs and movies because of the presence of these actors in the cast 

(Bakker, 2001). 

Accordingly, viewers’ relationships with these actors, regardless of particular 

roles they play, may have an impact on individual’s self-perceptions (Derrick, Gabriel & 

Tippin, 2008), attitudes (Bodenhausen, Schwarz, Bless & Wänke, 1995) and behaviors 

(Rubin & Step, 2000). When the viewers later encounter these actors in the roles of 

fictional characters, they may fail to separate actor-information from character 

information and instead blend them into a single person-schema (Tal-Or & Papirman, 

2007). As the lines between perceptions of the actors “in real life” and the fictional 
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characters played by these actors blur, it is conceivable that viewers’ pre-existing 

knowledge of the actors might bias audience’s comprehension of the narrative. 

However, while the effects of narratives and the effects of media celebrities have 

been studied as independent lines of research, little is known about the potential 

interactions between these two effects. Nonetheless, past research by entertainment 

scholars has asserted that viewers bring their experiences with and knowledge of the 

actor to the viewing situation (Klimmt et al., 2006) and that this history can then 

moderate the persuasive effect of the narrative.  

For example, it has been suggested that preexisting familiarity with and liking of 

particular actors will enhance viewer’s attraction to the show and promote learning and 

persuasion effects (Brown & Fraser, 2004). This hypothesis has not been empirically 

tested. Consequently, it is largely unknown to what extent people’s pre-existing 

knowledge of actors (gained from media coverage of celebrities’ personal affairs) might 

enhance or diminish the effects of viewers’ involvement with fictional characters played 

by these actors. To this end, the present study aims to discern potential interactions 

between viewers’ knowledge of the actor “in real life” and the character that the actor 

plays. More specifically, the study will explore the multiple ways in which consistencies 

or inconsistencies between actor-character information can interact with effects of 

fictional narratives on post-viewing attitudes when viewers engage in different modes of 

message processing. These effects will be examined in the context of attitudes towards 

cosmetic surgery and sexual objectification of women. 
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Implications and Theoretical Significance of the Present Study 

Fictional protagonists can be processed as both the actors who play them, and as 

the character in the narrative. Such incongruity can be seen by the viewers as hypocrisy, 

lack of credibility or simply fodder for counter-arguing with the message, thereby 

reducing its persuasiveness (Green & Brock, 2002; Slater & Rouner, 2002). However, it 

is reasonable to suggest that when actor and character information is incongruent, the 

mode of processing will moderate the outcome of media exposure. Thus, such 

inconsistency creates an ideal context for testing a series of hypotheses proposed by 

models of persuasion including the elaboration likelihood model (ELM [Petty & 

Cacioppo, 1986]), heuristic systematic model (HSM [Chaiken, 1980]) and theories of 

narrative-based persuasion (Green & Brock, 2002; Slater & Rouner, 2002). A comparison 

of these theoretical approaches offers both theoretical and practical implications. 

1. Expansion of media theories to a multi-message environment. Experimental 

studies on media effects typically examine the impact of exposure to one celebrity or a 

single media message at a time. Consequently, such studies have limited ecological 

validity, as they fail to mimic the real-world media environment in which consumers are 

exposed to a plethora of, oftentimes conflicting, messages. Specifically, conflicting 

information about the actor and the character can emerge when media cover actors’ 

personal affairs revealing actor-information that is inconsistent with the roles they later 

play. Actors provide interviews in newspapers and magazines, make guest appearances 

on talk shows, and appear on reality-TV programs (Adams & Lubbers, 2000; Bakker, 

2001). Many of them are seen in commercials and public service announcements where 
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they endorse products or promote pro-social messages (Amos et al., 2008). As a result, 

the public has multiple opportunities to form an impression of the actors’ personalities, 

value systems, preferences and beliefs. Audience members may even feel that they know 

the actors as friends, become involved in imaginary, parasocial relationships (PSR) with 

these media personae and can be influenced by them (Klimmt et al., 2006). At the same 

time, these actors are playing roles in television series and movies that can influence the 

audience through identification with the fictional characters and absorption in the 

narratives. 

To illustrate the issue, consider the following example. Sarah Jessica Parker is a 

well-liked actor who played the role of a committed smoker, Carrie, in the popular HBO 

television series and blockbuster movie entitled Sex and the City. Studies have shown that 

non-smoking viewers who were exposed to an episode of Sex and the City and identified 

with Carrie’s character reported more favorable attitudes towards smoking (Dal Cin, 

2005, Study 2). At the same time, in an interview with Larry King, Parker publically 

disclosed that she had quit smoking (CNN, 2004). Parker noted that she continues to 

smoke on rare occasions, but that she defines herself as a non-smoker. This statement 

creates incongruence between the actor-character information. A critical question posed 

in the current study is, would the detrimental effect of watching Parker in the role of the 

smoking protagonist of Sex and the City be diminished by viewers’ awareness of the fact 

that in her real life, Parker is not in favor of smoking? 

This question can also be applied to situations in which character-actor 

knowledge is congruent: To what extent are effects of the character and the effects of the 
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actor additive? In other words, would a message be more impactful if the character is 

played by an actor who is famous for values consistent with her media role? Building on 

the above example, the question becomes whether Parker’s role as a smoking fictional 

character on Sex and the City is intensified by the viewers’ knowledge of the fact that 

Parker, in her real life, is a zealous smoker like her fictional alter ego? Similarly, what 

would happen if Parker played a fictional character that quits smoking? Would the pro-

social effect of this message become even more powerful if viewers were aware of the 

fact that Parker quitted smoking in reality? 

Although past media effects research has made predictions about the independent 

effects of these messages, it is unclear what the combined effect would be of exposure to 

media messages and the viewers’ preexisting knowledge of the actor’s real life. Thus, 

from a media effects and education entertainment perspective, this line of research can 

improve predictions about the magnitude and robustness of media effects. From a 

theoretical perspective, exploration of this question can enhance the generalizabilty of 

existing theories of narrative persuasion to a multi-message media environment. 

2. Practical implications for practitioners promoting responsible media 

representations and scholars investigating media effects. It is suggested here that the 

same message might vary in its impact depending on the identity of the actors assuming 

the characters’ role. Many media consumers are likely to be aware of certain aspects of 

actors’ personal lives as they are commonly featured in magazines, talk-shows, and 

entertainment news (e.g., E!).  If actors’ natural history (as known to media consumers) 

contributes to the effects of fictional characters, casting can become an important factor 
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to consider when creating education-entertainment programming and when evaluating the 

effectiveness of education-entertainment messages. Although most media effects studies 

evaluate the effects that the storyline and the protagonists have on the viewers, if 

knowledge of the actors can attenuate (or accentuate) perceptions of the narrative, it is 

important to account for casting when evaluating, promoting or limiting media’s effects. 

3. Comparing competing theories of media effects. Inconsistencies between 

actors and the characters they play provide a unique context for an exploration of the 

mechanisms underlying narrative processing and effects. It is reasonable to assume that 

actor-character incongruence will have different effects to the extent that the viewers are 

aware that such inconsistencies are present. Theories such as ELM and transportation aim 

to explain how the same message can lead to different effects depending on the message 

recipients’ processing mode. These theories, however, do not fully account for the multi-

layered structure of narratives that contain both real-world and fictional components. 

Whereas ELM (Petty & Cacoioppo, 1986) and HSM (Chaiken, 1980) focus on the 

ways in which individuals process the merits of the persuasive claims made by the source 

of the information, other theories explain media effects solely in terms of viewers’ 

emotional involvement with the characters and the storyline within which these 

arguments are embedded (Green & Brock, 2002; Moyer-Guse, 2009; Slater & Rouner, 

2002). Each of these two groups of theories makes concrete predictions about the effects 

of exposure to the actor-related information or about the effects of exposure to the 

character. However, realization of inconsistencies between the argument presented by the 

real-life actor and the fictional character he/she plays, requires incorporation of both 
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types of information in ways that cannot be accounted for by any individual theory of 

persuasion. Accordingly, by combining the predictions from both theoretical camps, the 

present study aims to advance theories of narrative persuasion and to specify the 

conditions under which reality/narrative incongruities may moderate messages’ effects. 

 

  



24 

CHAPTER 2 

THEORETICAL FRAMEWORK AND RESEARCH HYPOTHESES 

 

Models of Persuasion and Narrative Processing 

Two major types of processing theories can be applied to explain how narrative 

persuasion occurs. On the one hand, classic dual processing models (ELM and HSM) 

have been commonly used in the exploration of persuasive messages. On the other hand, 

transportation/mental imagery models examine persuasion specifically in the context of 

narrative-based messages and were subsequently incorporated into the extended ELM 

theory (E-ELM [Slater & Rouner, 2002]). A synthesis between the two approaches allow 

for the development of hypotheses regarding massage-character inconsistency.  

 

Dual-Processing Models of Persuasion  

The elaboration likelihood model (ELM) was originally developed as an 

organizational framework that arranged a large body of sometimes contradictory findings 

that had accumulated over several decades of persuasion research (Petty & Cacioppo, 

1981). Whereas early theories focused on individual variables such as source credibility 

or message strength, Petty and colleagues (Petty & Caccioppo, 1981; Petty, Rucker & 

Caccioppo, 2004; Petty & Wegener, 1998) suggested that the same message could be 

processed by relying more heavily on one of two processing routs. The model specifies a 

number of moderating variables promoting reliance on one route over another. About the 

same time, Chaiken (1980) developed a similar dual-approach to persuasion – the 
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heuristic systematic model (HSM). Although ELM and HSM differ in some assumptions, 

here, both models will be discussed together, since in the current context the predictions 

of both models converge. 

Motivation and ability. ELM and HSM hold that individuals can vary in the 

amount of elaboration (processing) involved in persuasion depending on the receiver’s 

motivation and ability to engage with the message (Petty & Caccioppo, 1981; Petty et al., 

2004). Ability depends on various factors including availability of pre-existing 

knowledge, opportunity to review the message again, amount of cognitive load and time 

constrains. 

Motivation to elaborate can be guided by personality factors, such as need for 

cognition (Petty & Wegener, 1998) or need to achieve certainty in the correctness of 

one’s attitude (Todorov, Chaikin & Henderson, 2002). One of the most important 

components of motivation is relevance/involvement, which includes issue involvement 

(i.e., the importance of the topic, say, smoking, to the message recipient’s self-concept) 

and outcome involvement (i.e., the extent to which the message recipient values health) 

(Johnson & Eagly, 1990). 

Routes of persuasion. When a person has both high motivation and capacity to 

elaborate, processing will occur through the central route (ELM), also called systematic 

route (HSM). This route involves an effortful scrutinizing of the message and careful 

consideration of the arguments. Importantly, elaboration is not necessarily objective. 

Although it can involve counter-arguing (which might be detrimental to persuasion), 

elaboration can be biased in favor the message’s position (Petty et al., 2004). Similarly, 
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according to HSM, a motivation to defend one’s existing views can lead to selective 

processing of the argument such that the elaboration process would reinforce the person’s 

pre-existing attitude (Todorov et al., 2002). When high ability to elaborate is coupled 

with defense motivation, recipients engage in biased issue elaboration that reinforces 

their initial attitude.  

HSM and ELM do not make an inherent distinction between narrative and non-

narrative messages. Thus, the notion of systematic/central elaboration can be applied in 

the context of narrative persuasion. For example, it can be said that viewers engage in 

systematic/central elaboration when they think about the arguments embedded in the 

storyline, including the positive or the negative outcomes that the characters brought 

upon themselves with their actions. 

According to ELM/HSM, persuasion does not require motivation or the ability to 

elaborate. Rather, when one of these factors is lacking, persuasion will occur through the 

peripheral (ELM) or heuristic (HSM) route, which involves effortless processing (Petty & 

Wegener, 1998), or, according to HSM, by employing simple “if then” heuristic 

(Todorov et al., 2002). Although both processing routes can yield attitude change, 

central/systematic processing has been hypothesized to result in a more persistent effect. 

In comparison to attitudes changed by heuristic/peripheral processing, attitudes changed 

as a result of elaboration, are more accessible, are more predictive of behavior and tend to 

be long-lasting and resistant to later counter-persuasion attempts (Petty et al., 2004). 

Notably, these theories maintain that there are no inherently “central-cues” or 

“peripheral-cues” but rather the same information can be processed either centrally or 
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peripherally. Source credibility is a common example of this phenomenon: Under 

conditions of high elaboration, source credibility might be completely discounted, and 

the message will be evaluated solely on the basis of the merit of the arguments (Petty & 

Cacioppo, 1984b). However, if the source is relevant to the argument (e.g., a physician 

delivering a health-related message), the message source can be scrutinized to help in 

interpreting the argument, thus biasing the direction of elaboration by producing more 

pro-argument (or anti-argument) cognitions. When elaboration is moderate, source 

credibility can enhance the amount of elaboration (“I should give serious consideration to 

this argument, because the source is credible”). Finally, when elaboration is low, source 

credibility serves as a mere heuristic (“The source is credible, thus this is surely a good 

idea”) (Petty & Cacioppo, 1984b; Petty et al., 1987). 

Relationships between the two routes.  ELM researchers (Petty et al., 1987; 

2004) stress that individuals engaged in high elaboration will be likely to incorporate any 

type of evidence into their consideration of the issue. Thus, ELM assumes that source 

credibility can be processed centrally and bias the direction of the elaboration. However, 

ELM does not assume that source credibility can influence one’s attitudes through the 

peripheral route and through the central route at the same time. HSM, on the contrary, 

makes predictions about the combined effect of co-occurring systematic (i.e., central) 

and heuristic (i.e., peripheral) processing. According to HSM, in cases of high 

elaboration, the two processes co-occur and the message will be processed both 

peripherally and centrally (Chaiken, 1987). In other words, as opposed to ELM, HSM 
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does not assume that there is a tradeoff between heuristics and effortful argument 

processing.  

Instead, these parallel processes can result in three kinds of outcomes. According 

to the additive hypothesis, each of the processes has a unique, independent effect on the 

final attitude formation. For example, Chaiken and Maheswaran (1994) have shown that 

source credibility can compensate for moderate message strength such that when 

elaboration is high, a moderately strong message accompanied by highly credible source 

is as impactful as a strong message. However, more often, studies have found support for 

the attenuation hypothesis – when the conclusion yielded by the elaboration process is 

perceived as more meaningful and thus favored over heuristic cues (cf. Todorov et al., 

2002). For instance, Chaiken and Maheswaran (1994) have found that when the argument 

was strong and the participants were highly motivated to process the message, there was 

no effect of source credibility, and only a message strength effect. Finally, the biasing 

hypothesis suggests that an initial heuristic can bias subsequent elaboration in the 

direction formed by the heuristic. A highly credible source can provoke more positive 

cognitions (Chaiken & Maheswaran, 1994) and a discrepancy between the argument and 

the heuristic could lead to a more critical examination of the argument (Todorov et al., 

2002).  

 

Theories of Narrative-Based Persuasion  

ELM and HSM were not developed to explain the persuasive effects of narratives. 

Some scholars believe that there are profound differences between the processes that 
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underlie effects of exposure to arguments embedded in narratives and effects of non-

narrative forms of argumentation. This difference stems from the fact that individuals 

seek narratives for entertainment, not for persuasion. People tend to counter-argue with 

persuasive messages, but they want to unwind and enjoy entertainment narratives 

effortlessly. Thus, according to the transportation-imagery model (Green & Brock, 2000; 

Green, Brock & Kaufman, 2004) people do not scrutinize entertainment messages the 

way they process persuasive media. Rather, media consumers become absorbed in the 

fictional reality. They temporarily lose track of the actual world and accept the fictional 

reality. More recently, the transportation model was incorporated into the traditional 

ELM. It was suggested that absorption into narratives is somewhat equivalent to central 

biased message elaboration (Extended ELM; Slater & Rouner, 2002). That is to say, the 

unique, absorbing property of narratives leads to a different type of message processing. 

The Unique Qualities of Narrative Elaboration.  Transportation/mental 

imagery model suggests that there are several key differences between processing 

narratives and arguments (Green & Brock, 2000). First and foremost, the factual status of 

the message has a different effect on recipients’ opinion formation. Although truthfulness 

is crucial for argument-based messages, narratives can be equally persuasive regardless 

of whether they are considered true or not (Green, Garst & Brock, 2004). For instance, 

the same narrative, presented as a news story, a fiction piece, or even as a dream, had 

similar effects on beliefs and attitudes, as long as the readers were transported into the 

story (Green & Brock, 2000). This set of findings led researchers to the conclusion that 

fiction is persuasive because when engaging with narratives (contrary to when engaging 
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with argument-based messages) individuals are predisposed to accept the messages and 

not to question their truthfulness (Busselle & Bilandzic, 2008; Green et al., 2004b).  

 Thus, narrative persuasion is not based on the same processes underlying 

central/systematic route persuasion (Green & Brock, 2002). Central/systematic 

processing in ELM/HSM involves careful examination of the arguments embedded in the 

narrative (a process termed here “issue elaboration”). In contrast, the transportation 

model conceptualizes engagement as the creation of mental imagery that allows viewers 

to become engrossed in the narrative (Green et al., 2004b). The difference between the 

two conceptualizations of engagement has been demonstrated using a traditional thought-

listing technique (Green et al., 2004b). Highly transported individuals engage in high 

elaboration (i.e., list multiple thoughts) however these thoughts are unrelated to the topic 

of persuasion (as in the case of high elaboration). Instead, highly transported individuals 

list thoughts that are related to the storyline. To distinguish between these unique types of 

elaboration, I suggest the label: “narrative elaboration” be used for transportation-based 

elaboration about the narrative. 

During narrative elaboration, message recipients temporarily lose access to their 

knowledge of the real world. Instead of elaborating about the persuasive message, 

audience members generate narrative-related imagery and their ability to be critical of the 

message is compromised (Green & Brock, 2002; Green et al., 2004a; Green et al., 2004b; 

Vorderer, Klimmt & Ritterfeld, 2004). Thus, increasing levels of transportation lead to 

deficits in the ability to detect logical flaws in the text, even when explicit instructions to 

search for such errors are offered (Green & Brock, 2000). 
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Another source of evidence that highlights the differences between issue 

elaboration and narrative elaboration comes from the different variables that contribute to 

these types of engagement with the message. First, although need for cognition promotes 

issue elaboration, this personality characteristic was found to be unrelated to narrative 

persuasion (Green & Brock, 2000). Second, absorption trait (i.e., one’s ability to become 

psychologically immersed in various activities) is not theoretically related to issue 

elaboration, however it seems to enhance transportation into narratives. In fact, more 

recent studies suggest that the ability and the propensity to become transported into 

narratives is an individual difference variable (Transportability; Bilandzic & Busselle, 

2008; Dal Cin, 2005). Transportability has been shown to be a relatively stable trait with 

test re-test reliability over .60 after a ten week period (Dal Cin, 2005). Moreover, 

discriminant validation has shown that the concept of transportability is separate from 

empathy (although it was positively correlated with fantasy and need for cognition) (Dal 

Cin, 2005). 

Extended ELM: Incorporating Transportation in ELM. Given these 

fundamental differences between narrative-based and argument-based message 

processing, Slater and Rouner (2002) argued that Petty et al.’s (1987) ELM provides an 

inadequate description of the effects of narrative messages. Thus, Slater and Rouner 

extended ELM such that it incorporates some of the underlying assumptions of Green et 

al.’s (2004b) transportation/mental-imagery model. 

Whereas motivation in the original ELM model was defined in terms of issue or 

outcome involvement, Slater and Rouner argue that in the context of narrative messages, 
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viewers’ motivation to transport into the storyline and to relate to the characters serve as 

the moderators of persuasion. Hence, precursors of narrative involvement and persuasion 

are message characteristics such as storyline appeal, quality of production, and 

homophily (i.e., perceived similarity with the character). Second, Slater and Rouner 

(2002) agree with Green’s (Green et al., 2004b) view of the driving mechanisms of 

narrative persuasion. According to the extended-ELM, narrative-persuasion occurs 

through reduction of counter-arguing and increasing narrative elaboration (i.e., generation 

of narrative-consistent thoughts and imagery). Furthermore, Slater and Rouner (2002) 

maintain that in the case of narrative-based persuasion, there is no peripheral route to 

persuasion: “In the absence of absorption in the narrative, no persuasive impact of the 

narrative is likely” (pp. 177-178). In other words, according to the extended-ELM, 

narrative messages cannot lead to a heuristic attitude change as non-narrative messages 

do.  

 

Criticism and Synthesis of Existing Theories 

It appears that each of the two major approaches to persuasion – the ELM/HSM 

and the transportation/extended-ELM theoretical models – explains only certain aspects 

of narrative persuasion at the expense of other dimensions of this phenomenon. ELM and 

HSM were formulated to address effects of messages that were designed with explicit 

persuasive intent. As such, these theories focus on message recipients’ generation of 

cognitions and use of peripheral/heuristic cues to draw quick judgments. However, HSM 

and ELM do not strive to account for incidental impact of entertainment media and 
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therefore do not recognize the unique nature of narrative processing and involvement. 

When processing entertainment messages, message-recipients engage in meaningful 

elaboration, but they do not necessarily elaborate about the persuasive issue. 

Conversely, transportation/extended-ELM asserts that narrative persuasion occurs 

solely through narrative engagement. This proposition undermines the possibility of 

heuristic effects of narrative exposure. Furthermore, transportation/extended-ELM does 

not account for possible issue-elaboration in a narrative context. Not all individuals 

immerse in the narrative. At least in principle, message receivers are capable, and in 

some cases are motivated, to regulate their transportation experiences by reminding 

themselves that the narrative is not real (e.g., Cantor & Willson, 1984). In such cases, the 

audience members experience the narrative from a third-person, spectator perspective 

(Oatley, 1999), and could engage in an issue-elaboration process, similar to those 

accounted for by HSM/ELM. In issue-elaboration, as opposed to narrative elaboration, 

the audience can critically evaluate the message and counter-argue with it. Indeed, 

awareness of the fact that a fictional story might contain misleading information, coupled 

with a motivation to detect factual errors embedded in the narrative, may reduce, 

although not completely eliminate, learning errors from the story (Marsh & Fazio, 2006). 

Since no theory provides a comprehensive explanation of narrative based 

persuasion, it is important to define the conditions under which critical processing will 

take place and when transportation will occur. Past studies have suggested a number of 

possible moderating variables. The first factor that contributes to transported or critical 

consumption is the recipients’ motivation to consume the narrative. Transportation is 
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driven by motivation to enjoy and to be entertained (Green et al., 2004a). It is also 

fostered by issue involvement, such that personal relevance of the topic increases 

transportation, thus leading to predictions consistent with the extended-ELM model 

(Green, 2004b). However, it is possible that a combination of outcome involvement and 

motivation to hold accurate attitudes would lead to a more critical issue-elaboration 

(rather than the narrative-elaboration). When message recipients attempt to form correct 

perceptions of a topic with meaningful consequences, they might be more willing to 

engage in issue-elaboration and to access their prior knowledge of the world outside the 

narrative. Although issue elaboration of a narrative might be less effective than issue 

elaboration of an argument-based message, issue elaboration can still result in more 

careful examination of counter-factual information embedded in the narrative (Rapp, 

2008). 

Another set of conditions that could promote issue-elaboration of narratives is 

HSM’s notion of defense motivation. When issue involvement (personal relevancy) is 

high and people are motivated to maintain their pre-existing views on the topic, they 

might engage in (biased) issue elaboration rather than in narrative elaboration (Todorov 

et al., 2002). This hypothesis is consistent with critical and interpretive theories which 

suggest that those who oppose the hegemonic ideology (and thus feel that media 

representations are inconsistent with their real life experiences) will be more likely to 

dispute the message (Hall, 1981). Indeed, some television viewers actively compare and 

contrast their real-world knowledge and real-life experiences with the representations of 

these topics in the media (e.g., Tukachinsky, 2008; Tukachinsky & Cohen, 2012). 
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To summarize, although most entertainment programs are not designed for 

persuasive purposes, exposure to entertainment can lead to attitudinal and behavioral 

changes that many scholars regard as persuasion (Slater & Rouner, 2002; Moyer-Guse, 

2008).  In understanding narrative persuasion, it is important to account for the complex 

nature of narratives. Entertainment can include a persuasive message (even if unintended 

by the message creators) but this message is embedded in an entertaining narrative. Thus, 

it is argued here that narratives can, at least in principle, be processed in a number of 

ways, including ways similar to processing of purely persuasive messages.  

Albeit narratives do not, typically, contain explicit arguments in favor of or 

against certain positions, they often make implicit arguments by showing the positive or 

negative consequences of certain behaviors (e.g., a Grey’s Anatomy episode 

demonstrating that the process of organ donation is fair, safe and socially significant). At 

times, fictional characters deliver explicit persuasive arguments as part of the fictional 

dialogue (e.g., [conservative] Archie Bunker’s arguments with [liberal] Michael about 

gun control on All in the Family). These components of narratives can be processed in 

ways similar to processing of persuasive arguments in advertisements or PSAs. 

Moreover, like explicitly persuasive messages, entertainment narratives too, depict 

likable characters and modify viewers’ mood, which may function as heuristic persuasion 

cues. 

Thus, although not the original purpose of ELM and HSM, these theoretical 

models can be used as a conceptual framework for understanding information processing 

in narrative persuasion as well.  Doing so can complement the transportation theory and 
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Extended-ELM approaches that overlook the possibility of narrative persuasion occurring 

through central and peripheral routes. In other words, each theoretical approach focuses 

only on one of the aspects of narrative persuasion (the persuasive message and a narrative 

frame delivering this persuasive message), but, as suggested here, only a combination of 

these two approaches can yield a complete understanding of the various ways in which 

narrative persuasion can occur. 

Finally, it is important to clarify that not every fictional movie or television series 

necessarily incorporates a persuasive message. Rather, it is argued here that in some 

instances, specific television episodes or movies can promote particular attitudinal 

effects, and that these effects can occur through information processing strategies akin to 

the ones employed in processing strictly persuasive messages. The model proposed below 

can then apply to a variety of narrative persuasion situations, as long as the narrative 

provides arguments in favor or against a particular attitude or course of action (e.g., organ 

donation, risky sexual behaviors, substance abuse), irrespective of the message 

producers’ persuasive intent. 

  

The Proposed Model 

Due to the dual structure of persuasive narratives, it is proposed here that media 

consumers can process the narratives through three routes, each of which can lead to 

specific media effects.  

 (1) Narrative-elaboration – The motivation to be entertained, together with 

ability factors (e.g., a high quality story and lack of distraction), allow media consumers 
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to become transported into narrative messages (Slater & Rouner, 2002; Vorderer et al., 

2004). In a state of transportation, individuals engage in narrative-elaboration which 

involves developing story-consistent imagery, reducing counter-arguing, and thus, 

increasing the likelihood of being influenced by the narrative regardless of the audience’s 

prior real-world knowledge.  

(1) Heuristic narrative processing – Past entertainment media effects research 

were not concerned with the possibility that media consumers can be persuaded by 

narratives when they process the media heuristically. However, such persuasion is likely 

to be highly prevalent provided that television viewing is often accompanied by various 

secondary activities such as talking (e.g., Gunter & Furnham, 1995) or using other media 

(Foehr, 2006). Given that secondary activities are likely to put a substantial strain on 

television viewers’ ability to elaborate, viewers may devote little or no attention to the 

narrative and the issue conveyed by the message. Instead, the message is processed 

heuristically by relying on various cues such as prior knowledge and attitudes towards the 

actor. 

(3) Issue elaboration – Another novel route of narrative persuasion proposed 

here is persuasion through elaboration about the issue rather than the narrative itself. 

When individuals are motivated to hold correct attitudes (accuracy motivation) viewers 

are capable of processing the narrative critically. Unlike narrative-elaboration, issue-

elaboration involves access to, and use of information from outside the narrative. Hence, 

while narrative-elaboration is likely to produce only pro-message attitudinal outcomes, 

issue-elaboration can lead to message-consistent attitude change only if the viewers 
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generate more message-consistent than message-inconsistent arguments (following the 

predictions of ELM/HSM). 

Actor-character incongruity is an example of a situation in which the different 

layers of the narrative (reality and fiction) conflict. Thus, such incongruity provides a 

context that allows testing a series of competing hypotheses proposed by ELM/HSM and 

transportation/extended ELM. 

 

Current Study: Applications for Actor-Character Consistency 

The current study aims to explore the effects of congruent and incongruent actor-

character information and the moderating role of processing mode. The study employs a 

3 (processing mode) X 3 (congruence) factorial design with one additional offset no-

exposure control. Participants read a newspaper article about the actor who plays the 

protagonist in a clip they subsequently view. The information provided in the article was 

consistent, inconsistent (or not related, in the control condition) with the information 

about the character. When watching the clip, viewers were instructed to either: (a) 

process the character heuristically, watching the show while engaged in a secondary task; 

(b) view the clip critically, thus processing it centrally or (c) engage in narrative 

elaboration, by transporting into the story. 

The hypotheses rest on the assumptions made by ELM/HSM and 

transportation/extended ELM. The following sections will outline the research 

hypotheses for the study and the theoretical rationale underlying them. An overview of 

the study conditions and predictions is presented in Table 1.  
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Persuasive Effects of Actors and Characters 

ELM and HSM maintain that persuasion can occur both heuristically and through 

elaboration (Chaiken, 1980; Petty & Cacioppo, 1984a; 1984b). Similarly, past studies of 

transportation have demonstrated that narrative-elaboration leads to persuasion (e.g., 

Green & Brock, 2002; Moyer-Guse & Nabi, 2008). Since information about actor-

character congruence or incongruence is likely to moderate the effect of media exposure, 

and therefore obscure the main effect of exposure, this hypothesis is specifically 

interested in the effects of the narrative when no actor-information is present (conditions 

1, 2, 3 and 4 in Table 1): 

Thus, it is hypothesized that: 

H1a: When no congruence/incongruence information is present, narrative 

consistent attitudes will be higher in heuristic processing, issue processing and narrative 

processing conditions than in no exposure condition. 

However, contrary to ELM and HSM, E-ELM argues that viewers do not process 

narratives heuristically (Staler & Rouner, 2002), thus persuasion can occur only through 

narrative elaboration. This view provides a basis for a competing hypothesis to H1a 

(driven by HSM/ELM): 

H1b: When no congruence/incongruence information is present, narrative 

consistent attitudes will be higher in narrative processing condition than heuristic 

processing condition. 
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According to HSM and ELM, although both central/systematic and 

peripheral/heuristic processing lead to persuasion, central-route persuasion results in 

more long-lasting effects (Petty & Cacioppo, 1984a; 1984b). Thus it is hypothesized that: 

H2: When no congruence/incongruence information is present, a week after 

exposure to the narrative, narrative-consistent attitudes will be higher in issue 

elaboration condition than in heuristic condition. 

An abundance of research has compared the effectiveness of narratives and 

argument-based messages (e.g., Baesler & Burgoon, 1994; Taylor & Thompson, 1982). 

However, no published study has compared the effects of different modes of processing 

of the same message. Since transportation theorists (Green & Brock, 2000; 2002) argue 

that transportation (i.e., narrative elaboration) should lead to more powerful and 

longstanding effects than central processing (i.e., issue elaboration) it is hypothesized 

that: 

H3: When no congruence/incongruence information is present, a week after 

exposure to the narrative, narrative-consistent attitudes will be higher in narrative 

elaboration condition than in issue condition. 

ELM/HSM and transportation models predict that the effects of media exposure 

are determined by amount of pro-message cognitions generated by the viewer. Although 

transportation is hypothesized to yield multiple narrative-consistent cognitions, issue 

elaboration can involve many cognitive responses that are not necessarily narrative 

consistent. On the other hand, heuristic persuasion is assumed to involve few narrative-

related cognitions. Furthermore, persuasion is presumed to occur through generation of 
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narrative-consistent cognitions among highly elaborating message recipients but not in 

heuristically processing message recipients: 

H4a: When no congruence/incongruence information is present, participants 

in issue elaboration and narrative elaboration conditions will report more narrative-

related cognitions than in heuristic condition. 

H4b: When no congruence/incongruence information is present, participants 

in character narrative elaboration condition will report more narrative consistent 

cognitions than participants in issue elaboration condition. 

H4c: When no congruence/incongruence information is present, elaboration 

condition and number of narrative-consistent thoughts will interact predicting 

narrative-consistent attitudes. Attitudes will be more consistent with the narrative as 

number of narrative consistent cognitions increase in the narrative elaboration and 

issue-elaboration conditions but not for heuristic processing condition. 

 

The Effect of Actor-Character Congruence or Incongruence 

The study aims to examine the effect of actor-character incongruence, when an 

actor plays a character whose behaviors are inconsistent with the actor’s personal beliefs. 

Marketing research on celebrity endorsement suggest that such inconsistency might 

undermine the effectiveness of the narrative message. For a spokesperson to be 

successful, the celebrity and the product should match on some important dimensions 

(Kamins, 1990) such as expertise (e.g., Siemens, Fisher & Jensen, 2008) or other 
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product-relevant variables (e.g., femininity/masculinity [e.g., Kamins & Gupta, 1994; 

Kanungo & Pang, 1973). 

Of course, there is a fundamental difference between marketing contexts (when 

the celebrity represents him or herself), and a narrative (when the actor plays a fictional 

character, and thus, is not intended to match the character’s actions). However, research 

suggests that media consumers do not maintain distinctions between actors and the 

characters they play, and misattribute the characters’ behaviors to the actors’ personality 

(Tal-Or & Papirman, 2007). Although actors do not represent themselves when they play 

a role, the attributes of the character can spill over from the viewers’ perception of the 

actor. In other words, just as consumers expect spokesperson-product congruency 

(Kamins, 1990) media audiences might expect the behaviors of actors to be consistent 

with the actions of their characters. 

For instance, in Friends with Money (2006), Jennifer Aniston plays the role of a 

sympathetic character, Olivia, who throughout the movie is referred to as a “pothead”. 

Viewers might not make the distinction between Aniston as the actress and her character 

Olivia. Thus, had Aniston made a public statement against recreational marijuana use, 

viewers might have seen her as hypocritical, because the character’s behavior contradicts 

the actor’s statements.  

If this is the case, from the ELM/HSM perspective, when an actor is famous for 

statements that contradict the message promoted by the character, the inconsistency may 

undermine the actor’s (and the character’s) credibility. Since the actor would be observed 

performing behaviors he or she had preached against, source incongruity would become a 
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relevant part of the argument and influence central processing by accelerating negatively 

biased elaboration (i.e., increasing counter-arguing). In this case, character-actor 

inconsistency can be treated as a weak or an invalid argument that will reduce the 

persuasive effect of the character. Thus, it can be hypothesized that when issue 

elaboration is high, namely, when viewers evaluate the narrative’s argument strength, 

actor-character inconsistency will decrease the likelihood of compliance with the media’s 

message. 

When heuristically/peripherally processing, the incongruity between the actor and 

the character will not be of importance, since message recipients lack the resources to 

detect the inconsistency. For instance, marketing research has found that spokesperson-

product incongruence diminishes advertisement’s effectiveness only when elaboration is 

high (Kirmani & Shiv, 1998). Thus, exposure to a narrative with actor-character 

inconsistency when heuristically processed will yield heuristic message-effects despite 

the incongruent information (see Table 1). 

When transported (narrative-elaboration), consumers are hypothesized to lose 

track of reality, to forget about real world facts and to become less critical of the narrative 

(Green et al., 2004a; 2004b). Thus, highly transported individuals will not perceive the 

actors as representing themselves. For viewers engaged in narrative-elaboration the actors 

become the characters they play. This type of narrative processing is similar to what 

Liebes and Katz (1990) labeled “referential” (versus “critical”) interpretation, when 

viewers of a soap opera see the characters as real individuals, forgetting about the actors 

who play them. Temporarily forgetting about the actor and the world outside the context 
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of the narratives makes it impossible for the viewers to compare the actor with the 

character. This logically leads to the conclusion that when engaged in narrative-

elaboration (i.e., transportation), viewers will not be affected by the character’s 

congruence or the incongruence with the actor. 

Similar processes are hypothesized to take place in the case of actor-character 

congruence. When heuristically processing, actor-character congruency should have no 

additional effect on the narrative’s impact since viewers draw quick conclusions without 

scrutinizing the message and relating the character to the actor. Thus, just as in the case 

of incongruent messages, incongruence will not attenuate effects of in low elaboration. 

On the other hand, when engaged in high issue elaboration, it is possible that the 

argument made by the actor and the argument made by the character will be combined 

with the effect of issue elaboration of the text. Finally, since transportation/mental 

imagery theory suggests that individuals become completely immersed in the narrative 

and forget about the real world facts, the effect of the narrative-elaboration will not be 

amplified by actor information. 

To summarize, the theory suggests that when viewers engage in narrative 

elaboration they are not motivated to detect actor-character incongruence, whereas when 

they are processing the message heuristically they lack the ability to do so. Thus, 

incongruence will only be detrimental to media effects in the issue elaboration condition. 

Based on ELM/HSM and transportation theories, it is hypothesized that: 

H5: In comparison to participants presented with actor congruent 

information, participants presented with actor incongruent information will have less 
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narrative consistent attitudes. However, this effect will be moderated by elaboration 

condition, such that only participants in issue elaboration condition (but not narrative 

elaboration and heuristic elaboration condition) will be impacted by incongruence. 

 

Effects on Enjoyment and Actor Liking 

Viewers use their schemas of the actors to process character information and 

support enjoyable entertainment experiences (e.g., Knobler et al., 2006). If, indeed, 

inconsistency between actors’ attitudes and their characters’ behaviors are perceived as a 

sign of hypocrisy, it is possible that exposure to actor-character inconsistency will lead to 

detrimental effects on audience’s appreciation for the character and their overall 

entertainment experience. This effect can be more pronounced when viewers are aware of 

actor-character inconsistency (issue-elaboration). Thus, it is hypothesized that:  

H6a: Overall, participants in the narrative elaboration conditions are expected 

to enjoy the show and like the character more than participants in issue elaboration, 

followed by participants in heuristic condition. 

H6: Actor-character incongruence will result in lower levels of enjoyment and 

liking of the character in issue-elaboration condition, but will have no effect on liking 

and enjoyment in narrative elaboration and heuristic processing condition. 

  



46 

CHAPTER 3 

METHOD 

 

There are two possible approaches to manipulating actor-character incongruence. 

First, it is possible to hold the actor information constant and vary the fictional narrative, 

such that it presents the character in ways either consistent or inconsistent with the actor 

information. Alternatively, it is possible to manipulate prior knowledge of the actor such 

that it is consistent or inconsistent with the fictional character to be viewed later. The 

current study manipulates actor-character congruence using the latter approach. All the 

participants (with the exception of the no-exposure control group) watched the same 

fictional narrative. However, prior to watching the show they received different 

information about the actor. 

A series of two pilot studies was conducted to: (a) determine a specific topic area 

appropriate for the study, (b) identify a fictional narrative that deals with this topic, and 

(c) ensure the effectiveness of the actor information manipulation (either congruent or 

incongruent with the character in the fictional show).  

 

Pilot Study 1 

The first pilot study was conducted to select the domain in which the effects of 

interest will be examined. Specifically, the goal of the pilot study was to select an attitude 

object and appropriate media content (actor and character). 
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Attitude Object Selection  

Given that extremely positive or negative attitudes are highly resistant to change, 

the present study examines media effects in a context in which viewers’ uphold moderate 

views. A pilot study conducted on a sample of 23 University of Arizona undergraduate 

students (eight males) was used to determine such an attitude domain. The results of the 

pilot study revealed that among undergraduate students, sexual objectification of women 

and attitudes toward cosmetic surgery distribute normally (skew and kurtosis below .50) 

and fall around the mid-point of the scale (objectification: M = 3.57, SD = .95, Support 

for women having cosmetic surgery: M = 4.03, SD = .95, attitudes towards oneself 

having a cosmetic surgery: M = 3.54, SD = 1.53 on a seven-point scale). No gender 

differences were detected for attitudes towards having a cosmetic surgery (t(21) = .92, p 

= .37) and support for women having cosmetic surgery (t(21) = 1.71, p = .13). Women, 

however, tended to uphold less women-objectifying views than men (M females = 3.46, SD 

= .91, M males = 4.55, SD = .89,t(21) = 2.74, p < .05). Gender differences could be more 

prolific than demonstrated in the pilot test, given that the analyses lacked power 

(statistical power of .19 to detect an effect of d = .50, and .57 to detect an effect of d = .80   

for a two-tailed hypothesis). However, the pattern of means indicates that, overall, both 

men and women hold moderate views on the issue, thus making sexual objectification of 

women and attitudes towards cosmetic surgery an appropriate context for the exploration 

of the media effects of interest here. 
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Stimulus Selection  

Everybody Loves Raymond (CBS; 1999), an award winning prime-time sitcom 

starring Raymond Romano was used as a stimulus in the study. Two 25-minute episodes 

(season 4, episode 1 and 3) were edited to create a 12-minute clip that depicted breast 

enhancement as a desirable practice, suggesting that women who undergo this cosmetic 

surgery are rewarded by men. Through reinforcing women who chose to undergo breast 

enhancement, the main character’s verbal and non-verbal behaviors exhibit sexual 

objectification of women. 

The clip begins with Ray, the main character, lying in bed watching a sports game 

on television. His wife, Debra, begins to kiss him, but Ray ignores her and seems to be 

completely immersed in the game. In the next scene, Ray and Debra attend a school 

parents’ meeting, where Ray expresses strong sexual interest in a woman who underwent 

breast augmentation. As Ray and Debra arrive back home, Ray reveals his positive views 

of the breast enhancement. For example, he refers to meeting the woman with breast 

implants as “the best night of [his] life”. In the concluding scene, Ray returns home after 

two weeks of traveling for work, and discovers that Debra has enhanced her breasts. At 

first, Ray seems to be puzzled, but he shortly becomes excited and shows considerable 

sexual interest in her. The clip ends with Ray discovering that Debra did not enhance her 

breasts, but simply stuffed socks in her bra. The edited clip highlights additional, positive 

references to breast augmentation. For example, Ray’s brother, believing that Debra got 

breast implants states: “Raymond gets everything!”. Given the continuing positive 



49 

references to breast augmentation, it was assumed that exposure to the clip would 

promote sexual objectification of women and support for such cosmetic surgery. 

To maximize the impact of the narrative and of actor-information, it is important 

to use a popular television show and a likable actor. To ensure that Everybody Loves 

Raymond fulfilled this condition, a pilot study on the same 23 students was conducted. 

These students did not watch the particular clip in question, but referred to the show in 

general.  To evaluate the likability of the actor, participants reported the intensity of their 

parasocial relationships (PSR) with Raymond Romano. PSR were measured using five 

items from the twenty-item PSR scale (Rubin, Perse & Powell, 1985). Respondents 

reported having medium levels of PSR with Ray Romano (M = 4.30, SD = 1.50). No 

significant gender differences in levels of PSR with Ray Romano were found (t (21) = 

1.40, p = .18). These medium levels of PSR across all viewers can be sufficient to 

promote the effect of exposure to Ray Romano and to his television show. 

 Finally, to ensure that the specific manipulation clip is engaging enough to 

produce effects, a separate sample of 14 students (of them, two males) from the same 

population was exposed to the edited manipulation clip and reported their levels of 

transportation into the show. Participants indicated sufficient levels of transportation (M 

= 4.39, SD = 1.46 on a seven-point scale, equivalent to other studies in the area, e.g., 

Hoeken, Sanders & Beentjes [2011]; Tal-Or & Cohen [2010]).  
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Pilot Study 2 

Effect of actor information 

To manipulate participants’ knowledge about the actor, participants were 

requested to read a fictitious interview with the actor Raymond Romano. Two versions of 

the interview were created. The first questions presented during the interview were 

identical in all the experimental conditions. Only the last question contained the 

actor/character congruence manipulation. In the experimental (congruence or 

incongruence) conditions, the interviewer asked whether Romano prefers to have coffee 

with a top fashion model or with a woman Nobel Prize laureate in chemistry. Romano 

responded with a strong statement that either refers to women as sexual objects (i.e., 

congruence condition) or protests sexual objectification of women in society (i.e., 

incongruence condition). This question was omitted from the control condition version of 

the interview. 

In one condition, Romano expressed interest in meeting a fashion model. He 

rationalized his choice by making a statement that “this is natural” and that “this is how 

men are hard-wired”. These statements manipulate viewers’ knowledge of the actor as 

someone who treats women as sexual objects in a manner that will be consistent with the 

role played by Romano in the clip. When asked about his attitudes towards breast 

augmentation, Romano describes the practice as “an opportunity to maximize her 

potential” and states that “I think it’s great that today, any woman can become anything 

she wants, even if she wasn’t born with two Scarlett-Johansson-genes.” He refers to 

getting breast implants as a normative, commonly performed procedure that “is a great 

way for women to boost their self esteem and to improve the romance in their lives”. 
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These statements are consistent with the role of a pro-augmentation character Romano 

later plays. 

In the second condition, Romano stated that he would prefer to have coffee with a 

female Nobel Prize laureate. He explained his choice by mocking “those Neanderthals 

who prefer breasts over brains”. Romano claimed that such behavior not only assaults 

women, but bears negative consequences to society as a whole, by impeding social 

progress. “Who knows how many Alice Einsteins and Isabel Newtons we have missed 

out on in our society because Alices and Isables are forced to be preoccupied with their 

looks while Alberts and Isaacs, who don’t have to care about their haircut and body, 

make all the scientific advances?” When asked about breast implants he states that 

“natural is beautiful”. In his view, women should be happy with their bodies and deserve 

a partner who can appreciate their true beauty. He refers to breast augmentation as “a 

painful and risky procedure”, and criticizes the double standards in society since women 

engage in these behaviors for a man who “is probably not a Calvin Klein model himself.” 

By making these statements, this version of the article presents Romano in a way that is 

inconsistent with the sexually objectifying character that encourages his wife to undergo 

a breast augmentation procedure. In the control condition, no information about his 

preferences in this context was provided. 

A pilot study on 50 undergraduate students (of them, 16 men) was conducted to 

examine the possible effects of exposure to the manipulation materials. These participants 

did not watch the clip, as the purpose of this pilot study was only to ensure that reading 
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the article was sufficient to create the impression that the actor either supports or opposes 

breast augmentation. 

Table 2 presents the means and standard deviations on measures of attitudes 

towards having a cosmetic surgery, attitudes towards women having breast implants and 

sexual objectification. As can be seen from Table 2, the manipulation was successful in 

affecting readers’ sexual objectification (F (2,47)= 3.43, p <.05, d  = .76), attitudes 

towards women having breast implants (F (2,47)= 6.15, p <.01, d  = 1.02), and attitudes 

towards oneself having a cosmetic surgery (F (2,47)= 3.02, p = .06, d  = .72). Although a 

few of the contrasts did not reach statistical significance, all the means follow the 

hypothesized pattern, indicating that overall, exposure to actor information in this format 

can lead to attitude change. 

Notably, as the contrasts in Table 2 reveal, the article in which the actor made 

anti-cosmetic surgery statements had little or no effects (compared to a no-exposure 

control). In three out of four dependent variables, the omnibus ANOVA was significant 

due to the effect that the pro-breast augmentation article had on the readers. Thus, if in 

the main study individuals who read the incongruent (anti-augmentation) article report 

less support for this practice, the effect can be attributed to incongruence between the 

actor and character information rather than to the article itself. 
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Main Study 

Overview of the Study 

The study was composed of two stages: a laboratory session – in which 

participants were exposed to the stimuli materials and fill out post-exposure measures, 

and a follow-up online survey – assessing long-term effects of media exposure. In the 

first stage of the study, participants arrived at the lab and were seated at individual 

computer stations. Up to fourteen participants participated in each lab session. Since 

participants in the various processing conditions engaged in very different tasks (that 

substantially varied in time and required different consenting materials [see Appendix 

A]), it was not feasible to randomly assign people into different processing conditions 

within the same lab session. Instead, each time slot was randomly assigned (using 

random-number sequences at random.org) to a different processing condition. Within that 

lab session, each computer station was randomly assigned to a congruence condition. 

Participants were free to seat themselves in the lab and choose any active computer 

station. After each session, the computers were re-set such that each computer station 

could be assigned to any of the processing and congruence conditions over the course of 

data collection. Table 1 presents the sample sizes for each condition. 

The instructions, stimuli materials and post-exposure measures were presented to 

the participants on the computer screen using MediaLab (2008) stimulus presentation 

software. To manipulate actor-character congruence/incongruence, prior to exposure to 

the television show, participants were asked to read a magazine interview with the actor 

who plays the protagonist in the clip they are about to watch. This interview included 
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fictitious information about the actor’s views on women’s sexual objectification. Then, 

all the participants (with the exception of the control group) watched the same segment 

from a popular television show. The clip was edited to emphasize a story line in which 

the main male character appears to be an avid supporter of breast augmentation. 

Immediately upon resuming watching the clip, participants were asked to list any 

thoughts they remember having while watching the show. Then, participants completed 

measures of enjoyment of the clip, measures of attitudes towards the actor, approval of 

cosmetic surgery and perceptions of women as sexual objects. A week following the 

initial laboratory session, participants completed an online follow-up survey that included 

the same women’s objectification scale and measure of attitudes towards cosmetic 

surgery. 

 

Participants 

Participants in the study were 304 undergraduate students, who either received 

course extra credit or were paid $15 for their participation. The sample was comprised of 

208 women (68.4%). The majority of the participants were White (73.4%) and the rest 

were Latino (9.5%), African American (4.9%), Asian American (4.6%), Native American 

(1.3%) or other/mixed ethnicity (6.6%).  Participants’ age ranged from 18 to 43 years (M 

= 20.59, SD = 2.68). 
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Actor-character Congruence/incongruence Manipulation 

As noted earlier, congruence or incongruence results from the juxtaposition of 

two types of information – information about an actor and a fictional narrative that 

depicts a character. It is, therefore, possible to manipulate actor-character congruence by 

holding either actor or character information constant and varying only the second 

element. In this particular study, character information was held constant such that the 

character in the fictional narrative expressed support for breast augmentation and sexual 

objectification in all exposure conditions. Only actor information was manipulated, such 

that the actor expressed congruent, incongruent or unrelated views. In other words, all the 

participants (with the exception of those in the no-exposure control) were, in effect, 

exposed to two persuasive messages – a message about the actor and a fictional narrative 

that was either congruent or incongruent with the actor-information message. 

Actor-information message. All the participants in the experimental conditions 

were told that the experiment attempts to be more realistic by providing viewers with 

similar background information about the television stars before watching the show. 

Thus, participants were asked to read a fictitious magazine interview with Raymond 

Romano – the actor playing the main character in the clip. To encourage participants to 

read the article closely, subjects were told that they would be asked questions about the 

article at the end of the study. The article described in pilot study 2 was utilized (see 

Appendix B). In the actor-character congruence condition, Romano expressed 

approval for breast implants for women and made sexually objectifying statements. In the 

incongruent condition, Romano objected to breast augmentation and criticized 



56 

objectification of women. In no congruence information condition he did not express 

his stand on the issue. 

Fictional narrative message. Participants in all exposure conditions watched the 

edited clip from Everybody Loves Raymond employed in pilot 1. As described in the pilot 

section, the clip was edited to highlight the rewarding aspects of undergoing breast 

augmentation surgery. Specifically, breast implants were characterized as making women 

more sexually attractive and promoting women’s self-esteem. A man whose significant 

other was believed to have undergone such augmentation surgery was envied by another 

man. Furthermore, breast enhancement surgery was featured as a socially acceptable 

practice, and was referred to as a quick and simple procedure. Thus, exposure to this clip 

was expected to promote more sexually objectifying views and attitudes favoring breast 

augmentation. 

 

Processing Mode Manipulation 

Processing mode was manipulated by pre-viewing instructions. In the narrative-

elaboration conditions, viewers were told that the study looks at television viewing 

experiences: “As part of the study you will watch a segment from a popular television 

show with a surprising ending.” Past studies have found that readers of stories 

spontaneously engage in transportation without any specific instructions (e.g., Brock & 

Green, 2002). Moreover, receiving pre-viewing information that triggers viewers’ 

expectations of the ending of the narrative has been found to increase transportation even 

further (Tal-Or & Cohen, 2010). Additionally, as in past studies that attempted to 
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enhance transportation, viewers were instructed to try to imagine themselves in the show 

as they are watching it (Brock & Green, 2002). Participants in this condition were told 

that if they complete the follow up survey a week after their lab session, they will be 

included in a raffle and have a chance to win $25 gift card at the university bookstore. 

To manipulate issue-relevant elaboration viewers were told that the episode they 

are about to watch sparked a serious controversy among women’s rights activists. 

Viewers were asked to watch the clip carefully and to think as objectively as they can 

about the argument made by the show. Specifically, participants were instructed to 

consider a list of critical questions such as, whether the show’s treatment of women and 

cosmetic surgeries was realistic, the extent to which the clip depicted both sides of the 

issue and what would be the potential impact of this show on viewers’ perceptions of 

cosmetic surgeries and perceptions of women as sexual objects. To further motivate the 

participants to think critically about the show, they were told that they will be asked to 

write an essay on this topic and the best essay writers will be included in a raffle where 

they will have a chance to win a $25 gift certificate to the university’s bookstore. 

Finally, to manipulate heuristic processing, viewers’ ability to elaborate on the 

message was taxed. Since availability of cognitive resources is necessary for message 

elaboration, television viewing was presented as a secondary task, whereas viewers’ 

attention should be primarily directed to a different target. Participants were told that past 

studies have shown that many adolescents and young adults read and prepare home-work 

while watching television. Allegedly, the goal of the study was to explore the extent to 

which background television exposure impedes viewers’ academic performance. Thus, 
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participants were asked to solve math questions that appear at the bottom of the computer 

screen as they are watching the show. 

Forty third-grade level math questions (e.g., 8x7) appeared on screen during the 

12-minute clip. Participants were instructed to answer as many of the questions as 

accurately as possible. Since all the participants wear headphones, and given that the 

questions are presented on the screen below the clip, individuals in the heuristic condition 

were forced to pay some attention to the audio-visual television information. However, 

viewers had to allocate most of their cognitive resources to the primary task, namely, 

solving math problems, and process clip-related information heuristically. In this 

condition, participants were told that they would be entered in a raffle to have a chance to 

win $25 gift-card at the university bookstore to the extent that they perform well on the 

math task. Manipulation instructions appear in Appendix C. 

 

Manipulation Check 

To ensure that participants remembered actor-related information manipulated at 

the beginning of the experimental session, participants were asked about the content of 

the article they had read at the end of the post-viewing questionnaire. Participants were 

asked to what extent, according to the article, Ray Romano supported or objected women 

having breast implants. The response options to this question ranged from “supported” 

(1) to “objected” (7). Analysis of responses in all the experimental conditions (without 

the no-exposure control, n = 276) revealed that individuals who read an article that stated 

that Romano objected to breast augmentation (i.e., incongruence with the narrative) 
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believed that the actor objects the procedure (M = 5.94, SD = 1.90), whereas  participants 

who read the neutral article (i.e., no congruence information) ranked the actor’s opinion 

just below the middle point of the scale (M =3.76, SD = 1.13) and participants who read 

the article in which Romano revealed his support for cosmetic surgery (i.e., congruence 

with the narrative) were the most likely to believe that the actor favors the procedure (M 

= 2.07, SD = 1.19) (F(2,273) =171.94, p < .001, d = 2.41; all three Bonferroni contrasts 

reached p < .001 significance level. The effect for congruent vs. no-congruence 

information article: I-J = 1.69 SE = .23, d = 1.45; the effect of incongruent vs. no-

congruence information article: I-J = -2.18, SE = .22, d = 1.39; incongruent vs. congruent 

article: I-J = 3.86, SE = .21, d = 2.44).  

Participants were also asked about the extent to which the fictional character of 

Raymond opposed or approved of breast augmentation. Since all the participants watched 

the same clip, no differences in response to this question were expected. Indeed, no 

significant differences in the viewers’ perceptions of the character’s attitudes were 

observed (control: M =1.50, SD = .89; congruent: M = 1.50, SD = .83; incongruent: M 

=1.66, SD = 1.06; F(2,273) = 1.73, p = .38). 

Finally, participants were asked to what extent Ray Romano’s behavior in the 

show contradicted or was consistent with the views he expressed in the article. Responses 

were measured on a seven-point scale, with “1” indicating inconsistency and “7” 

consistency. Participants in the congruent conditions rated his behavior as most consistent 

(M = 4.74, SD = 1.99), followed by participants in the neutral condition (M = 3.79, SD = 

1.52). Participants in the incongruent conditions viewed his behavior as highly 
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inconsistent (M = 2.27, SD = 1.66) (F(2,273) = 50.89, p < .001. All three Bonferroni 

contrasts reached p < .001 significance level. The effect for congruent vs. no-congruence 

information article: I-J = -.95 SE = .27, d = .53; the effect of incongruent vs. no-

congruence information article: I-J = 1.52, SE = .26, d = .95; congruent vs. incongruent 

article: I-J = 2.47, SE = .25, d = 1.35).These findings indicate that the bogus interview 

was successful in manipulating the viewers’ perceptions of the actor’s attitudes towards 

the issue and perception of incongruence between the actor and the character he portrays. 

 

Moderating Variables   

Immediately upon resuming watching the clip, viewers were asked to list any 

thoughts they have had while watching the clip. Each statement was coded for three 

variables: (1) mode of elaboration; (2) counter-arguing and (3) message consistent 

arguing. These categories were exhaustive and exclusive, such that each word in the 

essay was coded, and had to fit only one category. Coding was conducted by five trained 

coders, after establishing reliability on a separate sample of statements. Sixty four 

thought listings (20%) were coded by all five coders to ensure continuing reliability.  

1. Elaboration mode. Issue elaboration was defined as thoughts relating the 

storyline to social issues and the real world, outside the narrative. All the words in 

sentences (or parts thereof) that related to women’s sexual objectification, thoughts about 

cosmetic surgery and the potential impact of the show on its viewers were coded as issue 

elaboration (Krippendorff’s α = .76 for ratio variables). An example of issue elaboration 

can be found in the following segment of an essay:  
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“The reasons for undergoing cosmetic surgery that are provided by the 

show is to be more attractive, and possibly feel better about yourself. I believe 

that these reasons are poor because women should be happy with what they look 

like without any corrections. Some viewers may be persuaded because the impact 

it had on Ray and the other men in the episode. I believe that the show does not 

give a good representation of the pros and cons of breast augmentation. The 

impact of the surgery was left out. For instance, the after affects [sic] and the pain 

the surgery could cause on women.” 

Narrative related cognitions were defined as sentences (or parts thereof) directly 

related to the storyline without linking it to the real world. These include re-telling the 

plot, making inferences about the characters motivations, feelings and future actions, and 

expressing the viewer’s reactions to the characters and to the events depicted in the plot 

(Krippendorff’s α = .82 for ratio variables). An example of such narrative elaboration is: 

“It was clear she [Debra’s character] did not like how he [Raymond’s character] wanted 

to watch TV instead of pay attention to her in bed. I feel bad for her because she is 

probably feeling insecure about her body which is why she tricked him in the first place.” 

Unrelated cognitions constitute sentences (or parts thereof) unrelated to either the 

narrative or the issue. These included mostly viewers’ thoughts related to the distracting 

task (Krippendorff’s α = .92 for ratio variables). For example: “It wasn't too hard to do 

the math while watching the show because I do homework in front of the TV all the time. 

At the end it was a little challenging to keep up, but I think I managed.” 
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Other related thoughts – during coders’ training a new category was formed to 

account for thoughts related to the study but not directly related to narrative or issue 

elaboration. These included thoughts about the interview with Ray Romano and personal 

memories relating to the show as a whole. This category was very small (on average, just 

4.40 words per essay) and therefore was not included in further analysis. 

Thought listing essays varied substantially in their length. The shortest essay 

numbered just 10 words and the longest one amounted to 614 words (M = 135.68, SD = 

100.24). Thus, the analyses were performed not on the sheer number of words 

contributing to each category, but on the proportion of words in each category out of the 

total number of words. 

2. Counter arguments and message consistent arguments. Based on the pilot 

study results, a list of eight counter-arguments was compiled. These included arguments 

such as: “the depiction of breast augmentation was not realistic / cosmetic surgeries carry 

risks”; “some men prefer women with smaller breasts / some men do not like breast 

implants”; and “people should be happy with whatever body they have”. Similarly, a list 

of eight pro-message arguments was created (e.g.: “women with larger breasts are treated 

better / more desirable”; “having a cosmetic surgery can improve one’s self esteem”; “it 

is normative to have a cosmetic surgery.”) 

For each essay, coders had to determine how many of the eight counter-arguments 

and message-consistent arguments were present. The same argument that was restated 

multiple times in a given essay was counted only once. Consequently, each essay scored 

between “0” (no arguments) and “8” (all eight arguments present) for each type of 
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arguments (counter arguments: Krippendorff’s α = .76, message consistent arguments: 

Krippendorff’s α = .82 for ratio variables). Overall, each participant listed up to six 

message-consistent arguments (M  = 1.80, SD = 1.40) and up to four counter-arguments 

(M  = .60, SD = .96).  

 

Dependent Variables 

The complete list of items used for each scale appears in Appendix D. Participants 

were asked to report the extent to which they viewed women as sexual objects, the extent 

to which they approved of women having breast implants and their attitudes towards 

undergoing cosmetic surgery. Higher scores on these measures were considered to 

indicate greater narrative-consistent attitudes. 

Perceptions of women as sexual objects. Viewers’ attitudes were assessed on a 

seven-point scale using eight items from Ward’s (2002) measure of women’s 

objectification. This scale includes six statements such as: “An attractive woman should 

expect sexual advances and should learn how to handle them” and “There is nothing 

wrong with men being primarily interested in a woman’s body.” Agreement with all the 

statements was measured on a seven-point scale, such that high scores indicate greater 

objectification of women. (Cronbach’s α Time 1 = .78 at Cronbach’s α Time 2.= .70, M Time 1  

= 3.68, SD = 1.19; M Time 2  = 3.59, SD = 1.03). 

Attitudes towards having a cosmetic surgery. Viewers’ attitudes towards 

having plastic surgery themselves were measured as agreement with six items on a seven-

point scale (with higher scores indicating more positive views of cosmetic surgery). Items 
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included statements such as “If money wasn’t an issue, I would consider having cosmetic 

surgery”, “having cosmetic surgery could improve my life” and “I would not want to 

surgically change my appearance” (reverse coded) (Cronbach’s α Time 1 = . 86; Cronbach’s 

α Time 2 = . 89; M Time 1  = 3.17, SD = 1.49; M time 2  = 3.71, SD = 1.26). 

Attitudes towards women having breast implants. Viewers’ attitudes towards 

women having breast implants were measured as agreement with seven items on a seven-

point scale (with higher scores indicating more positive views of breast augmentation). 

Items included statements such as “There is nothing wrong with women having breast 

implants to improve their appearance”, “For most women, having breast implants had a 

positive impact on their lives” and “Women who undergo cosmetic surgeries such as 

breast implants, put themselves at unnecessary risk for no good reason” (reverse coded). 

(Cronbach’s α Time 1 = . 82; Cronbach’s α Time 2 = . 75; M Time 1  = 3.94, SD = 1.14; M issue 

elaboration  = 3.31, SD = 1.54). 

Scales validity. To determine the extent to which the scales are distinguishable, 

the items from the three scales were subjected to an exploratory factor analysis using 

Maximum Likelihood estimation with direct Oblimin rotation (Delta = 0). Extraction of 

three factors was requested. As can be seen from Table 3, the factor analysis correctly 

clustered items in their scales, such that each item loaded on its factor at least .40, above 

the acceptable loading of .30 (Tinsley & Tinsley, 1987). None of the items meaningfully 

loaded on other factors (over .25). One exception is a negative loading of one of the items 

the scale of attitudes towards oneself having cosmetic surgery strongly and negatively (-

.35) loading on the support for women having breast implants factor and strongly and 
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positively (.42) loading on its proper factor. Sexual objectification factor and attitudes 

towards oneself having cosmetic surgery factor were only slightly correlated (r = .13), 

however, attitudes towards women having breast augmentation factor was highly 

correlated both with objectification (r = .53) and attitudes towards oneself having 

cosmetic surgery (r = .47). 

Enjoyment. Enjoyment was assessed as agreement with four items: “The clip was 

entertaining”, “I enjoyed watching the clip”, “I would want to watch more of this 

television series” and “I thought that the clip was boring” (reverse coded) (Cronbach’s α  

= . 86; M   = 6.09, SD = 1.07). 

 

Control Variables 

Para-social relationships and identification with the main character. Viewers’ 

relationships with Raymond’s and Debra’s characters were assessed using four items 

from the ten-item identification scale (Cohen, 2001) including items such as: “While 

watching the show, I could really understand how Raymond felt” (Cronbach’s α  Raymond  

= . 86; M Raymond  =  4.30, SD = 1.53; Cronbach’s α  Debra  = . 95; M Debra    = 4.92, SD = 

1.74). Viewers’ parasocial relationships with the characters were measured using four 

items from Rubin’s et al PSI (1985) scale including items such as “I would like to meet 

Raymond in person” (Cronbach’s α  Raymond  = . 85; M Raymond    = 4.52, SD = 1.37; 

Cronbach’s α  Debra  = . 83; M Debra = 4.39, SD = 1.31) 

Additional control variables. The questionnaire assessed viewers’ demographic 

information and past experiences that could be related to the dependent variables of 
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interest. At the end of the post-exposure questionnaire, participants were asked to report 

their gender, age, familiarity with the show and past exposure to the specific episode used 

in the study. Participants were also asked whether they or their friends and relatives, have 

had a cosmetic surgery in the past. Some 13.5% of the participants reported having at 

least one cosmetic surgery, and 79.3% reported knowing at least one person who had a 

cosmetic surgery.  
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CHAPTER 4 

RESULTS 

General Findings 

Table 4 presents the zero-order correlation between the outcome variables, 

involvement with the characters, narrative elaboration condition and pro/anti-message 

arguments for the entire sample. The dependent variables in the study were relatively 

highly correlated (.19 - .55 in t1 and .28 - .44 in t 2). To account for these correlations the 

research hypotheses were tested using MANOVA. 

Table 5 presents the means and standard divinations for the key variables in the 

study. Given the specificity of the topic of the study, it is not surprising that viewers’ sex 

was associated with the dependent variables (scoring lower than men on objectification 

and attitudes towards women having breast augmentation, but having greater interest in 

having cosmetic surgeries themselves). Interestingly, while this pattern of results 

remained in the one-week follow-up, they were no longer significant for two of the three 

variables. 

Compared to men, women reported higher levels of identification with Debra’s 

character and lower levels of identification with Raymond’s character. They also reported 

slightly lower levels of mental simulation components of narrative elaboration condition, 

but their levels of attention were indistinguishable from these of men. Notably, however, 

women did not significantly differ from men in the number of arguments (pro-message or 

counter-message). 
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Hypothesis Testing 

 

The first set of hypotheses (H1, H2 and H3) look specifically at the effects of 

exposure on outcome variables and possible differences between modes of processing. 

Since actor-character congruence might moderate this relationship, only participants who 

received no-congruence related information were included in these analyses (conditions 

1, 2, 3 and 4 in Table 1). 

H1a: When no congruence/incongruence information is present, narrative 

consistent attitudes will be higher in heuristic processing, issue processing and 

narrative processing conditions than in no exposure condition 

H1b: When no congruence/incongruence information is present, 

narrative consistent attitudes will be higher in narrative processing condition 

than heuristic processing condition. 

To examine the possible effects of exposure on outcome variables accounting for 

the correlation between the dependent variables and controlling demographics and 

experience with cosmetic surgeries a MANOVA was conducted (n = 104). Sex, race 

(White versus ethnic minorities), age, having cosmetic surgery and knowing others who 

had cosmetic surgery were included in the model since they are likely to be related to 

people’s attitudes towards the issue. Specifically, the issues of women’s objectification 

and breast augmentation have different implications for men and for women. 

Furthermore, different cultural norms and beauty standards can create racial and ethnic 

differences in the sample. Finally, given that the sample included a number of individuals 
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in their 30s and early 40s, it is important to account for the possibility that older 

individuals might find these topics more personally relevant. Additionally, given the 

centrality of gender to the topic of the experiment, an interaction between viewer’s sex 

and viewing condition was also included in the model. The statistical power for detecting 

small effects (f
2
 = .10) in this model with the given sample size is .94 (G*Power3; Faul, 

Erdfelder, Lang & Buchner, 2007). 

MANOVA replicated the results of one-way ANOVAs, showing no effect of 

processing condition on post-viewing attitudes, alone or in interaction with sex (Table 6). 

Univariate comparisons also revealed no effects of exposure condition (Objectification of 

women: F (3,92) = .31, p = .82; Women having surgery F (3,92) = .73 p = .54; Oneself 

having surgery: F (3,92) = .08, p = .97). Table 7 presents the means and standard 

deviations of support for narrative-consistent attitudes by condition. 

To summarize, no effect of processing mode (transported/heuristic/critical) on 

post viewing attitudes was found. Thus, H1 was not supported. 

  

H2: When no congruence/incongruence information is present, a week 

after exposure to the narrative, narrative-consistent attitudes will be higher in 

issue elaboration condition than in heuristic condition 

H3: When no congruence/incongruence information is present, a week 

after exposure to the narrative, narrative-consistent attitudes will be higher in 

narrative elaboration condition than in issue condition. 
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Table 8 represents the means and standard divinations of post-viewing attitudes 

one week after the lab session. Since some participants failed to complete the follow up 

survey, the analysis of attitudes in t2 among participants who did not receive congruence 

information was based on n = 89. The statistical power for detecting small effects (f
2
 = 

.10) in this model with the given sample size is .88 (G*Power3; Faul, Erdfelder, Lang & 

Buchner, 2007). 

Table 9 presents the results of MANOVA predicting attitudes at t2 controlling for 

sex, age, race and experience with cosmetic surgery. As in the case with short-term 

effects, sex did not interact with experimental condition (Wilks' λ = 1.33, F (9, 170.51) = 

.85, p = .22). Similarly, no univariate effects of exposure condition were found for 

objectification of women (F (3,72) = .75, p = .54) and women having surgery (F (3,72) = 

.29 p = .54). There was a trend towards effect of exposure condition on attitudes towards 

oneself having surgery: F (3,72) = 2.42, p = .07). Finally, the analysis was repeated 

predicting change scores (t1 – t2) on each of the three dependent variables, but the 

results were, again, not significant (Wilks' λ = .94, F (6, 110) = .62, p = .72). To 

summarize, H2 was not supported whether examining attitudes at t2 or change scores 

between t1 and t2. 

It is possible that the effect of exposure to the message was obscured by the fact that 

media exposure had different effects on viewers depending on the way in which they 

interpreted the message. Entertainment media are, arguably, polysemic (Fiske, 1987). As 

such, they do not convey a single message but can be perceived by different viewers in 

multiple ways depending on the viewers’ identification with different characters that 
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represent distinct points of views. In line with this assumption, in the case of the 

experimental clip used in the study, bivariate correlations presented in Table 4 suggest that 

identification with Debra’s character is associated with lower levels of objectification of 

women (r = -.14, p < .01) and support for women having cosmetic surgery (r = -.15, p < 

.05), while identification with Ray’s character had the opposite pattern of association with 

objectification (r = .37, p < .01) and endorsement of surgeries for women (r = .21 p < .01). 

To better understand the relationships between exposure and post-viewing attitudes, 

it therefore made sense to control for viewers’ perspective taking (identification with 

Debra’s versus Raymond’s character). A new variable – difference between identification 

with Debra and identification with Raymond – was constructed. Positive scores on 

perspective taking variable indicate adopting Debra’s anti-breast-augmentation 

perspective, and negative scores indicate adoption of Raymond’s pro-augmentation 

perspective. Two MANOVAs were conducted to examine the impact of processing 

condition on outcome variables in t1 and in t2 follow up. For the obvious reasons, 

identification variables only were measured for participants in the exposure conditions. 

Thus, the no-exposure condition was eliminated from the analysis.  

When entering perspective taking in MANOVA predicting post-viewing attitudes 

(t1), only a trend not reaching significance was observed (Wilks' λ= .91 F (3,65) = 2.16, p = 

.10). However, the effect of perspective taking was significant in predicting post-viewing 

attitudes a week after exposure (t2) (Wilks' λ= .71 F (3,53) = 7.20, p < .001, partial η
2
 = 

.29). Examination of bivariate effects suggest that perspective taking played particularly 

important role in attitudes towards women having cosmetic surgeries (F (1,55) = 5.16, p < 
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.05, partial η
2
 = .09) but there were no significant univariate effects on attitudes towards 

objectification of women (F (1,55) = 2.09, p = .15) or having cosmetic surgery oneself (F 

(1,55) = 1.34, p = .25). 

Given the possible contribution of perspective taking on attitudes, further analyses 

that only examined participants in the various exposure conditions will include this variable 

as a covariate. 

 

H4: Cognitive processes and their consequences. H4a, H4b and H4c 

address the different ways in which viewers in the various exposure conditions 

processed the message and how these experiences during media exposure affect post-

viewing attitudes. Since the hypothesis is interested in processing modes, participants 

in the no-exposure control condition were excluded from analyses.  

 

H4a: Participants in issue elaboration and narrative elaboration 

conditions will report more narrative-related cognitions than in character 

heuristic condition 

Since congruence was not hypothesized to influence viewers’ tendency to 

generate narrative-related thoughts, the effect of processing condition was examined 

across all exposure conditions (i.e., planned comparison between heuristic, narrative 

elaboration and issue elaboration conditions, irrespective of congruence/incongruence, n 

= 276). Omnibus one-way ANOVA with the given sample size has statistical power of 
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.30 to detect a small effect size (f
2
 = .10) (G*Power3; Faul, Erdfelder, Lang & Buchner, 

2007). 

Thought listing indicated that participants in the narrative elaboration condition 

had a significantly greater share of thoughts about the narrative (M = 68%, SD = 35) 

compared with issue elaboration (M = 46%, SD = 33) and heuristic conditions (M = 34%, 

SD = 31) (F (2,267) = 26.41, p < .001, all Bonferroni contrasts reached p < .05 level). 

Participants in the issue elaboration condition reported the greatest share of thoughts 

related to the issue (M = 52%, SD = 32) followed by participants in the narrative 

elaboration conditions (M = 26%, SD = 28) with participants in the heuristic conditions 

reporting the smallest share of issue-related thoughts (M = 7%, SD = 18) (F (2,267) = 

63.24, all Bonferroni contrasts reached p < .001 level). 

Conversely, participants in the heuristic conditions had the highest share of 

thoughts unrelated to the story or the issue depicted (M = 55%, SD = 40) compared with 

participants in both the narrative elaboration conditions (M = .3%, SD = 2) and the issue 

elaboration conditions (M = .3%, SD = 2) (F (2,267) = 161.01, p < .001, Bonferroni 

contrasts between heuristic conditions and issue and narrative elaboration conditions 

reached p < .001). Figure 1 presents the share of each type of thoughts for each of the 

experimental conditions. These findings indicate that the viewing instructions were 

successful in inducing different ways of processing information during the media 

exposure. 
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H4b: When no congruence/incongruence information is present, participants 

in narrative elaboration condition will report more narrative consistent cognitions 

than participants in character issue elaboration condition 

Since actor-character incongruence is likely to promote counter-arguing with the 

message, inclusion of congruence and incongruence conditions in the analysis had the 

potential to obscure the effect of processing condition on the number of reported 

narrative-consistent cognitions. Therefore, only participants in no-congruence 

information conditions (2, 3 and 4 in Table 1) were included in this analysis (n = 76).  

Given the sample size, omnibus one-way ANOVA has statistical power of .11 to detect a 

small effect size (f
2
 = .10) (G*Power3; Faul, Erdfelder, Lang & Buchner, 2007). 

Mixed model ANOVA was used to examine the effect of type of argument (pro-

message/counter-argument) and condition (heuristic processing/issue 

elaboration/narrative elaboration condition) on number of thoughts listed. Although H4b 

was particularly interested in the differences between narrative elaboration condition and 

issue elaboration condition, heuristic processing condition was included in the analysis to 

provide a better context for understanding the impact of processing mode on cognitions.  

A main effects of processing condition (F(2,71) = 33.31, p <.001, partial η
2
 = .48) 

was revealed (Heuristic vs. issue elaboration I-J = 1.52, SE = .19, p < .001; Issue vs. 

narrative elaboration condition I-J = .93, SE = .18, p < .001; Narrative elaboration 

condition vs. heuristic I-J = .59, SE = .18, p < .005). Type of argument (pro/counter 

message) was also significant (F(1,71) = 4.09, p <.05, partial η
2
 = .06). However, the 

interaction between them was not significant (F(2,71) = .82, p = .45). 
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As can be seen from Figure 2, both message-consistent arguments and counter-

arguments were the most prevalent in the issue elaboration condition (M message consistent = 

1.70, SD = 1.46; M counter argument = 1.52, SD = 1.34). Participants in the heuristic condition, 

on the contrary, listed no counter arguments and very few message consistent arguments 

(M message consistent = .17, SD = .39).  

 

H4c: Elaboration condition and number of narrative-consistent thoughts 

will interact predicting narrative-consistent attitudes. Attitudes will be more 

consistent with the narrative as number of narrative consistent cognitions 

increase in the narrative elaboration condition and issue-elaboration conditions 

but not for heuristic processing condition. 

This hypothesis is concerned with viewers in the no-congruence information 

conditions (2, 3 and 4 in Table 1), thus only participants who watched the clip but did not 

receive congruence information were included in the analysis (n = 76). MANOVA was 

performed to examine the relationship between processing condition, message-consistent 

arguments and narrative-consistent attitudes controlling for demographic variables, 

experience with cosmetic surgery and perspective taking (Table 10). The statistical power 

for detecting a small effect (.10) in this model with the given sample size is .73 

(G*Power3; Faul, Erdfelder, Lang & Buchner, 2007). 

Although no main or interactive effects of argumentation were found, a univariate 

analysis shows that pro-message thoughts had a main effect on objectification of women (F 

(1,62) = 5.10, p < .05, partial η
2
 = .08) but not attitudes towards women having breast 
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implants (F (1,62) = .38, p =.54) or towards oneself having cosmetic surgery (F (1,62) = .52, 

p =.47).  

Finally, a new variable was created as a difference between the number of message 

consistent arguments and counter arguments. This variable represents biased pro-message 

elaboration, such that higher scores indicate that the individual had more message 

consistent cognitions than counter-message arguments. Repetition of the analysis with 

biased pro-message elaboration a predictor replicated the results yielded by the first 

analysis: On a multivariate level, there were no significant main (Wilks' λ = .91, F (3, 60)= 

1.96, p = .13) or interactive (Wilks' λ = .91, F (6, 120)= .99, p = .44) effects of biased 

elaboration. In examination of univariate effects, biased pro-message processing had a 

significant effect only on objectification of women (F (1, 62)= 5.68, p < .05) but not 

attitudes towards women having breast implants (F (1,62) = .56, p = .46) or towards oneself 

having cosmetic surgery (F (1,62) = .63, p = .43).  

Taken together, no support was found for H4c. Developing message-consistent 

arguments was associated with one (of three measured) narrative-consistent beliefs, and, 

contrary to the hypothesis, this effect occurred independently of processing mode. 

 

H5: In comparison to participants presented with actor congruent 

information, participants presented with actor incongruent information will 

have less narrative consistent attitudes. However, this effect will be moderated 

by elaboration condition, such that only participants in issue elaboration 

condition (but not narrative elaboration condition and heuristic elaboration 

condition) will experience the decrease. 
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This hypothesis was concerned only with individuals who received either 

congruent or incongruent information prior to watching the clip (conditions 5, 6, 7, 8, 9 

and 10 in Table 1). Thus, only this subset of participants was included in the analysis (n = 

200). Table 11 presents the means and standard deviations on outcome variables by 

processing and congruence condition. A 2 (congruence/incongruence) X 3 

(heuristic/issue elaboration /processing elaboration) MANOVA examining the effects of 

processing condition and congruence on the outcome variable, controlling for 

demographics and experience with cosmetic surgeries was performed. The statistical 

power for detecting small effects (f
2
 = .10) in this model with the given sample size is .99 

(G*Power3; Faul, Erdfelder, Lang & Buchner, 2007). Box’ test of equality of covariance 

was significant at p < .01, indicating a violation of MANOVA assumptions. Thus, 

Pillai’s Trace – a test that is relatively robust to assumptions violations, is reported. 

A trend of a main effect of congruence was observed (Pillai’s Trace = .96, F (3,187) 

= 2.41 p = .08, partial η
2
 = .04) but no main effect of processing condition (Pillai’s Trace = 

.96, F (6,374) = 1.26 p =.28) or interaction between them (Pillai’s Trace = .97, F (6,374) = 

.88, p = .51). Follow-up univariate analysis indicated that congruence had effect on attitudes 

towards women having cosmetic surgery (F (1,189) = 6.50 p < .01, partial η
2
 = .03) but not 

objectification (F (1,189) = 1.41 p = .24) or attitudes towards oneself having cosmetic 

surgery (F (1,189) = .80 p = .37). Given the lack of significant interaction between 

processing condition and congruence, H5 was not supported. 

To summarize, in line with H5, actor-character congruence was associated with 

viewing outcomes, however this effect was observed for only one of three dependent 
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variables included in the analyses. Furthermore, contrary to H5, congruence did not interact 

with processing mode in predicting post-viewing attitudes. Thus, overall, H5 was not 

supported. 

 

H6a: Overall, participants in the narrative elaboration conditions are expected 

to enjoy the show and like the character more than participants in issue elaboration, 

followed by participants in heuristic condition. 

H6b: Actor-character incongruence will result in lower levels of enjoyment and 

liking of the character in issue-elaboration condition, but will have no effect on liking 

and enjoyment in narrative elaboration condition and heuristic processing condition. 

Table 12 presents results of ANCOVA examining the effect of exposure condition 

on enjoyment and PSR, controlling for sex, ethnicity and age, excluding only participants 

in the no-exposure condition (n = 276). The statistical power for detecting small effects 

(f
2
 = .10) in this model with the given sample size is .22 (G*Power3; Faul, Erdfelder, 

Lang & Buchner, 2007). 

No relationship was found between congruence, mode of processing and the 

combination of the two, on enjoyment and PSR with the character. Thus, H6 was not 

supported. 
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CHAPTER 5 

DISCUSSION 

The present study examined two main questions: How do viewers manage 

incongruence between their knowledge about the actor and the character, and does mode 

of processing moderate this effect? These questions were examined in the context of 

attitudes towards cosmetic surgery (specifically, breast augmentation) and sexual 

objectification of women.  

The study did not reveal an effect of exposure to the narrative on post-viewing 

attitudes. There also were no differences in outcomes among viewers who processed the 

message heuristically, transported or critically. Only viewers’ sex and perspective taking 

were associated with post viewing outcomes. The different viewing instructions were 

effective in inducing different ways of thinking about the message, such that viewers in 

the various processing conditions thought about different things while watching the show 

and differed in their tendency to counter-argue with the message and generate message 

consistent thoughts. However, message-consistent thinking did not predict post-viewing 

attitudes and did not interact with processing mode in predicting outcomes. Furthermore, 

actor-character congruence did not affect attitudes, enjoyment and PSR with the actor 

(neither alone nor in interaction with processing mode). 

The following section will review four key findings of this study. First, the results 

of the study provide unexpected support for active audiences and limited effects 

paradigms. Second, the study can potentially contribute to methodological advances 

improving validity of transportation measurement. Third, although the study was not 
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designed with the primary goal of developing media literacy interventions, the current 

findings provide insights into effective development and evaluation of media literacy 

curricula. Finally, the study illuminates questions concerning viewers’ management of 

actor and character schemas. 

 

Limited Effects of Media Exposure 

The entertainment media content used in this study (an excerpt from Everybody 

Loves Raymond) failed to produce the anticipated effects. Merely watching the clip (in 

any of the processing conditions) did not result in greater message-consistent attitudes. 

One possible explanation for the lack of effects is that the message was interpreted by 

viewers in different ways, and these alternative interpretations had opposite effects on 

outcomes. Interpretation and reception theories maintain that meaning is not an inherent 

property of the message, but rather media consumers construct meaning through an active 

process of interpretation (Hall, 1980; Fiske, 1987; Radway, 1984). The intended lesson 

promoted by the message creator is only one such possible meaning (“dominant” or 

“preferred” meaning; Hall, 1980), but audience members can have alternative 

understandings of the media messages depending on their own socio-cultural position 

(Hall, 1980) and psychological context (Livingstone 1987; Tukachinsky & Cohen, 2012). 

In fact, Fiske (1987) argued that most mainstream entertainment media are intentionally 

designed to be polysemic. That is to say, multiple, equally plausible interpretations are 

embedded in the storyline, thereby making the narrative appealing to people with 

different world views. 
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 It has been suggested that variations in interpretations of media content are 

directed by audience members’ identification with characters. For example, Cohen (2002) 

found that over and beyond socio-psychological characteristics, viewers’ identification 

with the protagonist in the television series Ally McBeal served as the best predictor of 

viewers’ interpretation of the show as celebrating feminist values (versus mocking 

women for being weak and neurotic). Moreover, viewers of the same television show 

who adopt perspectives of different characters can generate different, even opposing, 

understandings of the narrative. In a seminal study Vidmar and Rokeach (1974) 

demonstrated this notion by showing that viewers of All in the Family who identified 

with Archie Bunker’s character thought that Archie was winning the arguments, whereas 

those who identified with Mike’s liberal character thought that the show disparaged 

Archie.  

Experiencing the media content from different characters’ perspective and 

extracting different meanings from the same narrative can, in turn, lead to opposite media 

effects. For example, deGraaf et al (2011) manipulated readers’ identification such that 

they experienced the same narrative from the point of view of one of two characters that 

held opposite views on an issue. She found that the readers were influenced in opposite 

ways, such that the same story promoted endorsement of attitudes consistent with the 

character whose perspective the reader had adopted. This finding suggests that 

differences in identification and interpretation can obscure the effect of media exposure, 

as different viewers might be impacted in opposite ways by the same message. 
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The results of the present study resonate with claims made by reception and 

interpretation paradigms. The clip from Everybody Loves Raymond used in the current 

investigation incorporated multiple perspectives providing room for different 

interpretations. The main character expressed support for breast augmentation procedures 

and treated women in a sexually objectifying manner. Other male characters endorsed the 

same view. For example, when Raymond’s wife pretended to get breast implants, his 

brother commented: “Raymond gets everything!”. Indeed some viewers believed that the 

show promoted cosmetic surgery. For example participant '10815' in the issue elaboration 

condition founded “this episode to be offensive because not only does it depict a poor 

relationship between husband and wife, but it is demoralizing to women and their 

bodies”. Similarly, participant '11110' in the issue elaboration condition argued that “This 

clip depicts women's beauty as what one views superficially […] It does not provide an 

acceptance of women for who they are or what they think.” 

However, the opposite view was also incorporated in the narrative as Debra’s 

character implied that she objects cosmetic surgery. Her pretending to have breast 

implants may have been interpreted by some viewers as a statement against breast 

augmentation. As participant '112706' in the narrative elaboration condition wrote: 

“Debroah [sic] didn't actually get breast implants but played along with it because of how 

Ray and his family were reacting, but then showed him that she can still be beautiful and 

sexy without changing herself.” Along the same lines, participant '112700' in the 

narrative elaboration condition stated that “like many episodes, it had a lesson at the 

ending and that would be that one must be confident in what they have and enjoy them 
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for them without superficial and artificial supplements.” These statements exemplify the 

numerous ways in which different viewers were able to read different messages into the 

same narrative. 

Furthermore, in line with Fiske’s (1987) theorization, it seems that differences in 

interpretation of the narrative were based on viewers’ identification with either 

Raymond’s or Debra’s characters. For example, participant ‘109701’ described her 

emotional identification and adoption of Debra’s perspective: “i [sic] feel bad for her 

because she is probably feeling insecure about her body which is why she tricked him in 

the first place. the [sic] way he responded to her "boob job" just confirmed her feelings 

on how he feels about breasts.“ Finally, beyond the anecdotal evidence provided by the 

open-ended responses, statistical analyses replicate past findings (DeGraaf et al., 2011) 

revealing that adoption of Raymond’s or Debra’s perspective was associated with 

different attitudinal outcomes. 

In hindsight, the concluding scene in which Debra extracted socks out of her bra 

revealing that she did not undergo the surgery might have contributed to the potential for 

alternative interpretations of the message. It is also important to note that the present 

study employed a non-random, and relatively culturally homogenous, sample of college 

students. Given that interpretation of narratives is sensitive to socio-cultural context, it is 

conceivable that in a more diverse sample the message would have yielded the intended 

effect. In all, although the current study failed to demonstrate the originally posed 

hypotheses, it provides an intriguing example of the interpretive power of active 
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audiences, and the role of involvement with characters and meaning making processes in 

media effects. 

 

Manipulation of Message Processing 

The current investigation also presents an important methodological insight. The 

study explored three modes of processing: narrative engagement (transportation); 

heuristic processing (occurring when media are consumed while engaging in other 

activities such as preparing homework) and issue elaboration (analytical message 

processing similar to the notion of elaboration in ELM). Heuristic processing was 

manipulated by requiring viewers to engage in a distracting task, whereas issue 

elaboration was manipulated by instructing viewers to consider specific critical questions 

while watching the show. The manipulation check did not reveal significant differences 

in self-reported levels of transportation between these groups and the narrative 

elaboration group. Struggling to manipulate self-reported transportation is a longstanding 

malady in the media effects field. Although several studies were able to induce self-

reported transportation (e.g., deGraaf, Hoeken, Sanders and Beentjes [2009], Cohen’s d = 

2.42) others obtained very small differences between the experimental groups (Escalas 

[2004] Cohen’s d = .36; Tal-Or & Papirman [2007 Study1] Cohen’s d = .90) or even 

failed to create differences in the intended direction (e.g., Zhang & Busselle [2007] 

Cohen’s d = -.59 and -.41). The present study employed both self-report measures of 

transportation and a thought listing technique. A comparison of the two 

operationalizations of narrative engagement can provide a more complete understanding 

of the consequences of transportation manipulation. 



85 

In this study too, self-reported transportation was not impacted by the 

manipulation. Yet, the induction was successful in modifying viewers’ cognitions. 

Participants in the narrative elaboration condition were most likely to think about 

narrative-related issues; participants in the issue elaboration condition reported the 

greatest number of issue-related thoughts; and viewers in the heuristic condition had very 

few thoughts, most of which were unrelated to the narrative or the issue presented in the 

story. In other words, the induction was successful in manipulating precisely the variable 

of interest – what the viewers thought about (as opposed to what they claim to have 

experienced). However, if only self-report measures were employed in the study, without 

using open-ended thought listing data, this effect would not be detected and it would be 

concluded that the manipulation was fruitless. 

That the manipulation affected reported thoughts but not self-reported 

transportation, and the fact that the transportation scale was not correlated with the 

proportion (or number) of story-related words in the participants’ thought listing, raises 

important questions about the validity of these measures. Conceivably, the discrepancy 

between the thought-listing data and the transportation scores is demand characteristic. 

Participants in the study were, perhaps, motivated to prove to the experimenter that they 

could be involved in the story despite the need to solve math problems or think about 

critical questions. In other words, participants in the issue elaboration and heuristic 

processing conditions over-reported their transportation experience because they tried to 

appear to be successful multi-takers who can enjoy media while completing distracting 

tasks.  
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Another plausible explanation is that the self-report transportation scale and the 

thought listing data capture different theoretical constructs. The transportation scale 

reflects viewers’ retrospective subjective construction of how they believe to be engaged 

with the show. In a sense, it is part of people’s schema of their media experience. In line 

with this speculation, self-reported transportation was positively correlated with self-

reported enjoyment (r = .33, p < .001, consistent with Green [2004]). These responses, 

therefore, reflect people’s overall impression of their media experience as enjoyable and 

entertaining, but they do not necessarily reflect the cognitive process actually taking 

place while watching the show. Conversely, open-ended report of thoughts constitutes a 

more direct measure of mental processes occurring during media exposure. Instead of 

relying on viewers’ subjective estimates of how much they thought about the story, 

objective content analysis of reported thoughts can reveal with greater precision the scope 

and content of viewers’ mental activity. Thus, in the case of discrepancy between the two 

measures (as in the current study), the thought listing data should be considered a more 

valid reflection of the mental processes of interest.  

The present study, therefore, makes a potential methodological contribution by 

offering an alternative operationalization of transportation. It is plausible that past studies 

had limited success with manipulating transportation not because their manipulations 

failed, but because their operationalization of transportation was ineffective in capturing 

this effect. The effect of viewing instructions on word count of narrative-related thoughts 

was replicated in all three congruence conditions (Figure 1), enhancing confidence in the 

validity of the procedure. This approach to the operationalization of transportation is also 



87 

sound from a construct validity perspective, since allocation of attention to the narrative 

(versus unrelated topics) and mental imagery related to the narrative constitute critical 

components of narrative engagement (Busselle & Bilandzic, 2009). The results of the 

present study, therefore, suggest that there is a value in going beyond examining self-

evaluation of subjective experiences. In addition to using the transportation scale, it is 

recommended to also employ content analysis of viewers’ reported thoughts. 

 

Implications for Media Literacy 

Can Viewers become More Critical Media Consumers? 

Research in the realm of entertainment media effects has largely focused on 

transportation and identification as mechanisms underlying narrative persuasion. In this 

context, it is posited that engaging with entertainment media content hinders audience’s 

ability to counter-argue with the message and facilitates viewers’ message-consistent 

thoughts and mental imagery, ultimately leading to media effects (Green & Brock, 2002). 

To counteract such effects, some media scholars advocate for developing media literacy 

curricula that would reduce audience’s susceptibility to undesirable media effects in areas 

such as violence (Anderson, 1983) and social stereotypes (Ramasubramanian, 2007). 

Media literacy is conceptualized as a multilayered phenomenon that encompasses 

a wide range of skills and knowledge frames, including appreciation of the social, 

political and economic contexts of media production, marketing and distribution; 

comprehension of media formats and grammar; and recognition of message sender’s 

intent and possible effects on receivers (Brown, 1998; Christ & Potter, 1998; Hobbs, 

http://scholar.google.com/citations?hl=en&user=ImDKtzUAAAAJ&oi=sra
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1998). Collectively, these knowledge frames broaden media consumers’ perspective and 

equip them with better tools for critical examination of media content (Christ & Potter, 

1998). Typically, media literacy interventions involve educating audiences about the 

media and teaching them how to think about the media content critically. 

The present study did not involve any training, however viewers in the issue 

elaboration condition were encouraged to engage in the type of message processing that 

media literacy programs promote. These viewers reported more counter-arguments than 

viewers in the transportation and heuristic processing conditions, and had more thoughts 

that linked the message to the real world. A qualitative examination of their responses 

suggests that viewers in the issue elaboration condition scrutinized the message and 

questioned the accuracy of media’s representation of the issue. They contemplated how 

the message could be received by the audiences and discussed the social context wherein 

the message was created and consumed. Such thoughtful evaluation of the message 

demonstrates the very type of critical media consumption that media literacy programs 

strive to promote. 

Notably, participants in the study were able to accomplish this task without prior 

extensive training (beyond their background in communication studies). However, in line 

with ELM theory, viewers engaged in critical processing only when they had both the 

ability and the motivation to do so. Viewers in the heuristic processing condition lacked 

such ability. They were preoccupied with the math task and the cognitive load left 

insufficient cognitive resources for analytical message processing. Thus, viewers who 

watched the show heuristically reported very few arguments, all of which were consistent 
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with the message. Conversely, participants in the narrative-elaboration condition had the 

cognitive resources but lacked the motivation to engage in analytical thinking. In line 

with the transportation theory, these viewers generated many message consistent 

cognitions and few counter-arguments. Only participants who had sufficient cognitive 

resources and who were provided with an incentive to scrutinize the message, thought 

about the show critically generating both numerous message consistent thoughts and 

counter-arguments. 

These results have clear implications for media literacy research, warning that 

merely developing viewers’ critical thinking abilities is insufficient for promoting 

thoughtful media processing. Media consumers rarely spontaneously critically scrutinize 

entertainment content and have to be motivated to do so. Thus, to be effective in 

achieving their goal, media literacy programs should find ways to make critical 

engagement with media an intrinsically rewarding experience, so that viewers are self-

motivated to apply their skills in a real life-media exposure context. 

The current study provides indirect evidence of how this task might be 

accomplished. Transportation theory suggests that entertainment consumers seek 

enjoyment through transportation and are therefore predisposed not to question the facts 

presented in narratives (Bilandiz & Busselle, 2008; Green & Brock, 2002; Green 2004a). 

In other words, there is an implied notion that counter-arguing impedes enjoyment, and, 

thus, viewers will always be motivated to enjoy the transportation experience rather than 

think about the message critically. Similarly, Vorderer and Hartman (2009) argued that 

enjoyment from entertainment arises from playful (rather than analytic) involvement with 
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the media-based world. From this perspective, critical thinking and enjoyment from 

entertainment shows are likely to be inherently antagonistic. 

However, in the present study, counter-arguing did not diminish self-reported 

enjoyment (r = -.02, p = .75). These findings suggest that enjoyment from entertainment 

is not always driven by message-consistent thinking. Rather, transportation is only one 

possible source of enjoyment. It is conceivable that viewers who engaged in analytical 

processing of the message enjoyed the media exposure for different reasons than 

transported viewers. Specifically, message consistent mental imagery provides an 

opportunity for escapist and emotional gratifications (Apple & Richter, 2010), whereas 

issue-elaborating can lead to a more intellectual type of satisfaction. 

This notion is consistent with recent developments in the mood management 

literature. It has been suggested that media audiences seek a range of different types of 

media enjoyment. Rather than limiting conceptualization of enjoyment to an experience 

of joy and hedonistic pleasure, Oliver (Oliver, 2008; Oliver & Bartsch, 2010; Oliver & 

Raney, 2011) suggests that viewers can also experience eudaimonic enjoyment. This type 

of enjoyment stems from poignant feelings of meaningfulness, gaining understanding of 

the human condition and one’s place in the world. It is, therefore, possible, that viewers 

in the issue elaboration condition, who were encouraged to counter-argue with the 

message, reported high levels of enjoyment because they experienced such eudaimonic 

pleasure. In other words, it is evident from examination of the participants’ essays that 

viewers in the issue elaboration condition thought about the television show in a broader 

societal context. Thinking about why the program represents certain values, evaluating 
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the extent to which these representations are realistic and contemplating possible effects 

of the show provide viewers with an opportunity to enjoy media exposure as an 

intellectual activity. 

 Unfortunately, the current study did not utilize a multi-dimensional measure of 

enjoyment that would allow differentiating between different factors contributing to 

viewers’ enjoyment of the show. Future research needs to assess gratifications and 

different aspects of enjoyment to examine whether counter-arguing facilitates eudaimonic 

enjoyment whereas transportation contributes to emotional/escapist enjoyment. If 

counter-arguing is enjoyable, media literacy programs can then encourage viewers to 

engage in critical thinking for the sake of this pleasant experience. In other words, 

individuals are not inclined to engage in critical thinking while watching entertainment 

shows, but they can come to enjoy this experience. Hence, participation in media literacy 

programs that encourage media consumers to engage in this practice might allow viewers 

to discover that counter-arguing is in fact rewarding, thus making people more 

intrinsically motivated to apply the media literacy skills acquired in such programs. 

Future research is needed to further illuminate the role of individual differences (e.g., 

need for cognition) that facilitate enjoyment from critical consumption of entertainment 

media, and to examine how such enjoyment is similar to or different from eudaimonic 

and hedonistic forms of enjoyment. 
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Does being More Critical Minimize Media Effects? 

Media literacy skills and practices are viewed as important means of empowering 

media audiences by making them more sophisticated consumers capable of obtaining a 

more nuanced understanding of media (Christ & Potter, 1998). Indeed, participants in this 

study were able to extract much more elaborate meanings from the show when they 

thought about it critically. However, the ultimate goal of many media literacy programs is 

to shield audiences from undesirable media effects (e.g., Scharrer, 2006; Scharrer, 2009). 

Strangely, most media literacy programs have focused on participants’ ability to retain 

the learned information and to apply it in analyses of new media texts, but these programs 

rarely examined whether media literacy training reduces the effects of exposure on post-

viewing attitudes and beliefs. In other words, studies have shown that media literacy 

interventions increase people’s knowledge about media effects and can improve 

consumers’ ability to recognize media stereotypes, violence or persuasive intent of media 

messages (e.g., Scharrer, 2006; Ramasubramanian, 2007). However, it remains largely 

unknown whether these sophisticated media consumers less prejudiced, less aggressive 

and less likely to comply with commercial messages because of their heightened 

awareness of media biases and effects. The present study, therefore, makes an important 

contribution to the media literacy literature by showing that at least in some cases, critical 

media consumption in and of itself does not combat media effects. Although the issue 

elaboration manipulation used in the current study was successful in promoting counter-

arguing with the message, biased processing was, overall, not associated with post-

viewing attitudes.  
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In all, the findings from this study have important implications for designing more 

successful media literacy programs. First, it appears that interventions that provide 

viewers with specific questions to consider are successful in promoting critical thinking. 

However, media literacy interventions should make such thoughtful processing 

intrinsically rewarding, so that viewers will be motivated to practice the skills acquired in 

media literacy training later on. It is, therefore, encouraging to see that issue elaboration 

did not undermine viewers’ enjoyment, suggesting that enjoyment and critical thinking 

are not mutually exclusive. However, critical thinking does not always have the 

protective value that constitutes the very rationale for media literacy programs. Many 

media literacy efforts only address the effect of the intervention on audience’s message 

processing, but they fail to examine how critical thinking in turn achieves its goal of 

limiting effects of media exposure (e.g., Scharrer, 2006). Since the present study 

demonstrates that critical thinking does not always results in resistance to media effects, 

future research in the realm of media literacy will be well served to examine both media 

consumers’ thinking about the media content, as well as their actual susceptibility to 

media effects. 
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Viewers’ Perceptions of Actors and Characters 

Finally, one of the goals of the present study was to explore how viewers manage 

inconsistencies between actors’ personal beliefs and the beliefs and actions of the 

fictional characters they portray. Overall, congruence or incongruence was found to have 

no effect on post-viewing attitudes. There is some very tentative evidence of possible 

effects of incongruence when viewers process the message critically. This pattern of 

results is consistent with the notion that transportation into narratives inhibits access to 

information outside the story-world. Despite the theoretically meaningful direction of 

effects, the interactions between congruence and processing were not statistically 

significant. 

Additional analysis of the relationship between congruence, processing mode and 

argumentation further cast doubts about viewers’ ability to integrate such incongruent 

information into their attitude. Specifically, since viewers who processed the message 

heuristically did not generate any counter-arguments, in this analysis, only participants in 

narrative elaboration conditions were compared to issue elaborating viewers. ANCOVA 

results show only a main effect of processing mode on number of counter-arguments (F 

(1, 110) = 32.22, p <.001, partial η = .23) but no main effect of congruence (F (1, 110) = 

.25, p = .62) or processing mode by congruence interaction (F (1, 110) = .01, p = .94). 

Thus, it appears that even for participants in the issue elaboration condition who, overall, 

were more skeptical of the message, actor-character incongruence was not an important 

source of counter-argumentation. Finally, inconsistency between the actor and the 
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character did not suppress viewers’ enjoyment of the show or reduce their PSR with the 

actor.  

Taken together, these findings suggest that viewers in this study did not consider 

the actor to be hypocritical for performing in a role inconsistent with his beliefs. 

Inconsistency between the actor’s beliefs and his actions as a character did not increase 

counter-arguing and did not attenuate the message’s persuasiveness. Viewers processed 

actors and characters as separate personalities, without expecting their attitudes to be 

synchronized. These results differ from findings of Tal-Or and Papirman (2007) who did 

show that viewers make inferences about the actors’ personality based on characters’ 

behaviors. The inconsistencies in these findings could be a result of employing 

substantially different samples in the two studies. Tal-Or and Papirman examined 

perceptions of actors and characters among Israeli high school students, whereas the 

present study employed a sample of U.S. college students. Cultural differences are 

unlikely to account for the inconsistent results. However, the differences between the 

results may stem from developmental effects. Young children view television as a magic 

window that accurately represents reality (Hawkins, 1977). It is possible that adolescents 

still do not completely differentiate between actors and the fictional characters they play, 

expecting actors’ personality to be associated with the characters (as shown by Tal-Or 

and Papirman [2007]). Young adults, on the other hand, do not confuse the actors and the 

characters. They understand that actors are simply doing their job when playing different 

roles, and therefore tolerate inconsistencies between actors’ attitudes and the fictional 

characters they play. Thus, at least among young adults, it appears to be the case that 



96 

casting decisions should have no negative implication for the actors in terms of likability 

with the public and ability to lead media campaigns.  

 

Conclusions, Limitations and Future Directions 

People often times seek fictional narratives, such as dramas and soap operas, 

seeking emotional gratifications such as relaxation and parasocial interactions with 

favorite media personae. However, such entertainment messages can influence viewers’ 

behavioral intentions and attitudes towards various social and health-related issues. 

Transportation and identification were considered as the primary or even sole 

mechanisms of narrative-based persuasion (Slater & Rouner, 2002). The first contribution 

of the current study lies, therefore, in exploring additional routes of entertainment media 

persuasion: heuristic processing and issue elaboration. The study demonstrated that 

viewers can process fictional narratives in these ways, engaging in fundamentally 

different thinking about the message (as the analysis of arguments and counter arguments 

has demonstrated). The implications of these modes of processing on persuasion are less 

clear, since the present study failed to find a relationship between biased elaboration and 

post-viewing attitudes. Instead, the results constitute a vivid example of media 

consumers’ interpretive power and their ability to extract different meanings from the 

same popular text. 

The second contribution of the study was in examining possible cumulative and 

interactive effects of exposure to multiple messages. Although effects of entertainment 

media are well established, they are typically examined in isolation from exposure to 



97 

other, possibly contradicting messages. The present study aimed to take the first step 

towards filling this gap in the literature by examining the effects of actor-character 

congruence. It appears that overall, at least in the context of this study, viewers can 

distinguish between characters and actors and inconsistencies between the two have very 

little, if any, consequences. 

 

Limitations and Future Directions 

The overarching limitation of the study is its use of a single media text. It, 

therefore, remains unclear whether the study results (or lack thereof) are specific to this 

particular message or typical of entertainment media in general. It could be that attitudes 

towards cosmetic surgery and women’s objectification are not considered to be 

sufficiently important to media consumers, and therefore individuals did not view the 

actor-character incongruence to be a meaningful discrepancy. It appears that viewers 

readily accept that actors, as part of their job, are expected to perform roles that are 

potentially inconsistent with some of their personal beliefs and values. However, it is also 

plausible that viewers will be less tolerant of such inconsistencies in domains regarded as 

central to people’s identity. For example, it could be that actors known for leading anti-

drug campaigns or famous for protesting against U.S. military involvement in 

international conflicts would be viewed as hypocrites if they stared in films glamorizing 

substance abuse or warfare.  In other words, the perceived importance of the attitude 

object to people’s self-concept could moderate the effect of actor-character inconsistency. 
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Alternatively, the “lesson” offered in this study’s television clip could be too 

ambiguous. It is possible that some viewers reasoned that Raymond Romano played an 

exaggerated version of a macho male to teach viewers a lesson about how laughable 

sexual objectification is. Such didactic counter-attitudinal performance would not be 

unprecedented. Carroll O’Connor, known for his appearance as Archie Banker, a bigot 

character in the popular sitcom All in the Family, served as spokesperson for the United 

Negro College Fund, leading an anti-racism campaign. Encountering a PSA featuring 

O’Connor, viewers might come to conclude that the actor’s motives for playing a racist 

character were to mock bigots and to combat prejudice. Similarly, upon reading the 

incongruent interview, participants in this study could come to believe that although 

Romano performed a counter-attitudinal role, he did so to promote a pro-attitudinal 

message.  

It will be theoretically interesting to determine whether the findings from this 

study can be replicated with other stimuli and using a different attitude object. 

Furthermore, more direct measures of viewers’ interpretations of the message promoted 

by the show (i.e., whether they thought the show is meant to encourage or oppose 

cosmetic surgery) would be instrumental in understanding how viewers make sense of 

entertainment media and whether they are influenced by it.  

Thus, despite the limited support for many of the current study’s hypotheses, 

these results illuminate intriguing questions for continued exploration. The study offers 

insights into how viewers can meaningfully engage with media through selective 

interpretation and identification processes, and how individuals can be encouraged to 
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think about media content in more critical and sophisticated ways. Ultimately, then, these 

results have implications for designing and evaluating media literacy curricula’ providing 

an important step towards   
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Figure 1 

Proportion of words related to the narrative, social issues and unrelated thoughts by condition 
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Figure 2  

Mean number of message consistent arguments and counter arguments by condition 
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Table 1 

List of Experimental and Control Conditions and the Effect of Actor/Character 

Congruency as Predicted by ELM, HSM and Extended ELM  

Condition # ELM/HSM 

prediction 

Extended ELM 

prediction 

 

1. No exposure control (n = 28) No effect No effect 

2. Heuristic processing (n = 24) Heuristic, short 

term effect 

No effect 

3. Issue elaboration (n = 23) Issue elaboration, 

long lasting effect 

 

--- 

4. Narrative elaboration (n =29) --- Narrative 

elaboration effect 

greater than 

heuristic/issue 

elaboration 

 

5. Incongruent heuristic processing (n = 44) Heuristic effect of 

narrative only 

 

No effect 

6. Incongruent issue elaboration (n =27) Reduce issue 

elaboration effect 

 

--- 

7. Incongruent narrative elaboration (n = 33) --- Narrative 

elaboration effect 

8. Congruent heuristic processing (n = 35) Heuristic effect of 

narrative only 

 

No effect 

9. Congruent issue elaboration (n =26) Increased issue 

elaboration effect 

--- 

10. Congruent narrative elaboration (n =33) --- Narrative 

elaboration effect 
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Table 2 

Effect of exposure to actor information (Pilot 2) 

 Sexual 

objectification of 

women 

Attitudes towards 

women having 

cosmetic surgery 

Attitudes towards 

oneself having a 

cosmetic surgery 

 M Sd M Sd M Sd 

Pro-implants 

(n=18) 

3.88a .89 4.84cd 1.20 3.56a 1.84 

Anti-implants 

(n=15) 

3.03ab 1.23 3.75c 1.11 2.23a .97 

Control (n=17) 3.85b .98 3.39d 1.46 3.17 1.69 

 

Note. Means in each column sharing a common subscript are significantly different from 

each other according to Bonferroni’s method. 

a, b
 p <.10 

c
 p <.05 

d
 p <.01 
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Table 3 

Exploratory factor analysis on objectification of women, attitudes towards women 

having breast augmentation surgery and oneself having cosmetic surgery 

  Factor 1 Factor 2 Factor 3 

Attitudes towards oneself having cosmetic surgery1 .87 -.06 .01 

Attitudes towards oneself having cosmetic surgery5 .85 -.06 .00 

Attitudes towards oneself having cosmetic surgery7 .83 .11 .02 

Attitudes towards oneself having cosmetic surgery4 .52 -.10 -.15 

Attitudes towards oneself having cosmetic surgery2 .45 .20 -.08 

Attitudes towards oneself having cosmetic surgery6 .42 .02 -.35 

Sexual objectification 4 .09 .66 -.03 

Sexual objectification 3 -.01 .65 -.03 

Sexual objectification 2 .10 .62 .12 

Sexual objectification 5 -.06 .49 -.09 

Sexual objectification 1 -.02 .48 .00 

Sexual objectification 7 -.13 .45 -.24 

Attitudes towards women having breast 

augmentation1 

-.05 -.09 -.84 

Attitudes towards women having breast 

augmentation5 

.09 .21 -.65 

  



105 

Table 3 continued 

 

  Factor 1 Factor 2 Factor 3 

Attitudes towards women having breast 

augmentation3 

.07 -.03 -.62 

Attitudes towards women having breast 

augmentation7 

.06 -.01 -.56 

Attitudes towards women having breast 

augmentation6 

.00 .27 -.48 

Attitudes towards women having breast 

augmentation4 

.02 .03 -.46 

Attitudes towards women having breast 

augmentation2 

.12 .05 -.44 
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Table 4  

Zero-order correlation between the outcome variables, involvement with the characters, narrative elaboration condition and 

pro/anti-message arguments. 

^ p < .10, * p < .05, ** p < .01, **p < .001 

   1 2 3 4 5 6 7 8 9 10 11 12 

1 Objectification t1 1.00                       

2 Women surgery t1 .47*** 1.00                     

3 Self surgery t1 .19*** .55*** 1.00                   

4 Objectification t2 .67*** .41*** .25*** 1.00                 

5 Women surgery t2 .29*** .58*** .38*** .41*** 1.00               

6 Self surgery t2 .23*** .48*** .72*** .28*** .44*** 1.00             

7 Identif. with Ray .36*** .21*** .00 .27*** .09 -.01 1.00           

8 Identif. with Debra -.15** -.14* .21*** -.09 -.09 .08 .07 1.00         

9 Perspective taking -.36*** -.25*** .16** -.26*** -.13 .07 -.62*** .73*** 1.00       

10 Transportation 

simulation 

.15* .11^ .14* .01 .07 .10 .32*** .17* -.09 1.00     

11 Transportation 

attention 

-.01 -.04 .00 .00 -.05 .07 .10 .11 .01 .15** 1.00   

12 Pro-message 

arguments 

.06 -.01 -.06 .13^ -.03 -.07 .09 .13^ .05 .05 .18** 1.00 

13 Anti-message 

arguments 

-.08 -.13* -.03 -.06 -.13^ -.01 -.10^ .19** .21** -.04 .12* .45*** 
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Table 5 

Means and standard deviations of involvement and outcome variables for men and 

women 

 

 
  

N Mean SD t df 

Women’s objectification (t1)   

       Overall 304 3.69 1.17 

    Women 208 3.42 1.05 -6.18*** 302 

  Men 96 4.26 1.21   

 Attitudes towards women having 

breast augmentation (t1) 

  

       Overall 304 3.94 1.14 

    Women 208 3.77 1.13 -3.95*** 302 

  Men 96 4.31 1.08 

  Attitudes towards having cosmetic 

surgery (t1) 

  

       Overall 304 3.17 1.49 

    Women 208 3.43 1.52 4.48*** 302 

  Men 96 2.62 1.28 

            

  Women’s objectification (t2)   

       Overall 223 3.59 1.03 

    Women 155 3.43 .93 -3.58*** 221 

  Men 68 3.96 1.17 

  Attitudes towards women having 

breast augmentation (t2) 

  

       Overall 241 3.71 1.26 

    Women 165 3.66 1.30 

    Men 76 3.82 1.17 

  Attitudes towards having cosmetic 

surgery (t2) 

        

    Overall 241 3.31 1.54 

    Women 165 3.40 1.56 

    Men 76 3.10 1.49 
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Table 5 – continued 

 

 
  

N Mean SD t df 

 

Identification with Raymond   

       Overall 276 4.34 1.51 

    Women 190 3.95 1.42 -6.85*** 274 

  

 

 

Men 86 5.19 1.35 

  Identification with Debra   

       Overall 276 4.88 1.74 

    Women 190 5.45 1.45 9.28*** 274 

  Men 86 3.61 1.67 

  Narrative elaboration condition 

simulation 

  

       Overall 276 5.28 1.17 

    Women 190 5.18 1.10 -2.07* 274 

  Men 86 5.50 1.28 

  Narrative elaboration condition 

attention 

  

       Overall 276 4.75 1.18 

    Women 190 4.73 1.16 

    Men 86 4.81 1.23 

  Pro-message arguments   

       Overall 270 1.03 1.22 

    Women 184 1.00 1.21 

    Men 86 1.10 1.26 

            

  Counter-arguments   

       Overall 270 .64 .99 

    Women 184 .67 1.05 

    Men 86 .57 .85 

            

   

* p < .05, *** p < .001 
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Table 6 

Effects of demographics, experience and processing condition on post-viewing attitudes (t1) 

 Wilks' λ F df 

Intercept .59 20.42*** 3,90 

Processing condition .96 .37 9, 219.19 

Sex (male) .67 15.02*** 3, 3,90 

Experience having cosmetic surgery 

 

.98 .62 3,90 

Knowing others with cosmetic surgery 

 

.96 1.34 3,90 

Ethnicity (white) .97 .97 3,90 

age .88 3.96** 3,90 

Condition * sex .88 1.32 9, 219.19 

 

** p < .01,  *** p < .001 
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Table 7 

Narrative consistent attitudes by processing condition in t1 

 Sexual objectification of 

women 

Attitudes towards 

women having 

cosmetic surgery 

Attitudes towards 

oneself having a 

cosmetic surgery 

 M Sd M Sd M Sd 

Heuristic processing 3.77 1.39 3.84 1.39 3.07 1.57 

Issue elaboration 3.88 1.38 3.93 1.05 3.44 1.50 

Narrative elaboration 3.65 1.08 3.65 1.14 2.91 1.49 

No exposure control 3.79 1.00 4.16 .93 3.46 1.55 

 

Note. Objectification: F (3,100) = .17, p = .92; attitudes towards women having cosmetic surgery: F (3,100) = 1.02, p = 

.39; attitudes towards oneself having cosmetic surgery: F (3,100) = .87, p = .46 
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Table 8 

Narrative consistent attitudes by processing condition in t2 

 Sexual objectification of 

women 

Attitudes towards 

women having 

cosmetic surgery 

Attitudes towards 

oneself having a 

cosmetic surgery 

 M Sd M Sd M Sd 

Heuristic processing 3.60 1.30 3.77 1.33 3.26 1.47 

Issue elaboration 3.98 1.29 3.65 1.01 3.76 1.41 

Narrative elaboration 

condition  

3.68 .93 3.44 1.29 2.74a 1.38 

No exposure control 3.78 .82 3.80 1.28 3.95a 1.32 

 

Note. Objectification: F (3,80) = .43, p = .74; attitudes towards women having cosmetic surgery: F (3,80) = .43, p = .73; attitudes 

towards having cosmetic surgery oneself (F (3,80) = 3.62, p < .05).  

a  
Means in each column sharing a common subscript are significantly different from each other according to Bonferroni’s 

method at p < .05. 
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Table 9 

Effects of demographics, experience and processing condition on post-viewing attitudes (t2) 

 Wilks' λ F df 

Intercept .65 12.76*** 3,70 

Processing condition .85 1.33 9, 170.51 

Sex (male) .91 2.35* 3,70 

Experience having cosmetic surgery 

 

.96 1.08 3,70 

Knowing others with cosmetic surgery 

 

.95 1.14 3,70 

Ethnicity (white) .97 .76 3,70 

age .93 1.89 3,70 

Condition * sex .85 1.29 9, 170.51 

 

* p < .05,  *** p < .001 
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Table 10 

Effects of processing condition, pro-message thoughts and control variables on post-viewing attitudes (t1) 

 Wilks' λ F df 

Intercept .82 4.34** 3,60 

Processing condition .98 0.25 9, 120 

Message consistent arguments .92 1.82 3,60 

Sex (male) .89 2.56^ 3,60 

Experience having cosmetic surgery 

 

.96 0.92 3,60 

Knowing others with cosmetic surgery 

 

.95 1.16 3,60 

Ethnicity (white) .96 0.81 3,60 

Age .92 1.62 3,60 

Perspective taking .93 1.62 3,60 

Processing condition * message consistent arguments .94 0.60 9, 120 

 

^ p < .10,  ** p < .01 
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Table 11 

Sexual objectification, attitudes towards women having cosmetic surgery and having cosmetic surgery oneself (t1), by 

processing mode and actor-character congruence 

  Women’s 

objectification 

Attitudes towards 

women having 

breast implants 

Attitudes towards 

oneself having 

breast implants 

  M Sd M Sd M Sd 

Issue elaboration        

 Congruent 3.82 1.05 4.26 a 1.06 3.27  1.52 

 Incongruent 3.54 1.44 3.34 a 1.06 2.60  1.27 

Narrative elaboration 

condition 

       

 Congruent 3.78 1.06 4.11 1.00 3.40 1.58 

 Incongruent 3.61 1.29 3.99 1.07 3.47 1.47 

Heuristic        

 Congruent 3.74 1.07 4.17 1.23 3.09 1.37 

 Incongruent 3.44 1.10 3.86 1.27 3.03 1.56 

 

Note. 
 
Means in each column sharing a common subscript are significantly different from each other according to Bonferroni’s 

method at p < .01. 
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Table 12 

Effects of processing mode and congruence on PSR with the character and enjoyment from the show 

 

 

Enjoyment  PSR with Raymond 

 F df  F df 

Intercept 143.11*** 1,264.49  62.49*** 1, 150.42 

Sex (male) .01 1,264  3.60^ 1,264 

Ethnicity (white) .35 1,264  .46 1,264 

Age .41 1,264  2.07 1,264 

Congruence 1.55 2,264  .45 2,264 

Processing mode .62 2,264  .16 2,264 

Processing X congruence .47 4,264  .85 4,264 

 

^ p < .10, ***p < .001 
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APPENDIX A 

HUMAN SUBJECT PROJECT APPROVAL DOCUMENTS 
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APPENDIX B 

ACTOR KNOWLEDGE MANIPULATION 

 

 

The design of the fictitious interview webpage: 

 
 

The differences between the two conditions: 

 

Anti-implants (incongruent) condition: 

Q: Who you would rather have coffee with – a top female fashion model or a female 

chemistry Nobel Prize Winner? 

A: Gosh, where do you get these questions from?… I guess I would go for the Nobel 

Prize winner. 

Q: Are you serious? 

A:What do you think? That I am one of those Neanderthals who prefer breasts over 

brains?  

Q: You sound serious. 
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A:I have a young daughter, you know. So, this is a big issue to me. I mean, who knows 

how many Alice Einsteins and Isabel Newtons we have missed out on in our society 

because Alices and Isables are forced to be preoccupied with their looks while Alberts 

and Isaacs, who don’t have to care about their haircut and body, make all the scientific 

advances? 

Q: Let me try one last time... And if we upgrade the model for you with breast implants? 

Would you still prefer the Nobel scientist? 

A: Breast implants….not an upgrade in my book. Let me put it this way, and I don’t want 

to offend anyone who spent thousands of dollars on this type of procedure – but natural is 

beautiful. What you got – is what is right for you, and if someone cannot appreciate you 

for what you are – too bad for them. Why should a woman put herself through such risky 

and painful procedures for some guy who obviously doesn’t appreciate her true 

beauty…and by the way, is probably not a Calvin Klein model himself. 

 

Pro-implants (congruent) condition: 

Q: Who you would rather have coffee with – a top female fashion model or a female 

chemistry Nobel Prize Winner? 

A: Gosh, where do you get these questions from? I guess I would go for the model.  

Q: Are you serious? 

A: Well, I’m just trying to be a little bit honest here but this is just how men are hard-

wired. Whether they admit it or not, men are not admiring a women’s blouse when they 

are looking in the direction of her breasts.  

Q: Speaking of breasts, would you rather meet a model with natural breasts or with 

breast implants?  

A: I believe a man shouldn’t ask a woman about her age, weight and how did she get her 

breasts.  

Q: So is it a “yey” or a “nay”?  

A:  Let’s just say that some people were dealt not as great cards as others. So, who am I 

to say that a woman shouldn’t take advantage of an opportunity to maximize her 

potential?  

Q: Sounds serious  

A: Let’s just say that breast augmentation and bungee are popular for a reason – gravity is 

a very powerful thing. Now seriously, getting breast implants is a great way for women to 

boost their self esteem and to improve the romance in their lives. Nobody can dismiss the 

fact that we live in a society where presentation is everything. So, I think it’s great that 

today, any woman can become anything she wants, even if she wasn’t born with two 

Scarlett-Johansson-genes.  
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APPENDIX C 

PROCESSING MANIPULATION INSTRUCTIONS 

 

 

1) Narrative elaboration   

Thank you for participating in our study. The study explores television viewing 

experiences. As part of the study you will watch a segment from a popular television 

show, in which the leading female character finds a surprising way to restore her 

husband’s attention in her. While watching the show try to experience the events as if 

you were there, try to immerse yourself in the action of the story. 

When the clip is over, you will be asked some questions about what you watched.  

  

2) Issue elaboration  

Thank you for participating in our study. You are about to watch a very controversial 

episode from a popular television show. After it was originally aired, many groups 

complained about the way the show represented women as sexual objects. They also 

argued that the show encourages women to undergo cosmetic surgeries. 

The purpose of the study is to examine these claims. Thus, please watch the show 

critically and think about the ways in which, in your opinion, the show represents women 

and cosmetic surgeries. Please remember that the purpose of the study is NOT to watch 

the clip for fun, but for examining the truthfulness of the critical claims made by various 

social groups. 

While watching the clip, please consider the questions below. You do not have to take 

notes while watching the clip, but you should be able to discuss these issues after you 

complete viewing the show: 

1) Are the women’s beauty standards, as depicted in the show, realistic? 

2) Does the show accurately depict the relationships between men and women? 

3) Would watching the show encourage women to undergo cosmetic surgeries? 

4) What reasons for undergoing cosmetic surgeries are provided by the show? Do 

you think that these reasons are good or poor? What about the show is persuasive, 

or what could make it more impactful? 

5) Do you think that the show is a balanced representation of all the pros and cons of 

breast augmentation? What things are left out? 

For your convenience, these questions are reproduced on a handout. 

Participants who will do the best job in discussing the show in a critical manner, 

addressing the questions above, will enter a raffle where they will have a chance to win a 

25$ gift certificate for the UA bookstore.   

 

3) Heuristic processing  

Thank you for participating in our study. Recent studies have shown that people 

commonly use media, such as television, while engaging in other activities such as 

studying. Many scholars have raised concerns that background television viewing might 
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have a detrimental effect on people’s academic performance. The current study tests 

these assertions by looking at the way television viewing changes people’s performance 

on cognitive tasks. 

You will be asked to solve math problems that will be presented to you on a computer 

screen. As the background, the computer will be playing a popular television show. The 

questions will pop up during the show, and automatically disappear within thirty seconds. 

Using the answer sheet, try to correctly answer as many of the questions as you can. 

Participants who perform as well as, or better than average, enter a raffle where they will 

have a chance to win a 25$ gift certificate for the UA bookstore. At the end of the 

program you will be asked some questions about the show you watched while solving the 

math problems. 

Sample math questions: 

1) 19+8 

2) 11+12 

3) 42:7 

4) 27+14 

5) 49-14 

6) 17-3 

7) 4x2 

8) 45:9 

9) 32:8 

10) 48+48 

11) 84-2 

12) 35+14 

13) 35:5 

14) 8x4 

15) 53-76 

16) 40:5 

17) 30+32 

18) 9x6 

19) 78-18 

20) 21:3 
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APPENDIX D 

SELF REPORT MEASURES 

 

Transportation attention 

While I was watching the program, the activity going on 

in the room around me was on my mind.  
1  2  3  4  5  6  7 

I was mentally involved in the program while watching it 1  2  3  4  5  6  7 

I found my mind wandering while watching the program  1  2  3  4  5  6  7 

 

Transportation simulation 

While I was watching the program, I could easily 

picture the events in it taking place. 
1  2  3  4  5  6  7 

I could picture myself in the scene of the events 

described in the program. 
1  2  3  4  5  6  7 

I was mentally involved in the program while 

watching it 
1  2  3  4  5  6  7 

After finishing watching the program, I found it 

easy to put it out of my mind 
1  2  3  4  5  6  7 

I wanted to learn how the program ended. 1  2  3  4  5  6  7 

 

Enjoyment 

The clip was entertaining  1  2  3  4  5  6  7 

I enjoyed watching the clip   1  2  3  4  5  6  7 

I would want to watch more of this television series 1  2  3  4  5  6  7 

I thought that the clip was boring 1  2  3  4  5  6  7 

 

PSR with Raymond 
I would like to meet Raymond in person. 1  2  3  4  5  6  7  

Raymond makes me feel comfortable, as if I am with a 

friend 

1  2  3  4  5  6  7  

I would watch Raymond on another TV program/movie.  1  2  3  4  5  6  7  

Raymond seems to understand the kinds of things I 

want to know 

1  2  3  4  5  6  7  

 

Identification with Raymond 

I was able to understand the events in the program in a 

manner similar with how Raymond understood them.  

1  2  3  4  5  6  7  

At key moments in the show, I felt I knew exactly what 

Raymond was going through.  

1  2  3  4  5  6  7  

I tend to understand the reasons why Raymond does what 

he does.  

1  2  3  4  5  6  7  

While viewing the show I could feel the emotions 

Raymond portrayed. 

1  2  3  4  5  6  7  
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Identification with Debra 

  

I was able to understand the events in the program in a manner similar 

with how Debra understood them.  

1  2  3  4  5  6  7  

At key moments in the show, I felt I knew exactly what Debra was 

going through.  

1  2  3  4  5  6  7  

I tend to understand the reasons why Debra does what he does.  1  2  3  4  5  6  7  

While viewing the show I could feel the emotions Debra portrayed. 1  2  3  4  5  6  7  

 

 

Measures of women’s objectification  

An attractive woman should expect sexual advances and 

should learn how to handle them. 

1  2  3  4  5  6  7  

Women should be more concerned about their appearance than 

men. 

1  2  3  4  5  6  7  

Using her body and looks is the best way for a woman to 

attract a man. 

1  2  3  4  5  6  7  

Women should spend a lot of time trying to be pretty; no one 

wants to date a woman who has “let herself go.” 

1  2  3  4  5  6  7  

There’s nothing wrong with men whistling at shapely women. 1  2  3  4  5  6  7  

There is nothing wrong with men being primarily interested in 

a woman’s body. 

1  2  3  4  5  6  7  

Being with an attractive woman gives a man prestige. 1  2  3  4  5  6  7  

 

 

Attitudes towards women having CS  

There is nothing wrong with women having breast implants to 

improve their appearance 

1  2  3  4  5  6  7  

Women who undergo cosmetic surgeries such as breast 

implants, put themselves at unnecessary risk for no good reason 

1  2  3  4  5  6  7  

For most women, having breast implants had a positive impact 

on their lives 

1  2  3  4  5  6  7  

I don’t think it is right that women with normal bodies have 

breast implants just to fit unreasonable beauty standards 

1  2  3  4  5  6  7  

I think that many women could benefit from getting breast 

implants 

1  2  3  4  5  6  7  

It is understandable for man to want his female romantic partner 

to have breast implants 

1  2  3  4  5  6  7  

Getting breast implants can improve women’s self-esteem 1  2  3  4  5  6  7  

 

Attitudes towards oneself having a breast augmentation  

If money wasn’t an issue, I would consider having cosmetic 

surgery 

1  2  3  4  5  6  7  

I would have cosmetic surgery if my partner wanted me to 1  2  3  4  5  6  7  
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I would not want to surgically change my 

appearance (reverse coded) 

1  2  3  4  5  6  7  

Having cosmetic surgery could improve how I feel about myself 1  2  3  4  5  6  7  

I think cosmetic surgery is a waste of money (reverse coded) 1  2  3  4  5  6  7  

Having cosmetic surgery could improve my life 1  2  3  4  5  6  7  

 

Manipulation check: 

 

To what extent did Raymond’s character supported or objected women having 

breast implants? 

1 – supported 

7 – objected  

 

 

The following questions refer to the interview with Ray Romano you read at the 

beginning of the study. 

According to the article, with whom did Ray Romano preferred to have coffee? 

 

An athlete 

A Nobel Prize laurite 

A top fashion model 

Not sure/don’t remember 

 

 

To what extent do you think the way Ray behaved in the television show is 

consistent or inconsistent with the views he expressed in the magazine interview? 

 

 1 – very inconsistent 

2 

3 

4 

5 

6 

7 – very consistent 

 

In the interview, to what extent did Ray Romano supported or objected women 

having breast implants? 

1 – supported 

7 – objected  

 

 

Control variables: 

 

Please answer a few questions about yourself. 
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Have you seen the television show “Everybody loves Raymond”? 

 

1 – Never- - - - - - - - -7 Very often 

Not sure/don’t remember 

Have you ever seen this particular episode before? 

 

No 

Yes 

Not sure / don’t remember 

 

Have you ever had a cosmetic surgery? Check all that apply 

 

Breast augmentation  

Breast lift 

Breast reduction 

Botox injection 

Buttock lift 

Eyelid surgery (blepharoplasty) 

Face lifting 

Lip augmentation 

Liposuction / Lipoplasty/ body sculpting (fat removal) 

“Nose job” (Rhinoplasty) 

Tummy tuck 

Other 

Not sure / don’t remember 

Has a close friend or relative of yours ever had a cosmetic surgery? Check all 

that apply 

 

Breast augmentation  

Breast lift 

Breast reduction 

Botox injection 

Buttock lift 

Eyelid surgery (blepharoplasty) 

Face lifting 

Lip augmentation 

Liposuction / Lipoplasty/ body sculpting (fat removal) 

“Nose job” (Rhinoplasty) 

Tummy tuck 

Other 

None 

Not sure / don’t remember 

How many friends or relatives do you know who had a cosmetic surgery? ______ 
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 Your age:  _________ years.                                    

  

 Your gender: 

 

 Female 

Male 

 

 Your ethnicity: 

 

 African American / Black    

Asian 

Latino / Hispanic 

Native American 

White 

Other 
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