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Political Misperceptions: Motivation and Misinformation
Dr. Patrick Meirick
Department of Communication

University of Oklahoma
February 17, 2012 (Friday)
3-4PM, Burton Hall, Room 202

Gravity

Just a theory.

You are entitled to your own opinions, but not your own facts. Nevertheless,
some people hold mistaken political beliefs despite evidence to the contrary. Dr.
Pat Meirick will report on two recent studies examining this phenomenon. The
first looks at predictors of believing that health care reform would create "death
panels,"” while the second looks at perceptions of how conditions in the United
States changed during George W. Bush's presidency. Partisanship, political
knowledge, and exposure to different news media play roles, as do interactions
between these factors, suggesting that both motivation and misinformation can
contribute to political misperceptions.






The Future of News
Dr. Jill Edy
Department of Communication

University of Oklahoma
March 30, 2012 (Friday)
3-4PM, Burton Hall, Room 210

i

American journalism has historically played an important democratic role
mediating between citizens and their political leaders. Political leaders
communicated with citizens through the news media, debated each other in the
news media, and had their activities monitored by the press. Yet the economic
base of the commercial news business is rapidly eroding. Moreover, today,
citizens seek political information from dozens of types of sources, and politicians
use a wide variety of communication technologies and techniques to reach them.
How does journalism seek to remain culturally authoritative and socially relevant
in the face of these changes? How is its social role changing? And how might the
changes in our “marketplace of ideas” change the way we talk politics?






Boosting Threat Sensitivity:
Introducing Reactance into the Inoculation Paradigm
Dr. Claude Miller
Department of Communication

University of Oklahoma
April 13, 2012 (Friday)
1-2PM, Burton Hall, Room 202

In this talk, Dr. Miller examines how the force of psychological reactance can be
used to enhance the core mechanisms of inoculation —threat and refutational
preemption— and thereby heighten the sensitivity of receivers to the threat to
freedom posed by counter attitudinal attack messages. Findings show that
reactance intensified anger and negative cognitions focused on the source of an
attack message help to boost resistance, generate greater source derogation,
increase counterarguing, and most importantly, reenforce the inoculated
attitudes of the receiver.






How Has New Media Changed Our Close Relationships?
An Examination of Friendship Maintenance and Deception

Drs. Amy Johnson and Norah Dunbar
Department of Communication

University of Oklahoma
September 23 (Friday), 3-4PM
Burton Hall Room 202

Dr. Johnson is a leading expert on how computer-mediated communication influences
the development and maintenance of long-distance relationships and friendship. Dr.
Dunbar recently was awarded several major grants to examine how new technology
improves deception detection accuracy and reduces bias in credibility assessments.
They will share their insights into how new technology and media have changed our
everyday life. This is the first of the research forum series that will be hosted by the
Department of Communication, sharing faculty members’ research interests and
accomplishment.

Discussion Topics:

Traditional View of Friendships

--Seen as “fragile”
--Require more effort, lacking frequent talk and emotional support

--New media has changed effort, frequency of interaction, and support

New View of CMC Friendship
--Seen as “flexible”

--changing privacy boundaries
--re-defining closeness
--channel differences

Traditional View of Deception
--Difficult to detect
--Emphasis on nonverbal cues

--Trust in close relationships changes motivation for and types of deception

New view of “digital deception”

--Deception in CMC might be easier to detect, depending on the channel
--CMC channels might embolden deceivers

--motives for deception have not changed as a result of CMC






Are You Free to Make Your Choice?
The Dynamics of Reactance and Cognitive Structure

Dr. Elena Bessarabova
Department of Communication
University of Oklahoma
October 14, 2011 (Friday)
3-4PM, Burton Hall, Room 210 (New Location!!

Dr. Bessarabova will discuss her recent research, examining the effects of freedom-
limiting communication on cognitive structures at three points in time using Galileo
spatial-linkage modeling as a theoretical framework. Her research advances the theory
of psychological reactance by investigating (a) the effects of threat to freedom on
cognitive concepts targeted by the message and, more importantly, cognitive concepts
that are related to the message topic but were not discussed in the message; (b) the
effectiveness of restoration postscripts (defined as the suggestion that an individual still
has freedom to make a decision) at reducing reactance; and (c) the effects of threat to
freedom and restoration over time. Her findings highlight the importance of perceived
freedom on persuasive campaigns, interpersonal influence, and attitude change.






Dis-respectful Leadership:
The Case of HHO's Planned Change Messages
Dr. Ryan Bisel

Department of Communication
University of Oklahoma
November 4, 2011 (Friday)
3-4PM, Burton Hall, Room 210

In this talk, Dr. Bisel examines the importance of organizations’ ability to shape
the identities of their employees and its consequences. By examining a multiyear
case study, Dr. Bisel identified the ways in which the leadership of a home
healthcare organization created personnel troubles by positioning employees'
identities in unfavorable ways with their planned change messages. In short,
disrespectful change messages caused more trouble than they solved. Dr. Bisel
explains how skillful leadership communication recognizes the identity-formation
function of messages and designs messages with that function in mind in order to
achieve strategic ends.







