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GENDER, COMMUNICATION, AND AVIATION
INCIDENTS/ACCIDENTS
SUSAN KELLY ARCHER ∗
ABSTRACT
Crew communication and crew resource management are readily recognized as critical to
safety of flight. With the inclusion of a greater number of female pilots in a traditionally male
crew environment, it is imperative to investigate how gender characteristics impact crew
communication. This study was a meta-review of existing literature. There have been a number
of studies that examined differences in masculine versus feminine communication characteristics
in general. Additional work has been done in the field of aviation, some with respect to
differences between male pilots and female pilots and some with respect to the role
communication deficiencies or breakdown played in aviation incidents or accidents. However,
most researchers recognized the relative dearth of current studies of the effect of gender
integration with respect to the collaboration and communication necessary for effective use of
increasingly more technologically advanced equipment. This study should serve as a framework
for examining more current practices in how possible gender differences in communication might
be related to aircraft incidents or accidents, with the overarching purpose to inform current and
future training programs so that the human side of aviation keeps pace with the increasingly
more advanced technological side.
Keywords: gender differences, aviation communication, aviation accidents, aviation incidents

INTRODUCTION
As the world developed into a fast-paced global economy, the aviation industry
followed suit to provide efficient and safe transportation for passengers and goods.
From the first aviation fatality, investigators have studied every aspect of accidents
and incidents to develop an understanding of what went wrong so that aircrew
members can be trained not to make the same mistakes. Aircraft developed into more
sophisticated machines and aircrews grew in members, leading to the need for
examination of how these crews interact and communicate to ensure safety of flight.
With the inclusion of a greater number of female pilots in a traditionally male crew
environment, it is imperative to investigate how gender characteristics impact crew
communication.
Adjunct Instructor, College of Arts and Sciences Professor, Dual Enrollment Aviation Career
Academy, Embry-Riddle Aeronautical University, archers2@erau.edu

∗
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1. LITERATURE REVIEW
1.1. Communication and Aviation Accidents/Incidents
When examining aviation incidents or accidents, investigators traditionally focused
on the perspectives of human-human interaction, human-machine interaction, and
machine malfunction. Katerinakis (no date), outlined a number of studies that showed
pilot error, as the cause for an aviation accident or incident, was more closely aligned
with deficiencies in team communication and collaboration (human-human) than in
technical proficiency (human-machine). Multiple studies indicated that approximately
70 to 80 percent of aviation accidents could at least in part be attributed to human
error (O’Hare, Wiggins, Batt, & Morrison, 1994; Wiegmann & Shappell, 1997). Earlier
research by Tompkins (1991) found that more than 60 percent of the incident reports
in the Aviation Safety Reporting System (ASRS) reflected communication errors as a
causal factor. Kanki and Palmer (1993) reported this statistic as 70 percent when
describing a 1981 Billings and Cheaney study of the ASRS reports submitted by aircrew
members and air traffic controllers (ATCs) from 1976 through 1981. The study
findings indicated information transfer problems were related to lack of transmission
due to belief by the individual possessing the information that its transmission was not
necessary, or to inaccurate transmission of information (Billings & Cheaney, 1981 in
Kanki & Palmer, 1993).
Studies of aviation communication include investigations related to within-crew or
cockpit interaction, flight deck (cockpit)-cabin crew communication, and interaction
between pilots and ATCs. Driscoll (2002) studied accident reports and cockpit voice
recorder transcripts to examine within-crew interaction for three cases in which the
accidents were classified as controlled flight into terrain (CFIT), using discourse
analysis methods.
She found that there was a shared relationship between
communication problems and the crew’s loss of situational awareness; each led to
issues with the other. Endsley and Jones (2012) defined situational awareness as an
individual’s awareness of “what is happening around” him or her, and the related
ability to “understand what that information means … now and in the future” (pg. 13).
Within the discipline of aviation, this construct would relate to how a pilot or flight
crew collects, interprets, and uses data during flight operations. Nevile and Walker
(2005) examined crew conversation, describing a conversation analysis methodology in
which typical sound recordings from normal crew communication served as a baseline
for analyzing communication recordings from the 1995 Westwind 1124 CFIT accident.
Results of the study indicated that incorrectly set descent altitude, recognized as the
error that led to the accident, was in part related to faulty communication and
interaction processes between crew members.
Communication on an aircraft also includes transfer of information between aircrew
and cabin crew. Armentrout-Brazee and Mattson (2004) related the findings of a
Purdue University study of communication between flight crews, cabin crews, and
aviation maintenance personnel. Issues within the aircraft cabin tended to be
communicated to flight crews late in the flight when both groups had multiple task
requirements, leading to greater likelihood of incomplete or inaccurate information
transmission (Armentrout-Brazee, & Mattson, 2004). In certain cases, the information
was recorded on whatever was available, which might mean a cocktail napkin –
leading to perceptions about lack of respect for members of another group who would
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be receiving the information (Armentrout-Brazee, & Mattson, 2004). The researchers
also found that pilots held the self-perception as gatekeepers for information between
cabin crew members and maintenance technicians, applying their judgment of
information importance to whether or not they transferred that information. A
gatekeeper mentality generally reflects a perceived hierarchy of position rather than a
team concept. Ford, O’Hare, and Henderson (2013) studied how social categorization
and social identity theory could be used to engender more effective teamwork and
communication between flight crews and cabin crews, and within cabin crews. They
found that cabin crew members who completed a questionnaire in which their
organization was the item focus were more willing to participate in coordinated team
actions than those who first completed a questionnaire in which items focused on
individual or personal perceptions. The implication was that a sense of team or social
identity could lead to more effective communication and improved coordination,
whether in normal aviation operation or an emergency situation.
In recent years, several researchers have focused on the interactions between
pilots and ATCs. Howard (2008) investigated pilot-ATC communication, observing
control tower frequencies at 15 U.S. airports. He found that communication issues or
related problems occurred more often in the pilot side than the ATC side of the
communication, and increasing the amount of information included in a particular
transmission led to problems in the next communication. Howard (2008) also
determined that changes to ATC protocol in transmitting information to aircrews led to
problems in follow-on communication.
Kanki (2010) referenced a 2009 ASRS
publication that identified recurring issues in incorrect anticipation of ATC calls based
on expectations, issues with language differences, and issues with aircraft call sign
confusion. A more recent dissertation by Cummings (2013) focused on pilot-ATC
discourse when the pilot learned English as a second language (ESL). English is the
internationally-recognized language of aviation, but communication using this language
can be difficult or more complicated when it is not the native language of the aviators
involved. Cummings used mixed-mode communication (visual and auditory) in ATC
transmissions to ESL pilots, measuring response time and accuracy of pilot readbacks.
Her findings suggested that use of the mixed-mode transmission yielded significantly
better results than auditory communication alone. Barshi and Farris (2013) examined
miscommunication between aircrews and ATCs as functions of linguistic properties and
lengths of messages, ESL proficiency, and cognitive workload. Their findings indicated
that within this area of communication – given that task requirements are being
transmitted, under normal conditions working memory capacity is limited to three
propositions for 100 percent accuracy of task performance. When workload is
increased, or language proficiency is lower, the capacity limit is decreased to two
propositions. If such moderating factors are combined (workload is increased for a
non-native English speaker), the limit can decrease to one proposition. These findings
have a significant impact on how messages are communicated, especially in a stressinfused emergency situation.
The results of these studies indicate the need to continue investigating aviation
communication. One focus of such research would be investigation of possible
differences in communication traits between male and female aviation professionals.
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Vermeulen (2009) discussed a Georgia Institute of Technology study in which gender,
social, and cultural differences in communication associated with flight instruction were
evidenced in both low-risk and high-risk situations. Findings showed that female pilots
were likely to use more two-part phrases or sentences than males, stating a problem
and then directing the copilots’ actions (Fischer & Orasanu, 1999 in Vermeulen, 2009).
The effectiveness of longer discourse or instruction would be directly related to the
time available for the communication. In a critically time-sensitive scenario, reducing
communication to a set of orders might be more appropriate in mitigating the risk of a
hazardous situation. Gender-related communication style, if directly related to timesensitive action, should be studied more in depth. If the Georgia Institute of
Technology findings are replicated in subsequent studies, safety management
professionals could use the information to support developing incident/accident
scenario directions for pilot training programs. Much like the checklists used in
preflight preparation, concise directions or orders could be programmed and
formalized to minimize the discourse in a potential incident or accident.
1.2. Male-Female
differences
in
Aviation
(with
focus
on
incidents/accidents)
Historically, aviation has been readily described as a male domain, though in recent
decades there has been an increase in the number of experienced female pilots.
According to Hynes and Puckett (2011), there were some studies of gender issues in
aviation in the 1990s and early 2000s, but the research area is still considered a
significantly under-developed category. McFadden and Towell (1999) quoted a 1974b
Novello and Youssef study that is recognized as seminal research, in which
investigators found that personality characteristics of pilots transcended the malefemale dichotomy. Female pilots exhibited more traits associated with male pilots than
they did with other females in the general population. In the same study, Novello and
Youssef (1974a) found male pilots were more prone to exhibit traits such as
achievement, exhibition, dominance, change, and heterosexuality than males in the
general population. They were less likely to exhibit deference, order, affiliation,
succorance, abasement, nurturance, and endurance. Levine, Lee, Ryman, and Rahe
(1976) studied military pilot behavioral attitudes, and found that the characteristic of
adventurousness, an attribute that one could link to the traits of exhibition and change
in Novello’s and Youssef’s (1974a) study, was highly correlated with aircraft carrier
accidents. Aviation history is filled with stories of high risk, from the death-defying
antics of the barnstormers to Chuck Yeager’s and Jackie Cochran’s pursuit of their
spots in history breaking the sound barrier to today’s commercial race to space,
common behavior traits in many aviators continue to be achievement, exhibition, and
adventure. These traits are more closely associated with risk-taking than with riskavoiding. The combination of the hazards associated with flight and risk-taking nature
of aviators engender a natural concern that pilot-error might be the predominant
cause for incidents and accidents.
McFadden (1996) studied the possibility that pilot-error accident rates differed for
male and female U.S. pilots working for major airlines. An initial look at the data
indicated that female pilots working for major airlines from 1986 through 1992 had a
significantly higher accident rate than males. However, when McFadden developed a
logistic regression model for male pilot-error accidents and then adjusted variables
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incorporated in the model, the accident rates for male and female pilots were not
significantly different. It appeared that age, experience in terms of total flying hours,
risk exposure defined as flying hours within the previous six months, and whether the
pilot worked for a major or non-major airline, were the variables most closely related
to significant differences in accident rates. McFadden (1996) suggested that the
reason for female pilots appearing to have higher accident rates than males in the
initial examination was that during the data collection period, women were only
beginning to fly for major airlines. Previous studies (Baker, Lamb, Li, & Dodd, 1993;
Golaszewski, 1983; Kay,Harris, Voros, Hillman, Hyland, & Deimler, 1993; McFadden,
1993) indicated that accident rates decreased as pilot age increased, as flying
experience increased, and for pilots employed by major carriers versus non-major
airlines. Given that more than 20 years have passed since the timeframe of
McFadden’s data collection, a follow-on study is necessary to examine possible genderrelated differences now that there are more female pilots with higher experience levels
who could be included in the sample.
Recent studies of gender differences in aviation have examined accidents in the
general aviation (GA) arena. Baker, Lamb, Grabowski, Rebok, and Li (2001) presented
findings that GA accidents involving male pilots were more likely due to inattention or
flawed decision-making; those involving female pilots were more likely due to
mishandling of the aircraft. Bazargan and Guzhva (2011) also examined possible
relationships between the variables of gender (described as male or female), age, and
experience level, and pilot error and fatal accidents within the GA community. Their
findings indicated no difference in pilot-error accidents between male and female
pilots, but that male pilots were more likely to have fatal accidents than female pilots.
A general conclusion from the review of these studies, combined with the previously
discussed examinations of differences in personality traits for males and females,
would be that younger or less experienced pilots (male or female) tend to be involved
in more incidents and accidents than those who have more experience. However, the
reasons behind the incidents and accidents, and the consequences or outcomes, seem
to follow different patterns for males and females. Males seemed to make mental
mistakes (flawed decisions) that could prove fatal. Females seemed to make
procedural or physical mistakes (handling errors). Given the technological advances in
more modern aircraft and related equipment, the aircraft might be more forgiving of a
handling error than a bad flying decision.
1.3. Gender and Communication
A common perception of the term gender essentially defines it as sex. One would
categorize individuals as male or female. Reeder (1996) questioned this simplistic
view of the construct of gender in her examination of how gender differences had
been investigated and described in communication research. She described gender as
a social construction in which individuals exhibit behaviors that fall somewhere on
what Pearson and Cooks (1994) defined as a continuum of characteristics that are
psychological, social, and interactive. Reeder (1996) discussed Bem’s (1974) findings
that gender behaviors could be classified as having more masculine characteristics,
such as aggressiveness or confidence and leadership, or more feminine characteristics,
such as affection or empathy and emotionality. These characteristics could be
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exhibited by both men and women. As such they could be used to examine aspects of
communication such as “problem solving, self-disclosure, communication competence,
affective response, communication apprehension, and dominant and submissive
nonverbal cues” (Reeder, 1996, p. 319). Haring (2013) discussed studies in which a
group’s collective intelligence improved when the percentage of women in the group
increased. Researchers involved in the studies suggested the feminine characteristic
of ‘social sensitivity,’ how well an individual can interpret the emotions of others, might
be one explanation for the improved performance of the group. The studies showed
that groups including more women exhibited a more level distribution of
communication among members, and that these groups had higher collective
intelligence ratings than groups were communication was dominated by one member
or a smaller proportion of the group.
In Cooks’ study (1994), the masculine style of communication was viewed as most
appropriate in a work environment, while the feminine style would be more effective in
interpersonal relationships. One of the resultant problems from this classification was
that within many cultures, success in the work environment (using masculine
communication) generally has greater value than success in personal relationships
(using feminine communication). It would be critical to develop some sort of
framework for aviation communication that not only addresses these differences, but
draws from them to facilitate a more effective discourse. A host of impacting
constructs, from crew resource management to flight deck – cabin interaction to
aircrew – air traffic control, would have to be considered in the successful
development of the framework. However, developing this framework should lead to
improved communication which in turn could result in fewer pilot errors and fewer
incidents/accidents.
Reeder (1996) recognized that gender differences did not exist in isolation, but
were molded by surrounding social and cultural issues, including language,
stereotypes, reality, and ideology. Gender differences in communication have also
been identified through the perspective of communication barriers. In a 2007
dissertation, Schneider related findings from multiple studies regarding four
predominant communication barriers: (1) males were more likely to interrupt
conversations while women tended to take turns in communicating; (2) males were
more individualistic in their communication behaviors while females were more
collaborative; (3) females modeled language that is considered non-gendered more
often than males; and (4) males’ communication indicated more linear thought
patterns while females’ communication evidenced a web-like construction that allowed
for more detailed narratives. Usheroff (2002) presented findings that males tended to
focus on a process or method for achieving a specific goal, with limited to no
expression of emotion, while females communicated on an emotional level, developing
a more personal level of communication. Females valued relationship building and
communicate through collaboration, while males did not need consensus for decision
making. Usheroff (2002) also found that female communication included more details
and description, which males could view as superfluous or too involved.
Reeder (1996) also examined the idea of difference. From the parsed word and its
Latin roots, difference implies divergence of one individual or thing relative to someone
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or something else. That someone or something else is most commonly the center of
reference and in social research would be the dominant group. Reeder (1996) found
that when researchers discussed gender-based differences, they described how
women differed from men. The implication here was that male behaviors were
considered the norm or expectation, and women’s behaviors were studied for how
they differed from that expectation.
2. DISCUSSION AND RECOMMENDATIONS
There have been a number of studies that examined differences in masculine
versus feminine communication characteristics in general. Additional work has been
done in the field of aviation, some with respect to differences between male pilots and
female pilots and some with respect to the role communication deficiencies or
breakdown played in aviation incidents or accidents. However, most researchers
recognized the relative dearth of current studies of the effect of gender integration
with respect to the collaboration necessary for effective use of increasingly more
technologically advanced equipment.
NextGen technology is no longer somewhere on the horizon; it is being integrated
now. The resultant increased need for effective and efficient communication makes
investigating and understanding possible differences in communication styles of
aviation professionals imperative so that training programs can be developed
proactively to take advantage of collaborative differences and to mitigate potential
hazards. This paper was an initial foray into compiling findings from the bodies of
literature on gender communication, and gender differences in aviation communication
and incidents/accidents, to develop a framework for examining more current practices
in how possible gender differences in communication might be related to aircraft
incidents or accidents. The purpose of such investigation would not be solely for
identifying weaknesses in an industry affected by the broadness of modern sociocultural norms, but to inform those who develop crew resource management training
and curricula.
The first recommendation is that research, both qualitative and quantitative must
be performed. Interviews with current aviation professionals would be useful tools for
researchers to design survey instruments to identify communication styles and the
linked personality characteristics. Additional observational research, perhaps using
audio and video recordings of pre-flight, inflight, and post-flight interactions, as well as
detailed analysis of historical data would provide a rich base for development of
appropriate empirical studies in aviation communication. These empirical studies
might be more difficult to conduct. Imposing hazardous scenarios on crews to ‘see
how they respond and communicate’ would never pass muster in terms of research
ethics. However, simulations of such activities could be used. The disadvantage of
using simulations would be that participants would know they are not in imminent
danger or a life-threatening situation, so their sense of urgency might be less real and
their stress level might not be as heightened, leading to a less realistic outcome in
communication. Even with this drawback, the research findings would still inform
training and curricula development.
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The second recommendation would be that both preparatory and ongoing aviation
training programs use research-based content to design CRM course modules in which
students assume opposite-gender roles in scripted incident/accident scenarios. The
module would begin with an assessment of individual students’ gender-communication
traits. Personality and behavior assessments could be used, in tandem with instructor
review. To facilitate effective instructor review and classification, instructional staff
would need training and some sort of characteristic – evidence checklist for use during
activities and/or discussions in previous modules. The module would then include
research and instruction in collaborative communication, with specific emphasis on
communication in aviation. Training videos showing examples and non-examples of
effective communication would greatly enhance this instructional piece. After the
content development, students would be assigned roles for the scripted
incident/accident scenario. Some students would have roles within the script while
others would be assigned as peer reviewers. Developing multiple scenario scripts
would allow for all students to participate in a scenario and as a peer reviewer. Using
such an activity would allow student pilots and student air traffic controllers to develop
a better understanding of how important communication and collaboration are to the
mitigation of catastrophe. The peer-reviewer piece would enhance the activity’s
effectiveness because students would have further opportunity to develop their
communication skills.
As the number of female pilots increases over time, it is imperative that training
programs from privately-owned flight schools to major university programs include
modules on understanding communication from an inclusive perspective. Improving
training should enhance the safety of everyone involved in the aviation environment.
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MOBILE NEWS: WHAT KIND OF INFORMATION
NEEDED BY THE YOUTH? 1
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ABSTRACT
Information can be obtained through various means and one of them is through mobile news
(M-news). It is a new concept in searching for information. The information searching emphasis
on individual’s ability to obtain information using devices such as smart phones with Internet
access without being tied to a certain physical location. Thus, this study was undertaken to find
out types of news chosen by youth through mobile news: and to identify the relationship
between motivating factors in using mobile news with the youth acceptance. The results of the
study show that the types of news chosen by youth through mobile news are crime and
entertainment. Further, result of the Pearson’s correlation test shows that there is a positive and
significant relationship between motivating factors in using mobile news and the youth
acceptance. In conclusion, it is hoped that the mobile news could be one of the leading learning
medium.
Keywords: M-news, information, youth, needs, motives, acceptance

INTRODUCTION
The rapid development in new technology has changed the way of youth to obtain
information. Previously, information is gained through newspapers, books, magazine
and television. Now new technology has provided a new alternative facilities including
m-news. Mobile news is a new concept in searching for information. It emphasizes on
the ability to acquire information without being tied to physical location information.
Information can be obtained at any time either on the bus, in class, and so on using
smart devices such as smart phones, laptops, ipad with Internet access. Azlan (2012)
stated that the youth frequently use m-news to find information such as journal
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articles, e-books and other information at any time. This is because the use of m-news
gives more flexibility to the youth to download variety of free and paid applications
through 'Apps Store' for their respective platforms. They use this to surf the Internet,
including navigation on the map in addition to taking pictures, recording video, and so
on (Al-Hadadi & Al-Shidadi, 2013).
However, the development of m-news has left a negative impact on young people
such as cyber bullying and online pornography (Generasi Pengguna, 2013). This
situation will affect the youth thinking and behavioral in the future if it is left
uncontrolled. Hence, this research was carried out to achieve the objectives of the
study; to find out types of news chosen by youth through mobile news: and to identify
the relationship between motivating factors in using mobile news with the youth
acceptance.
1. INFORMATION SEARCHING THROUGH MOBILE NEWS
As known, through m-news information can be obtained at any time as long as the
user has their own device such as smartphone, laptop, ipad, with Internet access. Due
to the ease of accessing information without the limitations, smart devices are gaining
popularity among the youth. According to Nielsen (2012) there are over 7 million smart
phone users in Malaysia and half of them are youth aged 18 years and above who
reading the news and follow some updates on social media sites like Twitter using
their smartphones. Now, Nielsen (2013) reported that the use of smart devices in
Malaysia continue to increase as the third highest in the Asia-Pacific region. Youths are
interested in using smart devices as a medium for interactive information retrieval
(Rafaeli & Sudweeks 1997), the global nature of accessing information from anywhere
(Berthon, Pitt, & Watson, 1996), the influence of an interesting chart (Sturgil, Pierce &
Wang, 2010), easy access to other chains to expand the search for information
(Matheson, 2004; Patterson, 2007) and there are no restrictions on the dissemination
of information (Wei, Ven-hwei Lo, Xiaoge Xu, Chen & Zhang 2013).
Information are as diverse such as the current developments in the country (Mior
Kamarul, 2006), physical activities and enjoyment news (Leen, Jankowski &
Heuvelmen, 2004; Mohd Asri, 2002), accidents and dispute news (Owens, 2007),
trading and sports news (Maier, 2010), environmental issues such as forest
management, water, energy and waste (Mohd Yusof, 2010). This information can be
obtained easily. But Smith, (2011) found that most of the youths use smartphones or
tablet computers to get local news and other general information. Purcell, Rainie,
Rosenstiel, & Mitchell (2011), stated that among the information accessed by young
people through m-news is the weather, local news, sports and traffic conditions.
Youths seek information through m-news because of easier access to information
(Sylvia, Hyejoon Rim, & Zerba, 2013), practical to carry everywhere and user friendly.
Although it is said that m-news can provide information rapidly but the influence and
impact on society is a concern. According to Mus Chairil, Jamilah & Norazimah (2011),
the use of media that is increasingly sophisticated is actually worrying many parties as
anything bribed through media content is not all positive, instead it contains too many
negative ones.
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2. MOTIVATING FACTORS IN INFORMATION SEEKING
Nowadays information is considered as the core of the development of knowledge
and formation of young minds. Each individual has their own information needs. Such
information can be obtained at any of either using the gadgets or not. However, the
use of gadgets such as smartphones, tablets and so forth allow information to be
obtained quickly. There are five main factors that motivate young people to find
information through m-news according to the Theory of Diffusion of Innovation (TDI)
which are, relate advantages, compatibility, trialability, observability and complexity.
Livingstone, Bober and Helsper (2005), found that factors relate advantages and
compatibility are the two main factors that motivate young people to find information
through m-news. Elements such as information can be accessed at any time are a pull
factor of youth seeking information through m-news. This opinion is supported by
Kalyani and Abdul Razak (2007), who argued that the youths interested in finding
information through electronic sources because they were influenced by factors relate
advantages and observability. While Karimi, Khodabandelou, Ehsani and Ahmad
(2014), stated that the youths find information through m-news is because of
compatibility factor as it fits with their lifestyle where the average individual also uses
social networks to find information and communicate. M-News allows information to be
accessed at any time. Furthermore with the internet access via m-news in various
forms such as video, audio, text and animations can be sent and received without
being affected by the boundaries of time and place (Sazili, Norhayati, Hamka & Saufi,
2013).
3. MOBILE NEWS ACCEPTING FACTORS BY YOUTH
Acceptance is closely related to a person's attitude to accept or reject an
innovation. Based on instruments adapted from Gardner and Amoroso (2004), the
acceptance is closely related to the perceived usefulness which means youth believe
after using a technology system it will benefit them as they will improve and develop
their performance. The second factor is the perceived ease of use. This factor assumes
that when using a technological system it will affect them to be as skilled and easy to
understand. The third one is the attitude towards using. Based on this factor, youth
tend to have a positive attitude when they believe that the use of the technology will
improve their productivity and performance. The fourth factor is behavioral intention to
use. This factor measures the seriousness of a person's intention to do something as a
result of using a system. The fifth factor is perceived complexity which refers to
obstacles and problems users faced when they use the technology system.
According to Kloping and McKiney (2004), someone’s desire to find information
online is influenced by perceived usefulness factor. Researchers found out that young
people believe that after the use of a technology system it will benefit them as they
will improve and develop their performance. They will identify or try an application
provided and decide whether or not it is easy to use thus affect a user to keep on
trying and use the system or stop using it. The study by Coleman and Golub (2008),
found out that perceived complexity such as hacking problems affect information
searching in m-news. However, a study conducted by Ika, Ali and Mohd Helmi (2013),
found out that perceived ease of use and perceived usefulness are the factors that
affect youth information acceptance via social media.
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4. METHODOLOGY
This study was conducted by distributing questionnaire to the respondent. 400
respondents were selected for the study which consists of multiracial youth aged
between 20 to 42 years old from various institutes of higher education in Selangor.
Youth were selected for the study because: first, they are the age group with the
highest usage of M-News via devices such as smartphones and tablets. Based on
Nielsen's report (2012), there were 7 million smart phone users in Malaysia and half of
them were youth aged 18 to 25 years old. They were the perfect candidates because
they will be able to give an answer to the question of the study due to high exposure
to Smartphones.
A total of 16 items from five motivational factors such as relative advantage,
compatibility, complexity, trialability, and observability were used to measure the
motivation factors toward the m-news. Five acceptance factors namely benefits of
usage, users’ perceptions, attitudes toward usage, intentions toward usage, and
barriers on usage were used to measure the mobile news accepting. A descriptive
statistics method has been used to test the first research objective. Meanwhile, in
order to test the second objectives, correlation tests together with Pearson’s’ ProductMoment is used in the study.
5. RESULTS AND DISCUSSION
Respondents’ Demography
This section discusses the respondents’ demography, which include their race
background, age distribution and gender. The statistical data on distribution of race,
Malays respondents represent the largest percentage of those involved in the study
with the highest percentage (40.0%), followed by Chinese (34.5%), Indians (22.5%)
and other races (3.0%). For the age distribution presented in Table 1 shows that
youth of 19 to 24 years of age (89.9%) exceed the youth who are 25 to 30 years
(6.1%). Finally, 55.5% of the samples are females.
Table 1: Respondents’ Distribution According to Demography (n = 400)
Profile
Race
Malay
Chinese
Indian
Other
Age
19-24 years
25-30 years
31-36 years
37-42 years
Gender
Female
Male

Frequency

Percentage

160
138
90
12

40.0
34.5
22.5
3.0

359
24
13
4

89.9
6.1
2.7
1.3

222
178

55.5
44.5
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Types of Information Chosen by Youth through Mobile News
Based on the results, Table 2 shows that crime and entertainment information
indicates a high percentage. The findings showed that the youths themselves abreast
of criminal incidents such as pornography, fraud, prostitution, smuggling, extortion,
illegal investment, free sex activity, rape, molestation, drug abuse and so on through
smart devices.
Table 2: Respondents’ Distribution According to the Types of Information (n=400)
Types of information
Crime
Entertainment
Politics
Sport
Economy
Religion

Frequency

Percentage

358
290
256
249
156
45

89.5
73.5
64.0
62.3
39.0
11.1

Motivating Factors In Searching Information through Mobile News
To determine motivating factors in searching information using m-news,
researchers have used a mean score of which four stages of motivational factors
searches categorized into low, medium and high. The highest score shows teens are
always looking for information on m-news. Moderate or medium refers to sometimes
and lowest scores indicate that youths less find information through m-news, (Table
3). Based on Table 3, the interval scale of 1.00 to 1.99 is categorized as low. Mean
residing at a scale of 2.00 to 2.99 were classified as medium whilst mean residing at
3:00 to 4:00 scale are concluded as high. The total score obtained can determine the
level of response tendency of respondents in each research question (Mohd Najib,
1999).
Table 3: Motivating Factors in Searching Information through M-News Score
Level
Mean Score
Low
Medium

1.00 – 1.99
2.00 – 2.99

High

3.00 – 4.00

Table 4 shows the average mean in motivating factors in searching information
through m-news is moderate which 2.90 with a standard deviation 0.28 is. The
findings show that youth sometimes find information through m-news. At the same
time, the study also identifies whether the dimensions of motivational factors
influencing information search in m-news. Through analysis, Table 4 had higher mean
scores for the relative interest factor (3.09) and observation (3.04). Based on the
mean score, it indicates that youth find information through m-news is influenced by
two main factors, namely motivation relate advantage and observability. The findings
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of this study support the research conducted by Kalyani and Abdul Razak (2007), who
argued that the youths are interested in finding information through electronic sources
as influenced by relate advantages and observability factors.
Table 4: Motivating Factors in Searching Information through M-News Min Score
Dimensions
of
Motivational Factors

Min

Standard Deviation

Relate advantage
Observability
Compatibility
Complexibility
Trialability

3.09
3.04
2.78
2.76
2.74

0.38
0.44
0.43
0.39
0.46

Overall

2.90

0.28

Note: Low (1.00-1.99), Medium (2.00-2.99), High (3.00-4.00)

Mobile News Accepting Factors by Youth
Acceptance factors such as the acceptance of perceived usefulness, perceived ease
of use, attitude towards using, behavioral intention to use and perceived complexity
has been operationalized to get a mean score on a four point scale to measure the
overall level of acceptance and in accordance with the dimensions. The level of
acceptance is categorized into low, medium and high (Table 5). Based on Table 5, the
interval scale of 1.00 to 1.99 are categorized as low. Mean residing at a scale of 2.00
to 2.99 were classified as medium whilst mean residing at 3:00 to 4:00 scale are
concluded as high. The highest mean score indicates that M-News is highly accepted
by youth. The medium mean score suggest that M-News is acceptable and the lowest
mean score shows that m-news is less accepted by youth.
Table 5: Score Measuring M-News Accepting Factors by Youth
Level
Mean Score
Low
Medium
High

1.00 – 1.99
2.00 – 2.99
3.00 – 4.00

Analysis in Table 6 shows the average mean acceptance is moderate with a score
of 2.90. The findings indicate that information searching through m-news is accepted
by youth. At the same time, studies based on the dimensions were also detailed
according to the dimensions. The study reveals that only one dimension which is the
perceived ease of use factor is in the high level of 3.09. Based on the mean score, it
indicates that youth highly accepted m-news in searching for information because it is
a lot easier to get materials, system that are easy to understands, easier to interact,
skillful at finding information and it is easy to use. The findings of this study supports
Ika, Ali and Mohd Helmi (2013), who stated that the perceived ease of use are the
main factors that affect youth in receiving information via social media.
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Table 6: Mean Score Acceptance by Dimensions
Acceptance Dimensions

Min

Standard Deviation

Perceived Usefulness
Perceived Ease Of Use
Attitude Towards Using
Behavioral Intention To Use
Perceived Complexity

2.86
3.09
2.95
2.90
2.81

0.57
0.42
0.58
0.52
0.46

Overall

2.90

0.37

Note: Low (1.00-1.99), Medium (2.00-2.99), High (3.00-4.00

The Relationship between Motivations in Information Seeking Through
Mobile News with Youth Acceptance
The Relationship between motivations in information seeking using m-news with
youth acceptance is studied deeper to find out the strength of the relationship. To
answer the second research objective which is to find out the relationship between
motivational factors in information seeking with the acceptance of the m-news
information, correlation test with Pearson Product-Moment is used. Through statistical
analysis, the discussion is made on the basis of the findings associated with theory and
previous research. Table 7 shows there is a positive and significant relationship
between motivational factors with acceptance. However, the correlation between
motivation factor overall with the acceptance is r = 0.470, which according to the
norm (rule of thumb) Guilford and Fruchter (1973), the strength of the relationship is
low. This shows that elements of the motivational factors influence the acceptance of
m-news by youth. Based on the Theory Diffusion of Innovation (TDI), this became the
core theory of this study show that when youth are motivated to seek information on
m-news it will also affect their acceptance. As stated earlier that the motivation is
divided into five dimensions relate advantage, compatibility, trial ability, observability
and complexibility. Each of these motivational factors was also analyzed to determine
its relationship with the acceptance by the youth. The results of the study (Table 7)
show that there is a positive and significant relationship between relate advantage,
compatibility, trialability, observability and complexibility with acceptance although the
strength of the relationship is low and medium. The results of this study show that
when youth are influenced by motivational factors to seek information through m-news
then the search method is increasingly accepted by youth. But interestingly, in this
study it was found that very little complexibility factors influenced the acceptance of
youth to search information in m-news. Whether it is difficult or impossible youth will
continue to use the latest gadgets to find information.
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Table 7: Relationship between Motivation Factors and Acceptance (n=400)
Motivation
Observability
Compatibility
Relate Advantage
Trialability
Complexibility
Overall

r

Acceptance

0.626*
0.567*
0.470*
0.317*
0.290*
0.634*

P
0.00
0.00
0.00
0.60
0.00
0.00

*Correlation is significant at the level of 0:01 (2-tailed)

6. CONCLUSION
Media acceptance by youth is different and it is influenced by factors that motivate
them. In fact, youth always motivate themselves being active in using the media so
that their needs are met. Result of this study shows that youth accepted the method of
information seeking using m-news because they were influenced by factors that
motivates them. It is hoped that the result of this study will be able to assist the youth
to find out the valuable information through mobile news.
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ABSTRACT
Crisis communicators face many obstacles while engaging with impacted audiences during a
crisis. Communicators must determine when, how, and where to disseminate effective crisis
messages. Most research on crisis communication message strategies has involved experiments,
content analysis of published media (traditional and social) through monitoring platforms,
interviews, and questionnaires. However, the recently developed Riverside Situational Q-sort
(RSQ; Funder et al., 2012; Sherman, Nave, & Funder, 2010) provides a novel method for
quantifying subjective impressions of any situation. The RSQ as a methodology provides a
window of opportunity for researchers as well as an effective tool for practitioners for
determining what messages are most effective for a given situation. This paper provides an
overview of the crisis communication methodologies already implemented, discussion related to
preliminary results using the RSQ (Freberg, Saling, & Freberg, 2013), and best practices and
implications for practitioners and researchers to note when implementing this method in their
crisis message strategies.

INTRODUCTION
Crisis communicators face many obstacles while engaging with impacted audiences
during a crisis. Communicators must determine when, how, and where to disseminate
effective crisis messages. Traditionally, crisis communications research has focused on
the most effective message strategies in a crisis situation (Coombs & Holladay, 2008)
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and the impact messaging has on the relationship between an organization and its
audiences (Coombs & Holladay, 2015).To develop the most effective persuasive
messages, the crisis communicator must have concrete information about how a crisis
situation is perceived by audiences.
1. MODELING AUDIENCE PERCEPTIONS OF SITUATIONS
Reactions of audiences to persuasive messages have been investigated using a
number of different theories and methodologies. Established intention models, such as
the Theory of Reasoned Action (TRA; Fishbein & Ajzen, 2010) and the Theory of
Planned Behavior (TPB; Fishbein & Ajzen, 2010), can be used to explain and predict an
audience’s intention to comply with crisis messages (Freberg, 2012b). These models
propose that a person’s intention to comply with a persuasive message can be
predicted by his or her attitudes and subjective norms (TRA) in conjunction with the
person’s belief in his or her own ability to comply (TPB). In turn, attitudes may be
viewed as the product of the value and weight of the information contained in a
persuasive message (Anderson, 1971; Fishbein, 1967). Value corresponds to the
positive or negative valence of a message. A person might view compliance with a
crisis message as a good thing (positive) or bad thing (negative) to do. Weight
indicates importance. Individuals might place different weights on the importance of
complying with a crisis message, such as a tornado warning. Some will view the
warning very seriously, while others might believe that warnings are too alarmist and
can be safely ignored.
The value and weights placed on persuasive information in a crisis message are the
results of perceptual processes. How the audience members perceive the crisis
situation and the messages relevant to the crisis will shape their attitudes and
intentions to comply. How can crisis communicators’ best assess these perceptions?
Psychological research is a logical place for crisis communicators to look for
methods that capture audience perceptions of crisis situations. However, psychology
has paid more attention to the psychologically important characteristics of persons,
and has neglected the need for comparable exploration of the psychologically
important characteristics of situations (Rauthmann, Gallardo-Pujol, Guillaume, Todd,
Nave, Sherman, …Funder, 2014). The neglect is surprising, given the contemporary
consensus among personality and social psychologists that outcomes reflect complex
and dynamic interactions between the person and the environment (Funder, 2009).
This interactive approach has early roots in the work of Lewin (1936) and his famous
formula B = f(P, S), in which B (behavior) is a function of P (person) and S (situation).
Psychology features a wealth of data and methodology regarding P, such as the widely
accepted “Big 5” types of taxonomies (MacRae & Costa, 1996). Despite the recognition
that the person acts within a context, making the understanding of that context
essential, psychology has not provided a literature or methodological toolkit for the
study of situations comparable to those provided for the study of persons.
Several barriers have prevented the development of methods for evaluating
situations, beginning with the difficulties inherent in defining what exactly a situation
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entails. Rauthmann et al. (2014) argued that situations are “meaningful and impactful”
(p. 679). Beyond that beginning definition, situation perception involves interactions
between five major components (see Figure 1): situation cues, concurrent information
processing, person aspects, situation characteristics, and behavior (Rauthmann et al.,
2014). Our interest in this paper is in the nature and measurement of the situation
characteristics.
Figure 1: A Working Model of Situation Perception (Rauthmann et al., 2014,
p. 679).

Another barrier to our understanding of the important features of situations is the
absence of appropriate instruments and methods. Among the few rare instances is the
work of Lachlan and Spence (2007) on an instrument designed to capture impressions
of Hurricane Katrina. The authors presented data supporting the efficacy of their
instrument, but noted that their questions were highly specific to that particular crisis.
They argued for the development of items that could be used interchangeably across
scenarios.
2. Q METHODOLOGY BASICS
Q methodology is a relatively infrequently used approach introduced by physicist
William Stephenson (1935). Stephenson was mentored by none other than Charles
Spearman, who invented factor analysis (Brown, 1993). The purpose of Q
methodology was to capture subjectivity in valid, scientific ways. Stephenson (1935)
described the Q methodology as correlating persons, which then provides information
about similarities and differences in the population’s perceptions of an entity (van Exel
& de Graaf, 2005).
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Not too surprisingly, given Stephenson’s history, Q methodology and R
methodology (factor analysis) appear on the surface to have some similarities. A longstanding debate over the relationship of Q and R between Stephenson and Cyril Burt
(1937, 1940) lasted for decades. Stephenson (1935) distinguished between R
methodology, which features “a selected population of n individuals each of whom as
been measured in m tests,” and Q methodology, which features “a population of n
different tests (or essays, pictures, traits or other measurable material), each of which
is measured or scaled by m individuals.” So for Stephenson, the R methodology of
factor analysis is used when an objective measure (IQ, weight) is taken from an
individual, who takes a passive role in the procedure. Q methodology involves the
subjective instead of the objective, and the person takes an active role in making a
judgment. One of Stephenson’s first reported uses of the Q methodology involved his
asking participants to rank color samples in terms of their “pleasingness,” which clearly
illustrates the subjectivity inherent in this approach.
Contemporary Q methodology usually occurs in the form of a Q-sort. This method
requires participants to rank stimuli on a scale. For example, in the Q-sort methods
described later in this paper, rankings occur along a scale of “most characteristic (9)”
to least characteristic (1).” In this sense, the Q-sort is similar to standard Likert scales,
which also captures a participant’s subjective sense of strength (e.g. strongly agree to
strongly disagree). Where the methods diverge is the use of a quasi-normal
distribution by the Q-sort. This means that the participant is limited in the number of
items that can be placed in a “most characteristic” category, while there is no limit to
how many items to which a participant can respond with “strongly agree.” This
procedure has the additional strength of placing the attributes to be judged relative to
one another as part of a set as opposed to isolating them in single questions.
Conducting a Q Methodology Study
A large number of Q methodology studies have been carried out by researchers
who construct their own items, while in other cases, standardized sets of items have
been used.
Researchers constructing their own Q methodology materials must first define the
“concourse,” or the “flow of communicability surrounding any topic” (Brown, 1993).
The concourse should contain all statements that characterize the discussion of a
topic. Communications professionals are familiar with the many appropriate methods
for identifying these conversations, including focus groups and content analysis.
Obviously, the sum of the concourse is too large to present to participants, so the
researcher must make a careful selection of a subset of representative items for
presentation. The selection should result in a broad array of differing attributes.
Once the Q attributes have been selected, a sample of participants must be chosen.
One of the major advantages of the Q methodology for researchers is its need for a
relatively small number of participants. While there is no set rule, Block (2008) argued
for as few as eight participants per condition. Van Exel and de Graaf (2005)
recommended “four to five persons defining each anticipated viewpoint, which are
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often two to four, and rarely more than six” (p. 6), or a range of a minimum of eight
to a maximum of thirty participants.
Presentation of the Q attributes representing the concourse has traditionally been
done in the form of cards on which a single attribute is printed. Contemporary
methods include the presentation of the Q attributes by mail or in a drag-and-drop
computer display. The former requires a one-on-one interaction with a participant,
while the latter provides the ability to conduct a study remotely.
Analyzing the Q-Sort
Researchers interested in the detailed analysis of Q methodology studies are
referred to Brown (1993) for a comprehensive overview of the necessary procedures.
The first step is the construction of a correlation matrix, which indicates the level of
agreement among the participants’ sorts. Following the example provided by Brown
(1993), let’s assume that we have two participants who have sorted 20 items into
seven categories ranging from -3 to +3, with 2 items allowed in the ± 3 categories, 3
items allowed in each of the ± 1 and 2 categories and 4 items allowed in the 0
category. Squaring all scores in each of the two sorts (to remove the minus signs)
produces a total of 66 each or 132 total. Next, a difference score is computed for the
two sorts by squaring the difference between each ranking. For example, if one person
ranked item #1 as a 1 and the other ranked item #1 as a -1, the difference would be 2
and D2 would be 4. If the two people produced identical sorts, the sum of all D2 values
would be zero, and the correlation between their sorts would be a perfect and rare r =
1.0. In all other cases, Brown (1993) specifies calculating the correlation by computing
the ratio of the difference scores (we’ll follow his example of 220) to the sum of the
squared sorts (132 in our example) and subtracting from 1 as follows:

r = 1- (Σ D2 / 132)
r = 1 – (220/132)
r = -0.67
These calculations produce the correlation between just two participants. Assuming
a researcher obtains sorts from more participants, the resulting correlation matrix
would be n x n.
Some research questions involve an evaluation of which individual participants do
or do not correlate with others, although that is not the use we describe in the
remainder of this paper. To evaluate the size of a particular correlation, however,
Brown (1991) suggests estimating the standard error using the expression, where N
refers to the number of attributes in the sort:
Estimated standard error = 1/
In a case using 20 attributes, the estimated standard error would be 0.22.
According to Brown (1993), significant correlations are at least more than 2 or 2.5
times the standard error, or in our example, at least ± 0.44 to 0.56.
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More frequently, however, researchers are interested in how many distinct types of
Q-sorts occur in the data set. For example, in our research, we have been interested in
seeing if crisis management experts view a crisis similarly or differently when
compared to laypersons. Sets of sorts that are highly correlated with each other but
not well correlated with others can be viewed as a “family.” To see how many families
you have requires factor analysis.
According to Brown (1993), interpretation of resulting factors in Q methodology
differs from the typical interpretation of R methodology. The former involves factor
scores, while the latter is focused on factor loadings. To obtain a factor score for each
participant’s sort, a weighting is computed by dividing a factor loading (f) by the
These weightings can then be applied to the individual attributes,
expression 1 which then tells the researcher that a given attribute has positive salience, negative
salience, or no impact on the factors emerging from the factor analysis. Based on the
weightings, the attributes are re-queued into the original sorting arrangement with the
two most salient attributes given a ranking of three, the next two most salient
attributes given a 2, and so on for all 20 attributes. Note that Block (2008) takes a
simpler approach of averaging scores for each statement and then re-queuing, a
process Brown (1993) acknowledges but does not recommend.
What exactly have we learned? Brown (1993) describes each Q-sort as a “version
of the world ‘as I see it,’” while each factor represents “a version of the world that is
commonly held and which speaks to us through the unison of the factor scores….”
Brown further notes that Q methodology “transforms the ‘70s phrase ‘This is where
I’m coming from’ from an imprecise affectation to a scientific principle.”
The Standardized Q-sort
Although the use of unique, idiosyncratic attribute sets for Q methodology studies
has resulted in substantial contributions to the scientific literatures of many fields,
there are advantages to using standardized sets of attributes. If you have a single set
of attributes, researchers conducting Q-sorts with different sets of participants and
different types of questions can nonetheless make valid comparisons among their
results.
For researchers interested in the attribution of personality characteristics to a target
individual, the California Q-sort (CAQ; Block, 2008) provides a highly useful tool. To
illustrate the range of possibilities presented by the CAQ, we note the work of Reise
and Oliver (1994) on indicators of primary psychopathy as described by experts, which
was later extended to the evaluation of a large, non-clinical population (Reise & Wink,
1995). Wink (1991, 1992) used the CAQ in similar ways in the assessment of
narcissism. In our own work, we have used the CAQ to evaluate perceptions of social
media influencers (Freberg, Graham/Saling, McGaughey, & Freberg, 2010),
comparisons of the perceptions of CEOs and psychopaths (Freberg, Adams,
McGaughey, Rust, Blume, Menon, …Freberg, 2010), comparisons of military general
officers and CEOs (Freberg, Graham/Saling, Murphy, Park, Rainey, Singh,…Freberg,
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2011), comparisons of juvenile and adult offenders (Easterling & Freberg, 2012), and
comparisons of Republican and Democrat legislators (Honeycutt & Stern, 2012).
The perception of persons by audiences remains a critical issue in public relations
as a whole and crisis communications in particular, and our work on audience
perceptions of spokespersons continues. At the same time, a crisis is by definition a
situation, and the use of a standardized set of situational attributes holds great
promise for obtaining nuanced insight into audience perceptions of situations. The
recently developed Riverside Situational Q-sort (RSQ; Funder et al., 2012; Sherman et
al., 2010) supplies a useful methodology for quantifying and comparing subjective
impressions of situations. This tool meets the need identified by Lachlen and Spence
(2007) for a more general method of evaluating crises.
3. APPLYING THE RIVERSIDE
PERCEPTIONS OF A CRISIS

SITUATIONAL

Q-SORT

(RSQ)

TO

By definition, Q methodology looks for shared ways of thinking. In that sense, Q
methodology has been described as correlating persons instead of correlating tests.
The crisis manager faces many challenges which would be simplified if only he or she
knew more about how the audience was thinking about a situation. Using standardized
q-sort attributes, a crisis manager anticipating potential crises and developing a crisis
development plan could “test drive” audience responses to crisis messages. Not
everyone will respond to a crisis the same way, and groups of individuals with shared
perceptions could be targeted with tailored messages.
The Riverside Situational Q-sort (RSQ) was developed by personality and social
psychologists who felt the need for a taxonomy of psychologically important situation
characteristics analogous to the well-developed existing taxonomies of person
characteristics (Rauthmann et al., 2014). The use of the RSQ by this group of
researchers differs somewhat from our use of the instrument. In applications to
personality theory, the participants in RSQ studies have been instructed to think of
their own situations. In other words, specific situational targets have not been
provided to the participant. For example, participants in one study were asked to
“describe a situation they experienced the previous day” (Funder, Guillaume, Kumagi,
Kawamoto, & Sato, 2012). We have been using the RSQ to collect participant
impressions of the same or similar situations.
Perceptions of Crisis Messages in Different Media
Prior research has explored the importance of reputation with key audiences for
brands and other entities. Reputations are at particular risk with regards to
engagement during crises involving social media (Ott & Theunissen, 2014). Social
media has transformed how messages are being sent and the overall pace of updates
and dialogue have increased not only in scope, but impact as well (Ott & Theunissen,
2014).
Our first foray into the use of the RSQ as an instrument for assessing participant
impressions of a crisis situation manipulated the source of a crisis message (Freberg,
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Saling, & Freberg, 2013). Participants responded using the RSQ after reading a crisis
message about a hypothetical food recall delivered in one of three media: social
media, an organizational website (the Centers for Disease Control and Prevention or
CDC), or traditional media.
Data from the RSQ showed that participants viewed the food safety crisis in similar
ways, regardless of the media by which the message was delivered. This outcome
might have been influenced by the use of a convenience sample of university students,
who are more likely to treat social media messages similarly to messages from more
traditional sources (Freberg, 2012b). The use of the convenience sample was
appropriate for this preliminary proof of concept exploration, but subsequent research
should incorporate more representative samples of the public at large.
This study also assessed the participants’ intent to comply with the food recall
message. Intention to comply was very high in all three media conditions, but we were
interested in any particular situational attributes that seemed to be associated with
intent. Two attributes, in particular, were significantly correlated with intent at the p <
.01 level: “Situation may cause feelings of hostility” and “P is the focus of attention.”
While it might be challenging for crisis managers to know how to make use of “feelings
of hostility,” it is very easy to craft messages that make individuals feel that they are
the center of attention. If that perception leads to intention to comply with a crisis
message, higher levels of compliance might be achieved.
Experts and Laypersons
The purpose of the Q methodology is to correlate persons, so this method lends
itself nicely to situations where different points of view between groups are likely.
Members of crisis management teams frame the crisis issues for each other as well as
for affected audiences. Do crisis managers view a crisis in similar or different ways
when compared to members of the public?
Currently, we know very little about how crisis professionals view the crises they
are managing. A small number of voices have expressed the need to understand the
perceptions of crisis professionals (Wester, 2009; Bergeron & Cooren, 2012). Again,
part of the paucity of data in this area is due to the lack of appropriate methodologies
for the assessment and comparison of subjective impressions. However, the RSQ
provides means to answer this question. Expert models are common in the Q
methodology literature, particularly in the area of the assessment of psychopathology.
The previously cited analysis of the primary psychopath by Reise and Oliver (1994) is a
model for this type of research. Expert clinicians are asked to sort the personality
attributes of the California Q-sort (CAQ; Block, 2008) leading to an expert model of
psychopathy that can be used to make comparisons with other targets, such as the
CEOs in one of our studies (Freberg et al., 2010). This comparison revealed that CEOs
and psychopaths were perceived in somewhat similar ways, but with notable
differences. For example, both CEOs and psychopaths were viewed as poised, smart,
and power-oriented, while CEOs but not psychopaths were perceived as responsible,
intellectual, and productive.
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Our question was whether an expert model of a crisis situation could be
constructed along the same lines as the expert model of psychopathy. If so, the model
could be compared to layperson responses to a crisis to identify where perceptions of
a crisis situation overlapped or differed.
The personal perspective of the crisis management experts who completed the RSQ
was evident in their endorsement of attributes such as “rational thinking is called for,”
“a job needs to be done,” and “success requires cooperation.” The personal
perspective of the audience laypersons also reflected their personal point of view. The
laypersons endorsed attributes that were much more emotional and less practical than
the crisis managers, such as “situation entails or could entail stress or trauma,”
“someone (present or discussed) is unhappy or suffering,” and “situation would make
some people tense and upset.”
Next Steps: Hazard and Outrage
To follow up on the observation that laypersons were more emotional than crisis
managers when describing the characteristic attributes of a crisis, we plan to engage
in a further manipulation of the hazard and outrage concepts raised by Lachlan and
Spence (2007). These authors defined “hazard” in terms of the technical challenges of
a crisis situation, such as its probability of occurrence and magnitude of harm.
“Outrage” combines emotional responses with the audience’s sense of control over the
situation.
A number of the RSQ items reflect hazard and outrage quite well. The crisis
managers and laypersons participating in the study described in the previous section
did not differ in the weight they placed on RSQ items deemed relevant to hazard.
However, the two groups of observers did differ significantly in the weight they placed
on outrage items (M=62.80, SD=3.59), t (11) = -3.33, p < .01, r (effect size) = .73,
95% CI [-16.66, -3.40]. The effect size of .73 indicated a moderate to large practical
significance of group identity (expert versus layperson) on these items.
The observed difference in outrage between crisis experts and laypersons raises the
spectre of habituation or desensitization to emotional pain on the part of experienced
crisis managers. Unless these managers make a concerted effort to see the crisis
through the eyes of the affected audiences, they run the risk of underestimating the
public outrage associated with a crisis. Proactive use of the RSQ for obtaining
perceptions of likely crises could provide managers with important insights into the
potential responses of affected audiences.
The target prompt for the comparison between the experts and laypersons was a
generic crisis of their own choosing. In this manner, the expert model was similar to
other uses of the RSQ in personality investigations described previously in which
participants chose a situation to which they responded. Given the interest in hazard
and outrage, however, it is possible to construct target scenarios that vary on these
dimensions to which participants can then respond. In other words, we can construct
high hazard—high outrage scenarios, high hazard—low outrage scenarios, low
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hazard—high outrage scenarios, and low hazard—low outrage scenarios. If participants
respond as predicted to the identified hazard and outrage items on the RSQ, these
results will support the validity of this further analysis.

Next Steps: DIAMONDS
An additional direction for further analysis using the RSQ was contributed by
Rauthmann et al. (2014). Just as we have personality taxonomies, such as the Big 5
trait theory, Rauthmann et al. (2014) attempted to evaluate a situational taxonomy
using the RSQ. Their efforts identified eight major dimensions of situational
characteristics, for which they coined the acronym DIAMONDS: Duty, Intellect,
Adversity, Mating, pOsitivity, Negativity, Deception, and Sociality.
Several of these dimensions appear particularly relevant to crisis situations and the
perceptions of these situations by crisis managers and affected audiences. Duty
attributes include “a job needs to be done,” “being counted on to do something,”
“minor details are important,” and “task-oriented thinking is called for.” The Negativity
dimension also seems intuitively relevant to a crisis situation. These attributes include
“situation is anxiety-inducing,” “situation could entail stress and trauma,” “situation
would make some people tense and upset,” and “situation entails frustration.”
Returning to our analysis of differing perceptions held by crisis experts and
laypersons, the Duty dimension appears to capture one of the key differences between
the two groups. Duty attributes were ranked as more characteristic of a crisis situation
by crisis experts than by laypersons (M=20.33, SD=3.61), t(12) = -3.13, p < .01, r
(effect size) = .67, 95% CI [-10.29, -1.84]. The effect size once again suggests a
moderate to large practical significance of group identity (expert versus layperson).
Crisis experts and laypersons did not differ significantly on any of the remaining seven
dimensions in the taxonomy.
In further work evaluating the responses of crisis experts to two different types of
crises (natural disaster and workplace violence), the importance of the Duty dimension
to crisis experts was again clear. Crisis experts exposed to one of these two crisis
scenarios agreed that the duty items were characteristic of the situation to which they
were exposed, giving these four attributes an average ranking of 7/9, with 9 being
“extremely characteristic.” The Negativity items also produced an average ranking of
7/9.
The Adversity dimension as a whole was not ranked as characteristic of a crisis,
with an average ranking of 4.5 (with 5 being neutral). While perhaps a surprising
result on the surface, a further examination of the items making up the dimension
adds clarity. Three of the items relate very clearly to personal adversity: “being
criticized,” “being blamed for something,” and “being dominated or bossed around.”
The fourth attribute in this dimension, “being under threat,” was ranked 9/9 or
“extremely characteristic” by the crisis experts. It appears that some of the
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dimensions, such as Duty and Negativity, apply to perceptions of crisis situations more
clearly than others, such as Adversity.
Further work by Rauthmann and Sherman (forthcoming) will feature the use of
DIAMONDS to segment situations into “distinct psychologically relevant phases or
cycles.” We await this analysis with great anticipation, as any tool that can help the
crisis manager contend with the rapidly changing environment of a crisis could be
profoundly useful.
Next Steps Beyond the Q-sort
Although our research group has found both the personality q-sort (CAQ; Block,
2008) and the situational q-sort (RSQ; Sherman, Nave, & Funder, 2010) to be highly
useful tools for our analysis of crisis perceptions, the questions raised in this paper are
not limited to those that lend themselves to Q methodology.
The Duty dimension of the RSQ, although based on perceptions of situations, forms
an interesting bridge back to personality theory. According to Rauthmann et al. (2014),
the Duty dimension has close ties to the Big 5 personality attribute of
Conscientiousness. In further studies of crisis experts, interactions between their
personality attributes and perceptions of crisis situations could be illuminating. Do
crisis experts who are high in conscientiousness perceive a crisis differently compared
to those who are not? How does a crisis communications professional display duty
characteristics personally and professionally on social media in a crisis situation? One
of the great characteristics of social media is giving the individual the power of their
unique voice and showcase their insights, thoughts, and network with others virtually.
However, one of the challenges for social media is creating a more niche, personalized,
and real-time media sphere where getting a message out quickly and to the target
audiences more challenging.
Rauthmann et al. (2014) further suggest that situations perceived as high in Duty
are task-oriented rather than socio-emotional. This point dovetails neatly with our
previous observations about the differences between crisis managers and laypersons
along the hazard and outrage scales. Perhaps it is the sense of duty that crisis experts
bring to the management of a crisis that attenuates their outrage. Having much less
duty involved with a crisis, other than possibly following directions, the layperson
experiences a full sense of outrage regarding the crisis situation. Further research is
necessary to explore these relationships.
Exploring how messages are adapted to fit a certain medium and can be tailored
for a particular audience should be explored further. One of the limitations found in
some of the crisis communication research that tests crisis messages has been on the
use of convenience samples, in which the participants do not have a sound crisis
education and experience. Understanding how to strategically manage emotions and
messages for different audiences and how to integrate key characteristics into a crisis
plan takes time, and exploring the evolution of crisis understanding, literacy, and
implementation of these strategies should be explored further.
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Previous research has explored the differences in credibility and trust when it
comes to testing crisis messages across age cohorts (Freberg, 2012). More research
has to be conducted looking at the individual crisis manager and see if the dimensions
shared by Rauthmann et al. (2014) change or evolve as audiences get older. Are there
age cohort differences with the sense of duty and other DIAMONDs characteristics in
crisis situations? Further research is needed to explore these questions to contribute to
the academic and practitioner community.
CONCLUSIONS
Many methods allow communications scholars and practitioners to evaluate
subjective impressions, but few provide the advantages of Q methodology. Using Q
methodology, and the RSQ in particular, allows crisis scholars and practitioners to
obtain quantitative data that capture subjective impressions formed by specific
audiences. Resulting impressions, unlike the data obtained using specific instruments
like those developed at great cost in time and effort by Lachlan and Spence (2007),
can be compared easily from one situation to the next or from one audience to the
next with considerable reliability and validity.
Although there are proprietary Q methods available at cost, the basic attribute sets
we use in our research have been made available at no cost by the authors. A copy of
Block (2008) and a visit to the Riverside Accuracy Project (RAP) website are all that a
researcher wishing to begin using Q-sorts needs to do.
Among the historical barriers to using Q methodology has been the laborious
nature of its administration in face-to-face settings using packs of cards. Although we
have conducted studies in this manner, we have switched recently to a “drag and
drop” method using a single-page Excel spreadsheet with very good results. This
procedure has allowed us to engage with remotely located participants.
A second traditional barrier has been the statistical analysis of the data. A program
known as PQMethod that is used to statistically analyze Q data is available for free on
the Q Methodology website (International Society for the Scientific Study of
Subjectivity, 2015). A commercial program for analyzing Q data, known as PCQ, is also
available at this location. Existing statistical packages, including SPSS, also provide
most of the tools a researcher would need to analyze Q data. Examples of Q study
data sets prepared for various software packages and other analysis resources are
available for free from Peter Schmolck (2014).
With the historical barriers to Q methodology breaking down and a wider
dissemination of the benefits of the methodology in psychology and the social
sciences, we anticipate that larger numbers of investigators will find this method to be
an essential part of their research toolkit.
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SOCIAL MEDIA, FUTBOL, AND CRISIS: AN
EXPLORATORY CASE STUDY EXAMINING THE FIFA
WORLD CUP ADDRESSING PLAYER CONCUSSIONS
SAMANTHA HUGHEY ∗
ABSTRACT
Social media strategies and practices continue to be integrated across various athletic sports,
particularly futbol. One of the recent global athletic events that occurred where social media
played an important role was the 2014 Fédération Internationale de Football Association World
Cup in Brazil. While social media brings forth great opportunities for teams to engage with fans
and share real-time updates, it also allows active fans to voice concerns around particular issues
like player safety i.e. concussions, which could lead to a crisis situation. This particular incident
in question involved futbol player Christoph Kramer, who suffered a blow to the head that left
him slumped over during the Germany versus Argentina championship match. Fans are linking
the lack of concern for player safety to the FIFA brand, making an outcry for protocol to be
adapted to tackle the growing issue surrounding players who have suffered from concussions.
The FIFA organization waited until September 9, 2014 to address the public and provide a plan
for future occurrences of this kind. Based on the theoretical framework of Coombs’ Situational
Crisis Communication Theory, the FIFA commission did not properly assessing the crisis at hand
and actually implemented the denial posture of crisis response instead of taking proactive
actions to address this situation with their stakeholders.
Keywords: crisis communications, situational crisis communication theory, sports, social
media

INTRODUCTION
This case study will look at how the sporting world has been impacted by social
networking sites, as well as how the stakeholders of such organizations (which have
been defined as the fans, commentators, players, and coaches) have used the medium
to express their opinion on various matters. This particular case will be examining the
incident of player safety, specifically concussions, through the lens of Coombs’
Situational Crisis Communication Theory (Coombs, 2014) and examine emerging
themes appearing on social media during the 2014 FIFA World Cup.
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After neglecting this particular concern, the organization will need to repair its
image, reputation and try to restore confidence and trust among fans in order to have
a strong community perception before sponsoring future athletic events. This case
study will also discuss best practices and implications for further social media research
and applied strategies within athletics along with recommendations for what needs to
be done before the upcoming FIFA Women’s World Cup.
1. LITERATURE REVIEW
History of global sporting events
The first Olympic Games were held in Athens, Greece April 6, 1896; this coming
together of countries and nationalities for the sportsmanship that surrounded the
conceptual ideology of the common ground allowed for the world to put aside
differences and unite under a common sporting arena. Throughout history these
events, summer and winter Olympics alike, have allowed citizens to have an
opportunity to compete, and cheer, for their country on an international level.
Georgios Kavetsos and Stefan Szymanski did a study in 2009 addressing how
hosting a major sporting event, whether it is the World Cup or the Olympics, can have
a financial positive impact, as well as providing the host country a “feelgood” factor,
otherwise known as happiness. The study provided four key areas that can lead to
both the economic rise of the home country, but also can assist in the happiness by
hosting such an event to the locals; these four include: employment and wages, sports
stadiums and their legacy, tourism, and infrastructure investments and urban
regeneration. “Our findings suggest a significant and positive short term feelgood
effect across all gender-age groups.” (Kavetsos & Szymanski, 2010)
This particular competition amongst the nations is one of a kind – rivaled only by
the World Cup. While the Olympics is noted as one of the most popular global sporting
event fans flock to the pitches every four years to watch countries compete in the
international futbol tournament.
Origin of FIFA and the World Cup
Founded in 1904, the Federation Internationale de Football Association, otherwise
known as FIFA, “it was the beginning of a new era in world football and the inaugural
event proved a remarkable success, both in a sporting and a financial sense” (History
of FIFA - The first FIFA World Cup™, 1994).
“Over the past 25 years football has enhanced its status as the world’s leading game,
reaching into other branches of society, commerce and politics. Football, more than any
other factor, has enveloped whole regions, people and nations. With approximately 200
million active players it now constitutes a substantial chunk of the leisure industry,
having opened up new markets for itself and for the rest of the business world. The
potential has yet to be exhausted, especially in Asia and North America. As of mid-2007,
FIFA has grown to include 208 member associations, thus making it one of the biggest
and certainly the most popular sports federation in the world.” (History of FIFA Globalisation, 1994).
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Uruguay hosted the first World Cup in July of 1930; and since there have been 19
tournaments held in various countries across the globe. Thirty-two teams qualify for
the sporting event representing various locations in the world. Thus, those wanting to
tune into the matches are doing so from different global sites and are using a variety
of mediums of media to do so.
Transition from traditional media to social media
As the years have progressed and technological advancements have surfaced the
enjoyment of being a spectator or even how one watches a sporting event has
significantly evolved with the times. From radio broadcasting to sports specific
television networks to social media – content and checking for results of various
matches has changed. Drew Hancherick studied how the times have changed and
how the medium that audiences have used have shifted from radio and newspapers in
the 1920s to magazines and television in the 1930s to the internet in the 1990s. “In
the world of sports, services like Twitter might be the beginning of the end for
traditional journalism.” (Hancherick, 2011)
Social networking sites were defined by Nicole Ellison in a 2008 study “as a webbased service that allow individuals to (1) construct a public or semi-public profile
within a bounded system, (2) articulate a list of other users with whom they share a
connection, and (3) view and traverse their list of connections and those made by
others within the system.” (Ellison, 2008)
Since the inception of the World Wide Web many social networking sites have
come into play, generated a following of users, and then, with a few in particular,
have phased out. Within the last five years, however, it has been seen that social
media, especially that of Facebook and Twitter, were going to be around for the longhaul; Facebook having turned ten in 2014 and Twitter, having been created in 2006,
turning eight. Mashable has noticed the trend of social media playing an active role in
the viewership and engagement of fans on the sites particularly during sporting
events. “More than 80% of sports fans monitor social media sites while watching
games on TV, and more than 60% do so while watching live events. Players have
capitalized on social media and fueled massive buzz as well.” (Laird, 2012)
2014 World Cup fan engagement
Twitter, with its inception in 2006, created a shared community of which account
holders could follow various people, ranging from brands, to scholars, to athletes and
celebrities. This platform created a place to have a dialogue and quickly receive
updates from those that one followed.
These trends were prominent in the 2014 FIFA World Cup when Twitter launched a
rebranding of the popular social networking site. This allowed users to create an
interactive experience; they could choose their team, recommendations on who to
follow then appeared, along with a live stream of matches and official hashtags to
follow to ensure none of the action was missed. Players also offered fans a unique
behind the scenes perspective from their own personal Instagram and Twitter
accounts. (Twitter, 2014) Ryan Baucom, a staff writer for Sports Business Journal,
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compiled the numbers of followers that the United States of America’s soccer team
has, along with key international players and various properties that also have a voice
in the conversation. These can be seen in figure one. (Baucom, 2014)
According to Mashable “this year’s championship is more digitally interactive than
ever before. With apps and beefed-up streaming services.” (Desta, 2014) There were
multiple ways to watch the event in Brazil. Schiltz and Sheffer contributed a piece for
the Web Journal of Mass Communication Research in which they did a study on how
people were consuming sports and “results suggested that the social media are
playing an increasingly important role in sports consumption.” (Schultz & Sheffer,
2011)
Twitter shared with its users on their blog that in the first match against Brazil and
Croatia there were 12.2 million tweets during the actual time of play, 150 countries
had been a part of the conversation, and that Brazil’s top player, Neymar Jr., gained
ten-times the amount of followers on his normal growth average – equating to
approximately 165,000 followers following the 3-1 Brazil win during the first game of
group play. (Rogers, 2014)
Social media, Twitter in particular, provided a platform of which fans,
commentators, players, and coaches could engage and interact surrounding the 2014
World Cup. From this arose fans reaching out to players, commentators weighed in on
every game - no matter if they were in Brazil or not working exclusively with ESPN.
Hashtags were created; games could be followed simultaneously by the click of
#USAvsURG and as the #GroupOfDeath trended so did other popular aspects of the
event #ThingsTimHowardCouldSave. A meme according to dictionary.com is “a
cultural item that is transmitted by repetition and replication in a manner analogous to
the biological transmission of genes or a cultural item in the form of an image, video,
phrase, etc., that is spread via the Internet and often altered in a creative or
humorous way.” (meme, 2014) Particular memes were exclusively created for this
event ranging from the Italian biter to the beating that Germany gave Brazil in the
final four match up.
Crisis communication within athletics
Coombs defines a crisis as “the perception of an unpredictable event that threatens
important expectancies of stakeholders and can seriously impact the organization’s
performance and generate negative outcomes.” (Coombs, 2012)
In a 2012 study of the University of Miami’s scholarship scandal involving athletic
booster, Nevin Shapiro, Brown and Billings addressed the rise of social media usage
within the sports fans demographic and how crisis communication was being altered
from traditional sources. Based on the social media platform Twitter, there are 271
million monthly active users with 500 million tweets being sent out each day (Twitter,
2014) The authors of the piece analyzed various fan tweets through programs such as
Twazzup and searching for key words, or hashtags, which were attributed to the crisis
surrounding the university. “The growing presence of Twitter as a venue for sports

Journal of Media Critiques [JMC] – Coming

55

fans to interact with athletes, sports journalists, and other fans makes it an ideal
location to express these reputation repair strategies.” (Brown & Billings, 2012) The
one issue that arose - leading to a public outcry on the social networking site was that
of player safety and concussions.
Crises arise in the World Cup
The 2014 World Cup’s crises included the stadiums not being completed in time for
group play to commence, the jungle humidity that required water breaks. Twitter,
along with other social networking sites such as Facebook and blogs, provided an
outlet for spectators to voice their opinions on the controversies that were
surrounding the international tournament. During the 2014 FIFA World Cup there
were five reported concussions. The most notable being on July 13 when Germany
and Argentina met in the championship match; 23 year old midfielder Christoph
Kramer suffered a blow to the head that left him slumped over. Those officiating the
match allowed play to continue, as well as let him reenter the pitch after having
stumbled over. Kramer reported later during an interview with Agence France-Presse
that he had no memory of the World Cup Final (France-Presse, 2014).
Fans, as well as commentators, took to Twitter to express their surprise that
Kramer was still allowed to be playing, as well as their anger that he should have
been examined much more thoroughly. Fans are linking the concern of player safety
to the FIFA brand, making an outcry for protocol to be adapted to the growing issue
surround players who have suffered from the injury. The FIFA organization waited
until September 9, 2014 to address the public and provide a plan for future issues
surround this issue. In addition to this announcement, the medical commissioner for
FIFA has requested that in order to adequately assess the severity of head injuries the
referees stop play for three minutes. (Associated Press, 2014)
Stakeholders take to Twitter
“Twitter gives highly identified fans a medium to express the connection they feel
with their chosen team and allows them to defend their team when a crisis arises.”
(Brown & Billings, 2012) The public used this social media platform as a place to ask
for reform and for FIFA to make a change in their policies in order for player safety.
This, however, was not the case. FIFA did not respond to any of the tweets that were
being sent out – with a following of 7,938,900 and with close to 45,997 tweets (as of
October 8, 2014) spread across three of their main accounts (@FIFAcom,
@FIFAWorldCup, and @FIFAmedia).
The overall lack of communication between the organization and the public on the
issue of player safety and concussion was an improper way for handling the crisis at
hand. In Coombs’ Situational Crisis Communication Theory he highlights key means
that can be used when addressing a predicament known as his crisis response
strategies: denial posture (attacking the accuser, denial, scapegoating), diminishment
posture (excusing, justification), rebuilding posture (compensation, apology), and
bolstering posture (reminding, ingratiation, victimage). (Coombs, 2014)
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Based on the theoretical framework of the SCCT, the FIFA commission was not
properly assessing the crisis at hand and actually implemented the denial posture of
crisis response instead of taking proactive actions to address this situation with their
stakeholders. In the text it’s noted that there are certain recommendations that one
must do when a crisis emerges within their organization. One being “all victims should
be provided an expression of sympathy,” (Coombs, 2014) this concept was not used
by FIFA; especially via tweets responding to the public who reached out to the
corporation by the social networking site Twitter.
The crisis of the players during the World Cup who were concussed during the
tournament were an issue of themselves, however, the real issue on hand is the fact
that when the stakeholders were ignored by FIFA. A stakeholder is anyone who has
invested value of the organization, for this specific case a stakeholder is considered a
player, a fan, or a commentator, and in this instance these key members’ voices were
perceived as not being heard.
Now FIFA must repair their reputation, as it has been perceived that the
organization does not care about the safety of their players, as well as also creating a
strategy to combat the negativity that has been geared towards them on social media.
By following steps of action highlighted by Coombs the organization can not only have
a more positive influence on their Twitter audience but it will also create a plan of
action for when the women’s World Cup takes place in the summer of 2015.
This case study will take a look at how FIFA failed their stakeholders, thus
tarnishing their reputation and what proper steps that should be taken to ensure that
when a crisis of this magnitude potentially develops again in the future they are
handling it appropriately.
2. METHODOLOGY
This is an exploratory case study focusing on analyzing FIFA, the 2014 Men’s World
Cup, and the social networking platform Twitter in terms of handling a crisis. The
work of Coombs’ was used as an outline and guide to identify the type crisis and gage
organization’s response to the crisis, as well as defining the association’s stakeholders.
Looking at the history of large globalized sporting events and the way that the fans
engagement has shifted in the last decade from traditional media to that of wanting
an interactive online interface, it was found to be vital for organizations that house
these events to have an active presence on social media in which their stakeholders
would be able interact and engage through the utilization of user generated content.
The World Cup ran from June 12 to July 13, and the concern of player safety,
primarily concussions, arose during the tournament.
FIFA did not acknowledge the growing trepidation that was beginning to surface
through social media, Twitter in particular. The case dissected the growing role of
Twitter during the world’s focus on Brazil during those 32 days, and a more narrow
focus was on the impact from a key influencer’s online presence. A specific look was
taken from the influencer’s account during the timeframe of the tournament, and at
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tweets that were sent out in conjunction with a player receiving a head injury in direct
correlation to what had occurred on the pitch. The tweets of which were considered
important to this study, openly referencing FIFA, concussions and/or head injuries, as
well as requesting a form of change from the organization.
These components will allow for examination FIFA, as an organization, and how
they addressed the crisis of player concussions during the World Cup. As well as
providing recommendations on how to proceed in the future to meet the needs of
their stakeholders for future events, in particular the 2015 Women’s World Cup.
2.1. STATEMENT OF THE PROBLEM
According to Coombs, SCCT is a theory based on the interaction between the
organization and their stakeholders. During the men’s 2014 World Cup, FIFA was met
with disgruntled stakeholders, fans and commentators a like, who were frustrated at
how the organization was handling the issue of when players were concussed during
play and then allowed back on to the pitch without the proper medical examination.
The rise of social media in the last ten years has allowed for an easily accessible
platform for those stakeholders to voice their opinions in a very public way. The usergenerated content has begun to be an avid approach to stakeholders calling out an
organization, or company, when said organization or company begins failing to meet
the needs and the values of which they stand for in the eyes of the consumer, or in
the case of FIFA - the eyes of their fans.
Coombs’ argues “that there four basic rules when using online crisis
communication channels: (1) be present, (2) be where the action is, (3) be there
before the crisis, and (4) be polite” (Coombs, 2012) during the initial crisis occurring.
FIFA, while they were present on Twitter, were not addressing those who were asking
for a protocol of when a player was hurt, even though they where were the action
was.
Prior to this specific World Cup the issues of concussions were already present in
the stakeholder’s eyes; according to FIFA medical committee chairman, Michel
D’Hooghe, “a concussion case occurs on average once in every 20 games.” (Harris,
2014, para. 14) While it may be argued that the time in between such cases are
infrequent, the concern during the 2014 World Cup was the lack of a plan of action on
how to deal, or interact with those talking about, the concern of player safety. In the
same regards the post crisis handling of the issue was not evident, as the organization
did not address the issue or the public concerning the matter until two months
following the championship game.
Coombs’ “SCCT is a stakeholder-focused approach to crisis communication,”
(Coombs, 2014) and in this specific case FIFA did not focus on their stakeholders, but
rather chose to ignore them and their outcry for a change via the microblogging site
Twitter.
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The commissioners of this global sporting event did not adequately address the
crisis at hand; this can be found evident by taking a closer look at the critical factors
highlighting the key concerns in this particular case study. After looking at the
theoretical framework of Coombs’ theory FIFA did not take the time to meet the
needs of their stakeholders, instead they did nothing. Thus causing the stakeholders
to take to social media to voice their ailment with the situation, and key influencers
utilized the platform as an opportunity to voice their opinions. Ultimately, FIFA had no
say in how the story was told.
In order to prevent a similar case happening in future tournaments, as well as to
help restore the organization’s reputation in the eyes of their stakeholders, it’s
imperative to take a closer look at what was not done in the 2014 World Cup; and
from there come up with an ideology of best practices to put in place.
2.2. LIST OF CRITICAL FACTORS
The engagement of the futbol fan base during the men’s 2014 World Cup was at
an all-time high in the United States of America. According to the Nielsen Company
more that 26.5 million people tuned into the championship game between Germany
and Argentina, even with the game going into overtime. Social networking sites also
noticed the incline of engagement during the event which lasted from June 12 to July
13; there were 3 billion posts and interactions on Facebook, while Twitter had more
than 672 million tweets regarding the international tournament, and more than a
billion futbol fans took to a digital platform to access scores, live updates, and talk
about the games: “This has been the first truly mobile and social World Cup,” said
FIFA President Sepp Blatter. (Bauder, 2014)
Twitter provided the following numbers based around the championship game
which generated 618,725 tweets per minute - equating to 32.1 million tweets during
the game. While the site does not say how many specifically reacted to Christoph
Kramer’s concussion during the first half, he was in the top three of the German
players who were most talked about during the match. (Wiltshire, 2014) Timothy
Rapp reported on Bleacher Report, however, that upon Kramer’s concussion and he
being allowed to return to the pitch caused uproar on Twitter. (Rapp, 2014)
While the main story behind the Germany v. Argentina final game was on Germany
clutching the win with a 1-0 lead over the favorited Lionel Messi; Kramer’s concussion
was one of the leading stories following the victory. FIFA took to twitter to
congratulate the team, as well as thank Brazil for hosting and the fans for watching.
But they did not respond to those asking for the protocol to be changed. They ignored
those asking for an answer. Not only did FIFA not respond to the fans on the social
networking site, but when contacted for comment on the story via traditional media
mediums they refused; thus causing their stakeholders to come to the rational that
player safety, especially those surrounding head injuries, was not an important
subject matter to the organization.
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Key influencers of the futbol industry took to social media, utilizing the user
generated aspect of the 140 characters that are allocated within a tweet as a platform
to frame their perceptions of the crisis at hand and present it with ease to those
following them. Taylor Twellman, a former Major League Soccer player who was
forced into retirement in 2008 from the impact of a concussion, is now the creator of
Think Taylor and an advocate for creating awareness on the issue of head injuries.
Twellman, an analyst for ESPN during the time of the World Cup, used the microblogging platform to educate, and call out FIFA for their lack of response to the
player’s who were suffering from head injuries.
His Twitter handle, @TaylorTwellman, has 266,000 followers and he has tweeted
29,500 times since creating his account in 2009. The nonprofit organization that he
founded, the handle @ThinkTaylorORG, has 1,794 followers and 1,088 tweets; though
through the use of both platforms he is standing behind, and voicing to his followers,
the mission statement of his organization: “The mission of the ThinkTaylor Foundation
is to create social change in the world of Traumatic Brain Injuries, by generating
increased awareness, recognition and education.” (Think Taylor, 2012)
Twellman tweeted out a gif (or an animated image), along with the caption: Any
questions about Perriera being unconscious?! This has to stop FIFA. #URUvsENG,
which received 367 retweets, and 220 favorites during the June 19 match.
In the July 9 match between Uruguay and Argentina, he tweeted out the following:
Speechless how #FIFA continue to turn an eye to the problem of traumatic brain
injuries. #URG now #ARG are risking players’ lives. #JOKE - this received 1,112
retweets and 855 favorites. He followed that tweet up with: I fear for Mascherano
right now. He has no clue what he is doing and because FIFA has no backbone to
stand up and legislate its trouble. There were 507 retweets, and 479 favorites.
During the final match when German midfielder took a blow to the head Twellman
tweeted out: Here we go again FIFA…#WorldCupFinal and your ineptitude to address
the head injury problem is for everyone to see. Kramer was concussed! This particular
tweet had 630 retweets, and 570 favorites.
With key influencers, such as Twellman, the story that was unfolding surrounding
the player’s head injuries during the World Cup is framed through an individual who
believes strongly on one side of the issue. FIFA had lost control of the narrative, and
ultimately the crisis, in regards to the aspect that they as an organization refused to
comment.
The reputation of FIFA was already tarnished in a few of the commentators and
fans’ eyes prior to the World Cup concussion fiasco, however, by not responding to
this crisis the organization continued to lose the trust of those key stakeholders. While
the crisis was that of traditional sense, the spread of the knowledge and the lack
thereof response by FIFA was extended to those who are bandwagon futbol fans.
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Coombs’ highlights three types of challenges that could be perceived when a crisis
arises: organic, exposure, and villain. In this particular case FIFA has been portrayed
as a villain in the eyes of their stakeholders; the particular issue of the German player
becoming concussed during the championship game “is simply one more battle in the
larger war. The stakeholders hope to portray the organization (FIFA, in this particular
case study) as a villain that needs to reform its evil ways (the lack of protocol or
health assessment when a player gets hit in the head during a match).” (Coombs,
2012, pg. 25)
3. DEFINITION OF ALTERNATIVES
In order to adequately meet the needs of the fans in a suitable and appropriate
way via the social media outlet, Twitter, it is recommended for the organization to
take the following precautions and steps: educational training to staff surrounding
social media, the creation of a dark site, and creating an updated social media crisis
plan.
Educational training focused on the social media platforms, and how to address
crises that may arise, would allow for the staff at FIFA to understand how to properly
send a tweet or respond to an inquiry or comment from a follower. Engagement with
the fan base on such sites would help create social relationships that the organization
is currently lacking. Also, taking the time to work with key influencers such as
Fédération Internationale des Associations de Footballeurs Professionnels and Taylor
Twellman, and educating the staff on how to do so. This tactic will ease the minds of
those who follow and trust them as creditable sources for information – especially
during a time when the stakeholders do not like how FIFA is handling the situation.
Collaboration such as this is crucial.
The global association, FIFPro, serves as the support unit and the voice of 65,000
professional players - designed to work alongside FIFA and address concerns related
to the well being of players. Following the 2014 Word Cup they released a statement
on June 26 regarding a need to change the concussion protocol. FIFA did not provide
any form of response to the concussion crisis until September – reference to the piece
released by FIFPro was not evident. The player union uses their Twitter handle,
@FIFPro, to reach out and engage with their 14,800 followers.
The Twitter handles, while they are a vital instrument to be utilized, they should
not only address the crisis and the concern for player safety when it came to the
concussions on the field, but should be also used to point their followers to a precreated dark site. A dark site is defined as “a section of a website…that has content
but no active links. When a crisis hits the CMT can activate the link, and the dark site
becomes accessible.” (Coombs, 2012, pg. 104)
This site would be housed on FIFA.com, which already has the traffic prior to large
events such as the World Cup, and it should contain information regarding the policies
that pertain to player safety, the rule book that those officiating the game are
required to adhere to, as well timely blog posts that are being created by
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professionals in the medical, as well as professional futbol, world. With the creation of
such a site the organization will have the opportunity to direct those specifically
speaking on the subject to a creditable forum that would be providing real time
content, as well as giving the stakeholders a positive image of FIFA and that they are
concerned about the player’s wellbeing.
Reworking the current social media plan or even creating such a plan will allow for
the crisis team to swiftly, and properly execute, procedure when an issue arises also
the organization will be able to restore the integrity that they lost in the eyes of their
stakeholders. Creating various protocols and policies for the staff to be trained on to
be effective on social networking sites would eliminate disconnect that has been
created between the community and FIFA.
CONCLUSION
The increase of social media in the sporting world has increased in the last two
years, and will only continue to expand as more users create profiles and more
networking sites are developed. The trend of more users taking to the medium during
international events has found to be evident when sports are taken to a global scale;
highlights not only include what was discussed in regards to the 2014 FIFA World Cup
but can also be found in the 2014 Sochi Olympics – key moments including the USA
beating Russia in the men’s ice hockey game with 72,630 tweets per minute. (Fraser,
2014) In comparison to the World Cup final match-up between Germany and
Argentina which generated 618,725 tweets per minute; almost nine times the amount
of tweets following such a highly watched event.
In the summer of 2015 the Women’s World Cup will head to Canada; and again,
soccer fans will tune into the matches cheering on their respective countries – hoping
to bring home the coveted trophy. And FIFA will again be judged and scrutinized for
their lack of concern by their stakeholders if they do not prepare for the risk of more
concussions.
There will be more concussions, as women are more prone to head injuries –
which can be contributed to falling down while trying to head the ball, according to a
study done by Dr. Dawn Comstock for the Journal of Athletic Training. She reported to
CBS News that “while football still dominated the field for concussions, in high school
soccer girls were 64 percent more likely to sustain a concussion… “the fact that
women don’t have necks as well developed as men, so that the shock absorber so to
speak is not as well developed in the women,” said head-injury expert Dr. Robert
Cantu.” (Hughes, 2007) With this being the case, FIFA needs to be prepared for the
women soccer players to be more inclined in receiving a traumatic head injury that
could result in a concussion.
FIFA is already being analyzed by those who are considered their stakeholders, the
fans, the commentators, the players, etc. Going into the 2015 Women’s World Cup
without a crisis plan in place could further tarnish their reputation to the point that it
would be detrimental to the organization as whole. Social media will continue to be a
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platform that those stakeholders will use to voice their opinions surrounding the
matter, a trend that will only continue to rise from one global event to another.
FIFA needs to embrace this form of media, and instead of opposing the method
embrace the idea that this form of communication can be used to their advantage,
and should be used as such.
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AN EXPLORATION OF GREEK BUSINESS EXECUTIVES’
INTERCULTURAL COMMUNICATION COMPETENCE
IOANNIS KARRAS,PhD ∗
ABSTRACT
Managers’ ability to build global organizations and synergies is imperative, which in turn
necessitates effective and appropriate intercultural communication skills. Literature to date
primarily focuses on countries whose financial/corporate interdependence is of utmost
importance. Not surprisingly then, the body of literature indicates that existing research
addressing ICC within a Greek business context is inexistent. Consequently, this study is a
preliminary attempt to start redressing this balance and hence, this proposed research aims to
contribute to a poorly existing knowledge base by reporting on an enquiry undertaken to
quantitatively determine middle managers’ ICC in Greece by measuring intercultural sensitivity a determining factor of ICC. Quantitative data was obtained using the ISS from a body of fiftyfive Greek middle-level managers. The results indicated that overall these managers have a high
level of ICC; however no significant statistical correlations were found between the demographic
variables explored and intercultural sensitivity. This paper concludes with some practical
implications and recommendations for further research.
Keywords: Intercultural Communication Competence, Intercultural Sensitivity, Greek
Business Executives

INTRODUCTION
The prominence of communication skills in a world where nations and markets have
become interdependent is unquestionable. Likewise, managers’ ability to build global
organizations and synergies within the unique political, economic and social arena
currently unfolding –a phenomenon known as globalization- is imperative.
Globalization and the global integration of organizations have caused a tremendous
amount of mobility of multinational company personnel, which has brought about the
need to assess and develop one’s intercultural communication competence (ICC). This
includes the ability to negotiate effectively in the setting of a culturally diverse working
milieu within a corporation or during an international business transaction. In essence,
the spectrum of organization contexts and disciplinary breadth is wide. The success of
communication in these contexts depends immensely on the ability of executives and
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managers to act appropriately and successfully in the aforementioned culturally diverse
environments. To this effect, Graf (2004) identifies effective intercultural
communication skills as a significant determinant for success in intercultural contexts
in that it facilitates expatriate adjustment.
This increased need to be able to deal effectively and constructively with cultural
diversity within the framework of globalization has become a reality. Likewise, the
ability to develop adaptability to culturally diverse environments is becoming a sine
qua nom “qualification” for business executives who may potentially work in
international settings (sojourner) or work within their own setting, but with a diverse
staff or clientele. In both scenarios, being culturally adaptable and possessing effective
intercultural communication skills are equally important.
It could be said, however, that the majority of literature on ICC primarily focuses
on Western countries or groups of countries whose financial/corporate
interdependence is of utmost importance, thus disregarding countries which have
traditionally been -until recently- monocultural or which have not played a pivotal role
in the international economic arena. A country that falls under this purview is Greece.
Not surprisingly then, the body of literature indicates that research conducted
addressing ICC within a Greek business context is scarce if it exists at all. Since no
specific studies to present have been found in the literature to be addressing ICC or
cultural adaptation among Greek executives, this paper is a preliminary attempt to
start redressing this balance and hence, this proposed research aims to contribute to a
poorly existing knowledge base by reporting on an enquiry undertaken to
quantitatively determine the extent to which company managers within a Greek
business context have intercultural communication competence.
In essence, this paper first puts forward the research question and the key
hypothesis that will be addressed herein followed by a brief literature review, which
aspires to position this work within an existing knowledge base. Moreover, the
methodology and research design proposed for investigation in this research is
presented followed by a presentation, an analysis, and discussion of the results.
The hypothesis made in this paper is that Greek managers do not possess high
levels of intercultural sensitivity (IS) and thus may lack essential intercultural
communication skills. It should be noted that this hypothesis has stemmed from the
assumption that since Greece’s economy and industry are driven by less intercultural
interactions, as the figures of the OECD, ICC, and TWO clearly show, managers’ levels
of IS and overall ICC would be low as a result. Moreover, this assumption was further
strengthened by the fact that Greece was compared to the Arab culture –for which
studies have been conducted- in that they share some common cultural elements –
mainly that both are high context and polychromic according to Hall’s (1976)
dimensions. Hammoud’s (2011) account of Arab managers found that being part of a
historically strong patriarchal, collectivist Arab-Islamic cultural framework, they often
tend to lack sufficient ICC skills. By implication it was assumed that this may have
been the case for Greek managers. The descriptive research question hence put
forward is as follow:
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To what extent are Greek managers in a Greek business context interculturally
sensitive and possess intercultural communication competence?
The research question aims to measure the Greek middle-managers’ intercultural
sensitivity and competence and to draw general conclusions from multifaceted
experiences which in turn can help managers become more aware of issues of ICC and
to encourage its application in contexts where it necessitates it.
1. BACKGROUND TO INTERCULTURAL COMMUNICATION COMPETENCE
To begin with, today’s globalized world is characterized by the importance of living
with differences at various levels including culture, ethnicity, attitudes, and value
systems, which obviously influence the way we communicate and thus these
differences should be respected (Alred & Byram, 2002; Tesoriero, 2006). Naturally,
this integration is not an automatic process but a rather transformative one (Taylor,
1994). The reality of a globalized society has triggered the need to be able to
communicate effectively and appropriately in different cultural contexts.
With regards to ICC, one must bear in mind that it is important to underscore its
two-fold properties: communication competence and intercultural competence.
Communication competence itself is not clearly defined, as there have been two
distinct views on this type of competence. First, according to Chen and Starosta
(1996), scholars’ views vary on whether competence is an inherent ability (trait) or an
acquired ability (state). Another controversial issue is whether competence is
associated with performance –a behaviorally-oriented view (cf. Spitzberg, 2000), or
whether it is based on knowledge –a cognitive orientation (cf. Chomsky, 1965). The
former view places importance on the behaviors that lead to appropriate ICC while the
latter sees knowledge of various aspects of intercultural communication as essential.
More recent literature (cf. Chen & Starosta, 2008) argues in favor of the integration of
both views -knowledge and performance- as both are fundamental elements of ICC.
Many other scholars (Byram, 1997; Chen & Starosta, 2008; Gudykunst & Kim, 1984;
Ting-Toomey, 1999) have referred to another component necessary in developing ICC
–attitudinal, which refers to one’s overall attitude towards the host culture and the
members belonging to it. This attitudinal component is also referred to as the affect
(Chen & Starosta, 2000), which forms the basis of intercultural sensitivity (see Section
2.1). In essence, one could claim that all these components are not mutually exclusive;
on the contrary, they complement each other. These differing perspectives on ICC
have shaped the formation of various models concerning ICC.
In essence, the overall superordinate term Communication Competence refers to
one’s ability “to effectively and appropriately execute communication behavior to elicit
a desired response in a specific environment,” as defined by Chen (1990: 12). Defining
communication competence in such a way has a dual purpose. The first is to convey
one’s communicative intent or message and the second one is to generate a desired
reply. Though these purposes may seem easily achievable, one should bear in mind
that during an intercultural communication process the two parties (the sender and
receiver) are by definition of distinct cultural backgrounds and thus their beliefs,
attitudes and value systems influence the way they perceive and respond to messages.
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On the other hand, intercultural competence, as defined by Deardorff (2004), can
be considered a subfield of communication competence. Fantini’s (2006: 12) definition
of ICC “a complex of abilities needed to perform effectively and appropriately when
interacting with others who are linguistically and culturally different from oneself”.
Another definition is that of Alredand and Byram (2002) who see ICC as one’s capacity
to change or adapt his/her attitudes, behaviors and knowledge in order to be open and
flexible to other cultures different from his/her own and finally, Hammer’s et al. (2003:
422) conceptualization of ICC refers to the “ability to think and act in interculturally
appropriate ways”.
It is this marriage of intercultural and communication competences that has
brought about the field of intercultural communication competence. To this end, Chen
and Starosta (1998) provide the following definition of ICC: “the ability to effectively
and appropriately execute communication behaviors that negotiate each other’s
cultural identity or identities in a culturally diverse environment”.
Intercultural Sensitivity
As previously noted, a line of literature has connected intercultural communication
competence with intercultural sensitivity. Intercultural sensitivity represents the
affective side of ICC in the subjects’ desire to motivate themselves so as to
understand, appreciate, and accept differences among the various cultures (Chen &
Starosta, 1998). Chen (1997) has highlighted the crucial role intercultural sensitivity
plays in one’s ability to effectively manage in a culturally diverse environment, but also
to appreciate and enjoy this diversity. Intercultural sensitivity is a requisite for ICC and
cross-cultural adaptation when living and working together with people from different
cultures (Landis & Bhagat, 1996; Zhao, 2002). IS is also a valid predictive and
determinant factor for intercultural effectiveness (Cui and Van den Berg, 1991). In
addition, Landis & Bhagat (ibid) predict that one’s sensitivity to cultural differences as
well as the ability to adapt his/her behavior to these differences will become more and
more important. This prediction is very reasonable on the basis of the widespread
globalization and market merging.
At this point it would be beneficial to put forward a definitions of intercultural
sensitivity. The quality of accommodating, understanding and appreciating cultural
differences, and the ability to enhance one’s self-awareness that leads to appropriate
and effective behavior in intercultural communication are what is termed “intercultural
sensitivity” (Bennet,1993; Chen and Starosta, 1998, as cited in Penbek et al., 2009: 5).
Chen (1997) sees the basic components of intercultural sensitivity as empathy, selfesteem (sense of self-value), self-monitoring, interaction involvement, openmindedness, and non-judgment. These affective elements are considered prerequisites
for an individual to be interculturally sensitive (Chen and Starosta, 2000).
2. THE STUDY
This study was an attempt to investigate the extent to which Greek managers are
interculturally sensitive and thus potentially interculturally competent, based on the
responses they provided to a questionnaire; mainly The Intercultural Sensitivity Scale
(ISS) created by Chen and Starosta (2000).
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2.1. Participants and Setting
The participants were Greek middle managers (N=55) within a Greek business
context. More specifically, the sample used was nonprobability (convenience sample),
where participants were chosen based on availability and convenience (Babbie, 1990,
as cited in Cresswell, 2009). It ought to be noted that this study did not involve
stratification of the population before selecting the sample. Different companies
(construction, electronics-informatics, computer, pharmaceutical, bottling, dairy,
machinery and retail) were chosen (mainly from Athens and Patras, Greece).
The fifty-five participants of the study were contacted either in person or via email
and were provided with some basic information regarding the study without, of course,
revealing the true intent of the research so as to avoid socially-desirable responses.
They consented to participating in the study and were assured that the data provided
would be used anonymously and confidentially.
Finally, respondents were asked to provide some demographic data so as to have
some background knowledge to factor into the research (age, gender, level of
education, the number of foreign languages spoken working experience, and traveling
experience) and also to measure differences between groups and the factors possibly
affecting the participants’ intercultural sensitivity. Since factoring in these demographic
variables did not produce any statistically significant correlates, they were excluded
from the scope of this study.
2.2. Instruments
The quantitative data gathered for this study were analyzed using descriptive
statistics. The ISS devised by Chen and Starosta (2000), which was designed to
“integrate features of both cross-cultural attitude and behavioral skills models” (Fritz et
al., 2001: 54) was used.
The ISS is a questionnaire where respondents use a five-point Likert scale ranging
from “strongly agree” to “strongly disagree” to respond to twenty-four items
comprising of five factors/constructs. More specifically, items 1, 11, 13, 21, 22, 23, and
24 have been grouped and labeled Interaction Engagement items; Respect for Cultural
Differences items are 2, 7, 8, 16, 18, and 20; Interaction Confidence items are 3, 4, 5,
6, and 10; The items that comprise Interaction Enjoyment items are 9, 12, and 15;
and finally Interaction Attentiveness items are 14, 17, and 19. Some examples of the
statements the ISS include: “I am quite sure of myself in interacting with people from
different cultures” and “I respect the values of people from different cultures”.
It should also be noted that items 2, 4, 7, 9, 12, 15, 18, 20, and 22 are reversecoded before summing the 24 items. Finally, the use of the personal pronoun “I” was
substituted with “He/She” preceded by the following statement: “To what extent do
you consider yourself as being like the following person”. This change was made in
accordance with an approach Schwartz (2006: 299) takes so as to avoid responses
that are in compliance with social desirability as “problems of self-presentation arise in
response to direct questions about importance to self”.
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Chen and Starosta (2000: 10) state that “higher scores of this measure are
suggestive of being more interculturally sensitive”. These researchers first developed
an instrument to investigate the concept of intercultural sensitivity. To this effect, the
empirical construction and validation of the ISS were conducted in three distinct
stages. During the first stage, a pre-study was conducted to produce items
corresponding to the conceptual meaning of intercultural sensitivity. Following this
conceptualization, the model was tested by using exploratory factor analysis. Finally,
the ISS was evaluated for concurrent validity.
This scale was selected because it takes into account all of the dimensions of
intercultural communication competence, and measures intercultural sensitivity of any
given group of people. Moreover, the literature supports that this scale has been found
to be valid and reliable. Chen and Starosta (2000), for example, purport that their
scale has demonstrated strong reliability and appropriate concurrent and predictive
validity. Moreover, Fritz et al. (2002) used the ISS and tested the validity on a group of
German students and found it to be reliable and valid. Likewise, Peng, et al. (2005)
measured the intercultural sensitivity levels of Chinese and Thai nationals and again
showed the results were valid and reliable.
2.3. Procedure
Before administering the questionnaire to the fifty-five respondents, it was piloted
in its English version with five managers (whose responses were later excluded from
the research) so as to tackle any language or conceptual problems. All respondents
reported that both the level of English used in the questionnaire as well as the wording
of the statements did not pose any particular difficulties. Therefore, the need to
translate the ISS into Greek or provide any clarifications regarding the content of the
statements was deemed unnecessary and the survey was subsequently administered
in its original language (English) to all research participants.
3. RESULTS AND DISCUSSION
This section summarizes the statistical results of the questionnaire (see Table I)
and provides a discussion of these results. To begin with, the reliability coefficients
Cronbach’s alpha were calculated for all the ISS factors and found that in Interaction
Engagement (0.485), Respect for Cultural Differences (0.496), and Interaction
Attentiveness (0.445) the alphas were lower than 0.6. Thus, it was decided to use
different variables (statements –henceforth “e”) to construct new factors using the
same variables. The new factors were 'Appreciation of cultural differences' (e17 e18reversed e24), 'Cultural-orientation' (e8 e11 e13 e16 e20 reversed), and Cultural
sensitivity (e14 e19). All the Cronbach’s alphas of the factors with their descriptive
measures are presented in Table 1 followed by a bar graph (see Figure I) that gives a
better visual representation of the mean scores of the six factors (five of the ISS
factors plus the ‘ICC’ factor).
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Table I. Descriptive Statistics and Cronbach’s alphas of ISS factors
Cronbach’s
N
Minimum Maximum Mean
alpha
Appreciation of cultural
differences
Cultural-orientation
Interaction Confidence
Interaction Enjoyment
Cultural sensitivity
ICC
overall_mean
Valid N (listwise)

0,712
0, 648
0,623
0,628
0,719
0,740

73

Std.
Deviatio
n

55

1,33

5,00

4,1455

,65346

55
55
55
55
55
55
55

2,80
2,60
2,33
1,50
2,67
3,25

5,00
5,00
5,00
5,00
5,00
4,68

4,1964
3,8764
4,3515
3,7909
4,3152
4,0874

,50551
,53678
,60661
,77990
,66177
,36547

Figure I. Mean scores of ISS factors

With regards to the research question, the findings reveal that these managers are
likely to be quite competent with regards to intercultural communication as one of the
major indices of ICC is IS. Scoring high on all the factors of the ISS ranging from
M=3,79 to M=4,35 and a score of M=4,06 overall indicates that the managers of this
sample group are quite interculturally sensitive, and by implication –one could claimquite interculturally competent as there is a positive correlation between IS and ICC
(cf. Bennet, 1993; Chen, 1997; Chen and Starosta, 1998). In other words, IS is a
predictive and determinant factor of ICC or, put differently, the higher one’s IS is the
more likely he/she is to have ICC.
These findings were quite surprising to the researcher since, as stated earlier,
Greek corporations do not have a long tradition in expatriate personnel nor has there
been a long history of culturally diverse working environments for the personnel. In
support of these claims one only has to look at various indexes. For example, the
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OECD’s International Trade Indicators database, which combines separate databases
providing cross-disciplinary background information with a focus on trade aspects,
shows that Greece is quite low on the indexes regarding inward and outward activity.
The paradox lies in the fact that although all the indexes show Greece as scoring
low on international trade and overall international commercial activity, the mangers
that participated in this study were found to be highly interculturally sensitive. The
results, however, may be partially attributed to a few reasons. One reason could be
the fact that all the participants speak foreign languages and many are multilingual.
Language is the vehicle of culture as Mukalel (1998) asserts, or a crucial channel of
cultural information (Steers, et al. 2010), as cultural coding is carried with it, so having
had an extensive language learning experience may have made the participants more
aware of cultural differences and sensitive towards intercultural issues. Moreover, the
positive role of knowing the host language has also been emphasized by Fish (2005:
228) who argued that “not having an ability with the host language may lead to
serious problems associated with failure to appropriately adapt to a host culture”.
Fish’s (ibid) study is consistent with other existing conceptual and empirical research
(e.g. Cui & Van Den Berg’s, 1991; Kim & Slocum’s, 2008). The findings then of this
study may extend to those of other studies in that foreign language skills do
significantly influence the intercultural communication competence one exhibits.
A closer look at a study conducted by EASE (the Greek association of CEOs) and
the French Institute of Economic Research and Development reveals the high
multilingual level of Greek managers. The above-mentioned study states that all of the
managers speak at least one foreign language (mostly English), and at least another
fifty per cent those speak a second or third foreign language (mainly German, French,
and Italian). As the abovementioned study was conducted a decade ago, it may be
safe to assume that the numbers are higher now. In the case of this sample group, the
level of foreign languages reported is much higher than the ones reported in the above
study. All 55 managers speak at least English and another 29 respondents speak at
least two or more foreign languages. Thus the multilingual skills of the managers and
their impact on IS may further explain the high levels of IS reported in this study.
Another reason that may partially explain the high levels of IS noted in this study is
the extensive travelling experience of the participants. All the participants reported to
have travelled either for work (68,8%) or leisure (87,3%) or both. International
exposure or experience in foreign countries is considered a contributing factor to ICC
(cf. Gage, 2001; Jurgens & McAuliffe, 2004; Langley & Breese, 2005; Medina-LopezPortillo, 2004; Parker & McEvoy, 1993; Williams, 2005) as travellers or sojourners
become more tolerant of and open-minded toward differences that arise in culturally
distinct settings. International awareness increases, appropriate and effective skills are
gained, and knowledge of other cultures is also obtained.
Finally, apart from the international activity of Greek companies, one needs to
consider the foreigners working in businesses in Greece or the extent to which these
companies have culturally diverse environments, which may in turn offer a plausible
interpretation as to why the participants of this study scored high on the ISS.
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Unfortunately, not enough statistical data was available regarding this factor.
Nonetheless, IKA (the Social Security Agency of Greece) reports a total of 13,86% of
workers in factories as being foreign and most of which are unskilled laborers. It is
unlikely that this number of foreigners is significant enough to necessitate the
development of managers’ ICC skills especially since these employees are unskilled
laborers and thus managers would probably not frequently come into direct contact
with them.
In essence, it becomes apparent that the results of this study did not support the
hypothesis made at the onset, that is, that Greek middle-managers in a Greek business
context would display low levels of IS and thus ICC. On the contrary, the hypothesis
was refuted as the data obtained from the ISS clearly indicated an overall high mean
score (M=4,06) without any significant low scores on any of the subscales (range from
M=3,79 to M=4,35) Once again, the findings imply that the participants are
interculturally sensitive and by implication interculturally competent since there is a
strong association between ICC and IS (as seen, the latter being a predictive and
determinant factor of the former).
The research findings may lead to the assumption that Greek companies are
putting in the effort to accommodate the culturally diverse workforce and cultural
differences, however, investigating actions that reflect this approach were not entirely
clear and hence could form the basis for another research enquiry. In summation, the
research indicates that Greek managers possess adequate levels of IS which appears
to render them suitable to work in intercultural settings as managers have developed a
knowledge base that will afford them the flexibility and adaptability to culturally-new
professional environments.
Directions for Further Research
Multiple issues stemming from this study can be explored in future research and
therefore some suggestions for directions for further study are made. First of all, more
empirical studies using qualitative instruments such as personal observation and
interviews may be carried out. In addition to the quantitative data from the ISS,
collecting qualitative data so as to culminate a deeper understanding of participants’
feelings, attitudes and beliefs about issues pertaining to intercultural communication
competence may prove quite beneficial as more insight will be provided to companies
in preparing to send their managers on foreign assignments or to better equip their
staff to cooperate with foreign personnel within the company.
Another suggestion is to carry out a study comparing the ICC of managers working
for national and multinational/international companies. Such a study may yield
pertinent data in that it may possibly produce results that show an increased level of
ICC among personnel of the multinational/international companies due to the amount
of interaction with culturally diverse people. Along the same lines, one could examine
the level of IS among Greek expatriate managers and/or compare it to that of
managers that have only worked within a Greek context. This comparison may further
shed light on how international work experience affects one’s levels of intercultural
sensitivity and intercultural communication ability.
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CONCLUSION
The findings of this study contribute to the poor body of knowledge on ICC within
the Greek corporate context. While the results cannot be generalized across all
managers outside the participants of this study (as the study used a nonprobability
sample), the findings presented here have provided an indication of a small sample of
a population and have highlighted some issues pertaining to ICC. Because of the focus
of this study on a Greek context, it is quite unique as a survey of the literature shows
no other studies to date have investigated ICC within a Greek corporate context. This
study has provided a preliminary map of this extensive and diverse terrain of ICC in
the abovementioned context. Therefore, scholars and corporate executives alike may
wish to use the data presented herein as a springboard to further investigate ICC in
the Greek corporate world.
From a practical point of view and given the results, this study provides fertile
ground for some implications. First of all, the results reported by the ISS can be used
as part of a screening procedure or the selection criteria to select personnel as the ISS
is capable of giving an indication of someone’s potential of being interculturally
sensitive when managing, for instance, a multinational workforce. The word ‘indication’
should be underscored, as the test by no means provides de facto evidence of this trait
in someone. In essence, the normative data obtained can be used for training
purposes and overall raising of awareness as it can provide an empirical basis. Of
course, one should bear in mind that the ISS should be intended as an assessment
device to assist in intercultural training and if administered at the beginning and end of
a training session, it could, for example, be employed to track a person’s skill
development over time as well as an indicator of areas that require further
improvement or as a means of performance appraisal. If it is used as a sole diagnostic
tool to identify a respondent’s intercultural sensitivity, then it will not suffice to fully
depict one’s ICC.
Another point to consider is that it would be beneficial to encourage corporations to
offer ICC training schemes to their staff (management and subordinate staff alike).
This suggestion is of great value since as Sanchez, et al. (2000) report many
businesses do not offer cross-cultural training to expatriates because companies often
believe that one’s technical skills is a more important prerequisite for working abroad.
This stance, however, does not hold much validity as the various studies referred to
throughout this thesis have shown quite the contrary –that ICC training is vital for
foreign assignment success.
Taking this issue one step further, it may also be advantageous if tertiary-level
Business Schools in Greece offer their students, and potentially future managers, a
course(s) in ICC. A survey of the various programs of these business schools
demonstrated that they do not thus far offer a course or module designed for ICC. If
one considers Melander’s (2001) statement that business graduates have more
opportunities to work with diverse populations as compared to other graduates and IS
is a vital ingredient for successful work in their future, then the role of business
schools becomes even more prominent in preparing students to acquire the skills
necessary to tackle the demands of a local, national, and international level (Kubow &
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Fossum, 2007) of corporate work. Thus it is up to these schools to meet the needs of
the current and future working reality of their students.
As a final note, one must remember that living in a culturally diverse society is now
the norm. What is more, the growth of international business agreements and
shrinking international boundaries, have increased the need for intercultural sensitivity
and competence in business (Varner, 2000). The current economic climate in Greece,
Europe and other parts of the world is in a degree of flux never before encountered by
this generation of employees at every level. In addition, corporations and national
economies are far more intertwined and thus extremely dependent on the cultural
sensitivity and intercultural communication skills of its employees to navigate the
murky waters and both survive and thrive financially. In essence, globalization and this
inevitable change in the international business scene have rendered ICC a crucial skill
in communicating effectively and appropriately. Specific to Greece, its participation in
the EU, though tenuous at the time of this project, the influx of foreign workers to
Greece, and the expansion of transnational companies according to global trends all
speak to the increased importance of intercultural competence for employees and the
urgent need for companies to support and encourage these skills among members of
their staff at all levels.
Although ICC is multidimensional and multifaceted, and has a complex contextual
nature, it is hoped that this study has added to the scarce body of literature pertaining
to ICC in a Greek business context and has laid the foundation for further exploration
of its complex dynamics to the benefit of both the discipline of intercultural
communication and the Greek business climate.
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ABSTRACT
Communication within organizations in a global environment requires effective internal and
strategic planning at the executive level. Previous studies indicate that measurement is a key
factor in assessing the needs and success of global communication within an organization.
Survey questions were used to measure satisfaction responses from 650 local and 110 global
employees in a technology division of a large manufacturing company. In this case study,
employees expressed the need to connect team members through face-to-face meetings,
employee webcast meetings, web chat forums, and an updated employee networking site. The
findings formed the foundations for recommendations for strategy, objectives, and tactics within
the organization.
Keywords: Communication, Global, Organization, Strategic

INTRODUCTION
Effective executive-level communication has a long history with origins in rhetoric
and business practices (Reinsch, 1996). In current times, one of the most notable
organisational theorists, Chester Barnard, note that "[t]he first function of the
executive is to develop and maintain a system of communication” (Barnard, 1938, p.
256). This field of study was expanding as Angrist (1953) measured the frequency and
value with which 273 business executives used various communication strategies. The
implications were that successful business executives need to make sure that orders,
plans, policies, and agreements were clearly understood by employees. Angrist’s study
showed that systematic information could be used to train executives in business
communication skills. In the next phase of research, Bennett (1971) explored business
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managers’ preparation for becoming corporate communicators. The survey of
executives revealed that a “majority of the vice-presidents responding to the
questionnaire believed that a formal course in business communication is needed for
adequate preparation for management positions” (p. 9), although only 69% of the
executives, all of California-based Fortune 500 companies, had taken a formal course.
Communicators learned that “the ability to communicate effectively is extremely
important to businessmen and this ability plays a significant part in moving to top
management positions” (p. 10). Therefore, many of the managers and executives in
these positions either obtained formal training, or recognized the importance of such.
By 1978, communication was still simply a side note, as demonstrated in a study by
the International Association of Business Communicators (IABC; Williams, 1978).
Executives in the United States and Canada “doubt[ed] that communication should (or
could) be formalized” (p. 6). Top executives at some these countries’ largest
corporations were interviewed regarding several communication-related topics. It was
found that employee communication was rated as “extremely important” by most chief
executive officers (CEOs). The reasons these managers ranked communication as
highly as they did included 1) the success of future products depending on employee’s
understanding, 2) the correlation between employee communication and profits, and
3) change within the organisation. What becomes clear from Williams’s (1978)
research is that, in the late 1970s, communication was beginning to stand out as a
priority, but the executives implementing the plans did not feel they had the tools to
be successful.
Yet, surveys conducted for a consortium of manufacturing companies indicated a
13% growth in managerial communication positions in a single year (Harris & Bryant,
1986). The value of communication was apparently making its way up the ladder
within corporations. Executives began seeking knowledge on effective downward
communication to employees and the impact on overall job performance. As noted by
Anderson and Level (1980), “[m]anagement should employ a managerial style that
recognizes these differences. Supervisors should be aware of the potential problems
that can develop because of an inappropriate communication system; and, just as
leadership styles should fit the situation, so should a communication system (p. 58).
Bennett and Olney (1986) conducted research in the 1980s to determine whether
effective communication skills were important for executive success. The researchers
surveyed executives in select Fortune 500 companies in the United States. Executives
stated that the skill areas of interpersonal, written, and oral communication were
critical to the executives in their present positions. On the other hand, the most
serious communication problems identified by executives were a lack of clarity, poor
listening skills, lack of conciseness, and poor speaking ability. The executives’
consensus was that effective communication skills were more important than ever
before and these skills would continue to be a critical component of the information
society:
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Our firm has found in a lot of leadership that CEOs have just not had the
opportunity, because of present business, to think about how they can be visible to
make their leadership skills more apparent. And credibility has a direct relationship
to visibility. When we've looked at organizations that have high communication
profiles and good ratings in a number of dimensions around communication, we
find that they found ways to make the leadership visible. (Moore, 1996, p. 18)

Horton (1991) created a tool that corporate communicators could use to determine
their position within the organisation. According to this scale, there are four positions
one can hold: leader, counsellor, implementer, and outsider. The scale instructs users
to complete the questionnaire and self-assess their skills and involvement. An example
of the questions posed is: “Are you involved in developing the plans for issues and/or
crises at your company?” The survey is designed to identify the role each
communicator plays in communication management within the organisation, and
answers the question: “How am I doing?” Geddie (1995, p. 8) also found telling
comments in a survey of executives in and around Dallas, Texas. They recommended,
“[c]ommunicating through a shared voice. In all communication, both internal and
external, articulating our company personality in the same way. Develop a corporate
strategy which defines what the corporate voice should be and how it should be used
in each type of communication." The executives also recommended, “[c]ommunicating
timely, relevant information to a highly functional, diverse, and geographically
scattered work force by keeping closer tabs on current issues and challenges facing
our operations."
By 2005, internal communications had become part of management strategy, and
was seen as a significant contributor to employee motivation. The relationship between
supervisors and employees had advanced, and communications, especially in times of
organisational change, was made a priority. Richard Dolphin’s (2005) article, “Internal
Communications: Today’s Strategic Imperative”, consists of unstructured interviews
from a small sampling of industry and public service organisations. The critical
difference observed from this study is that internal communications was beginning to
focus on relationship building rather than just distributing information. Researchers
also need to remember that team members separated by time, distance, and/or
culture often struggle with issues of trust, conflict, and potentially divisive subgroups.
Now that global virtual teams are becoming increasingly common in organisations, it is
important to understand how to minimize such interactional difficulties (Scott, 2013).
The perception of communication managers within an organisation as experts who
are able to give valuable advice and enable others is crucial for building a strong
identity as communication experts (Zerfass & Franke, 2013). Having the opportunity to
observe a corporate team and the formation of an executive-level plan helps to further
develop our understanding of communication strategies. Thus, this study focused on a
single organisation and asked two research questions:
RQ1: What communication strategy do executives use to be effective with global teams?
RQ2: What communication tactics do executives use to be effective with global teams?
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METHOD
This study looked at one particular global manufacturing company in order to gain
an understanding of how executives created an effective communication plan with
employees working in global teams. The feedback from employee satisfaction surveys
distributed every two years regarding the executive who oversees 760 global
employees has been positive. In particular, the global employees have been identified
by the organisation as being productive while delivering quality products to customers.
Research Setting
The organisation is Seneca Tech (pseudonym), a large U.S. multinational
corporation with 760 employees. Of those employees, 650 are located in the United
States, and where the senior vice president is located. The company has a highly
educated, self-motivated workforce in this technology division and the organisation’s
goal is to keep top talent and minimize attrition. The new corporate culture is
introducing the use of global teams among new and tenured employees. Access for
the research was gained by permission from a senior vice president.
Participants
A significant number of the employees are new to the organisation. Four percent of
employees have been with the company for less than a year and 23% of the
employees have been with the company for fewer than two years. The goal is for the
teams to feel more connected with one another and with the senior vice president.
Data Collection
To gain an understanding of how the senior vice president engineers and
implements a communication plan within a global environment, this study combines
observation with interviews, followed by a thematic analysis. The combination of
observations and interviews allows the researchers to verify and validate the data that
has been collected (Lindlof & Taylor, 2002).
Observation. We observed the senior vice president in several meetings with the
upper-management staff to discuss the status of the global teams. At first, there was
no plan in place to meet the goal of making the team feel more connected. The
preferred method of communicating with employees was face-to-face meetings.
However, roundtable discussions with team members were irregular and unproductive.
Quarterly meetings were discussed as a way to better communicate with the teams
and the need for scheduling was identified. At the time, there was also no regular
contact from the executive with the 110 global employees, although, occasional patent
awards and yearly recognition was taking place. Managers were visible every day or
every other day locally. The other global visits to team member sites by managers
would perhaps occur once a year.
Interviews. Following the team observations and an initial analysis of the data
gathered during the upper-management staff meetings, we interviewed the senior vice
president, an upper-management staff member, and five team members from the
United States. After taking notes on responses to semi-structured, open-ended

Journal of Media Critiques [JMC] – Coming

87

questions, some adjustments were made to the executive-level communication plan
based upon staff members’ questions: Are regular roundtables attainable? What should
be reported in all employee meetings? Who will listen? Will they care? Can we measure
this? Will this make a difference?
Management Satisfaction Survey. The upper-management staff shared their survey
results from two years prior to the executive communication plan and then the staff
conducted the survey again six months after the new executive communication plan
was in place.
Data Analysis
The data were collected from the observations of the upper-management staff
team, and interviews with the senior vice president, an upper-management staff
member, and five team members from the United States. The researchers used
thematic analysis to identify recurring or common themes from the observations and
the interviews (Green & Thorogood, 2009; Lindlof & Taylor, 2002). Broad themes
emerged and the researchers identified and coded them. The themes were further
analysed and organised into patterns. The researchers reviewed the data and provided
triangulation of the findings to ensure the accuracy of the findings (Lindlof & Taylor,
2002).
Research Findings
RQ1 asked what communication strategy executives use to be effective with global
teams. The observed planning meeting involving the senior vice president and the
upper-management staff used a strategy based upon a prior management survey and
feedback from employees. Arnold (1988) suggests that corporate communicators
develop a strategic plan directly linked to the long- and short-term goals of the
business plan. Table 1 shows the strategy was to use a variety of communication tools
and consistent messaging to engage employees at every location. The seven
objectives are: the need to connect the team; increase visibility to employees and vice
versa; retain top talent; drive goals and objectives; encourage best practice sharing;
recognize and award employees; and expand methods for reporting concerns. The
tactics are outlined in Table 1 and are discussed further in Table 2.
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Table 1 Executive-level Communication Plan
Strategy
Use a variety of communication tools and
consistent messaging to engage employees
at every level of the function and in every
location.

Objectives
Connect the team

Tactics
Face to face

Increase visibility to
employees

Round table
discussions

Retain top talent

All employee
meetings

Drive goals and
objectives
Encourage best
practice sharing

Web chat
Quarterly email
message/ postings

Recognize and
award employees
Expand methods for
reporting concerns

RQ2 asked what communication tactics executives use to be effective with global
teams. Arnold (1988) advocates communication tactics that can be quantified and
evaluated in terms of business results: “Be accountable for achieving business
objectives, not just the successful execution of communication tactics” (Arnold, 1988,
p. 12). In addition, what decision makers really want to know are supported
arguments, figures, and benchmarks, but that is lacking in communication strategies.
Tactics need to be clear, quantifiable, and demonstrable (Van der Jagt, 2005). The
observed planning meeting involving the senior vice president and the uppermanagement staff contained five tactics based upon a prior management survey and
feedback from employees. The first tactic, Face to Face, refers to a senior vice
president casually connecting with employees one on one, and maintaining an open
flow of communication. This involves all employees for the monthly walk-abouts where
the senior vice president walks through team members’ work environments while
stopping to interact. In addition, the senior vice president visits other company global
locations as travel allows. Mishra, Boynton, and Mishra (2014) support this because
their research shows executives and employees believe that face-to-face
communication between an employee and his or her manager was the most effective
channel. Furthermore, these executives found that face-to-face communication
reduced turnover and promoted a sense of community among employees.
Second, “roundtables” refer to the way in which a senior vice president can provide
two-way communication opportunities with employees selected by Human Resources
on a bimonthly basis. Attendees have opportunities to submit topics and questions for
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the discussion. Third, the employee meeting/webcast is an opportunity for the senior
vice president to connect with employees, share key messages, and recognize
achievements. The audience is comprised of all local employees and the webcast is
offered to the employees biannually. Fourth, the web chat forum provides an open,
anonymous forum for employees to ask questions and includes all global employees.
The final tactic is an email/employee networking site that allows all global employees
to update other employees of progress on goals and objectives. The measurements
are outlined as well.
Table 2 Results of Tactics
Tactic
Face to face

Purpose
Casually connect
with employees
and maintain
open flow of
communication

Audience
All employees

Round table
discussions

Provide two-way
communication
opportunities

Employees
selected by
Human Resources
Department

All employee
meeting
webcast

Connect
employees and
share key
messages and
recognize
achievements
Provide open,
anonymous
forum for
employees to
ask questions
Update and
inform
employees of
progress
towards goals
and
objectives

Web chat
forum

Email /
employee
networking
site

Frequency
Monthly
walk-abouts,
and as travel
allows to
global
locations
Bi-monthly

Measurement
Hours spent on
walk abouts

All local
employees and
webcast to
extended team

Bi-annually

Number of
employee
attendees and
watching
webcast

All global
employees

Quarterly

Number of
participants

All global
employees

Quarterly

Number of
emails,
postings,
and
followers

Number of
attendees,
topics
reviewed and
questions
submitted

DISCUSSION AND CONCLUSIONS
Overall, employees were more satisfied with the senior vice president. These
findings support the research done by Men (2014), who found that executives’ use of
face-to-face channels is positively associated with employee satisfaction. For example,
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employees prefer emails when receiving information from the organisation regarding
decisions, policies, events, or changes, followed by general employee meetings and
interpersonal communication with managers. Effective executive communication skills
are critical. Robles (2012) identified the top 10 interpersonal skills as perceived the
most important by business executives: integrity, communication, courtesy,
responsibility, social skills, positive attitude, professionalism, flexibility, teamwork, and
work ethic.
In the present study, team members felt more knowledgeable about the company
and new employees were better integrated into the corporation as shown in Geddie’s
(1995) earlier study in which employees' demands on senior executives were taken
into account. Topics employees wish to hear about from their CEO include the future
of the organisation, overall corporate strategy, major changes, and feedback. Some
aspects of the plan in this study remained in place within a year of implementation.
For example, the web chats continued because team members appreciated the
anonymity. The employee networking site was also considered highly successful even
after a long implementation. As Lindeborg states, “[c]hief executives said the return on
investment of their communication function was 184%, or nearly two dollars for every
dollar spent” (Lindeborg, 1994, p. 11).
However, the employee webcast biannual meeting was discontinued because the
senior vice president felt uncomfortable with the video. Perhaps this is related to what
Gray and Robertson (2005) suggest that the communication tactics we use need to be
effective in genuinely connecting with others. For example, global travel, intranet,
email, video streaming, and newsletters can be used to support face-to-face
communication with executives. A key point is that the media efforts should develop
relationships, not simply convey information. In addition, Morgan, Paucar-Caceres, and
Wright (2014) caution that within the global virtual team, a lack of consistent and
routine communication can create a high level of misunderstanding and
misinterpretation.
The purpose of this study was to identify a communication strategy and tactics that
executives can use that would be effective with global teams. The organization in this
study successfully engineered an executive-level communication plan involving
employees at all levels of the company. The tactics, purpose, audience, frequency, and
measurement of the plan were all clearly outlined. Communicators have a tremendous
opportunity to help managers and leaders unlock engagement and see performance
soar (Sparrow, 2012).
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A 3-FACTOR MODEL RELATING COMMUNICATION TO
RISK MITIGATION OF EXTENDED INFORMATION
SYSTEM FAILOVER
ATHANASIOS PODARAS ∗
ABSTRACT
This paper aims to analyse the relation between timely and effective communication and risk
mitigation of late recovery after an unexpected information system outage in enterprises. An
unforeseen information system failure in modern enterprise units, may result to significant
operational and financial damage. In such a critical incident, effective communication between
the team leaders and the recovery team involved, can minimize or even eliminate this negative
impact. An extended information system outage can be perceived as a time deviation from the
Maximum Accepted Outage (ΜΑΟ) timeframe, proposed by the business continuity
management, according to the value of which dependent business functions may be interrupted
without any serious effects to the company. The paper examines the relation between 3 basic
factors and the efficient communication between team members. The factors are: timely
information distribution, staff availability and network availability. Through the current paper,
the author proposes a risk analysis model, based on the Composite Risk Index theory of Risk
Management, which can significantly diminish the possibility of an extended information system
outage, as well as calculate the extended time required to recover a system when the
aforementioned factors emerge in their worst form. The precise calculation of recovery time can
be achieved via the execution of business continuity tests which include scenarios, according to
which an unexpected system outage coexists with delayed information distribution as well as low
staff and network availability.
Keywords: Extended Information System Outage, Risk Mitigation, Effective Communication,
Information System Recovery, Composite Risk Index

INTRODUCTION
In recent years, there has been no shortage of crises and disasters (Adkins et al.,
2009). Such events include natural hazards, technological accidents, violent intergroup
conflicts, shortages of vital resources and other major hazards to life, health, property,
well-being and everyday routines (Lindell, 2011). These events can directly impact an
∗
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organization, resulting in immediate losses (primary effects) or impact the organization
indirectly, such as when a crisis event affects a supply chain partner (secondary
effects) (Holmes & Engemann, 2012). Jackson (Jackson, 2006) states that when
disasters, crises, or even minor hazards occur in a small or large workplace, it creates
serious problems for employers, including massive losses in profits, time, and other
resources. Among 10 different major types of crisis, Mitroff and Anagnos (Mitroff &
Anagnos, 2001) highlight the importance and the presence of the informational types
(loss of proprietary information). As businesses increasingly rely on data, information
and technology, new threats are constantly emerging that affect all corporations
(Castillo, 2004).
Considering the aforementioned statements it can be inferred that one of the most
important, and nowadays obligatory, tasks in modern enterprises, is to adopt standard
policies that can ensure uninterrupted business operation and service provision to
customers, when faced with crises. Such policies are supported by efficient and
effective Business Continuity Plans.
A Business Continuity Plan (BCP), is part of an integrated Business Continuity
Management, which is by many experts considered to be one of the key areas of ICT
Competencies (Antlova et al, 2011). Originally, BCP was a concept that fell on the
shoulders of IT departments and was limited to backing up, protecting, and providing
redundancy of data (Gill, 2006), but more recently, risk management is more inclusive
of human as well as technical concerns and affects all aspects of an organization
(Adkins et al., 2009). A thorough risk analysis supports managers in understanding the
negative impacts of adverse events (in terms of costs or underperformance) and
likelihood of negative consequences. Risk analysis can also provide input for making
decisions where the options involve different types and levels of risk assumption,
mitigation, reduction, and avoidance. A Business Continuity Plan is a risk analysis
method as it is utilized to analyse the probability of the disruption and the potential
consequences (Borghesi & Gaudenzi, 2013).
However, effective communication is also another critical issue which is connected
to the formulation of a business continuity strategy. If organizations lack effective and
strategic communication because they don’t know how to conduct BCP, then they can’t
prepare for future disasters (Jackson, 2006).
The current work includes the formulation of a model which relates timely and
effective communication to risk mitigation of late recovery after an unexpected
information system failover in enterprises. The model considers 3 factors which clearly
indicate the influence of efficient communication on the risk mitigation of a highly
prolonged information system outage. These factors are: Timely Information
Distribution, Staff Availability and Network Availability. Apart from the analysis of these
factors in relation to communication, the method includes the calculation of the risk
magnitude of an extended information system failover, as well as the time deviation
from the expected and proposed by the Business Standard Institute (Business
Standard Institute, 2012) recovery timeframe, known as Maximum Accepted Outage
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(MAO), which is the maximum tolerable downtime for a system so that a significant
financial damage will be avoided.
Description of the Model
The present model aims to underline the importance of efficient communication to
the prevention of a costly and unpredictably extended information system failover. The
currently described model is divided into 2 basic parts. The first part includes an
analysis of how communication relates to 3 core factors regarding the timely
restoration of an interrupted information system or business process, as well as their
impact on the recovery procedure according to the level of severity they emerge in.
The second part of the method is the formulation of a risk analysis approach to the
mitigation of an information system failover which will exceed the predicted downtime,
as well as the approximate calculation of the specific time deviation. This calculation is
aimed to assist IT business continuity managers in estimating realistic Maximum
Accepted Outage for a given system, process or business function. A schematic
representation of the proposed model is depicted in Fig. 1.

Figure 1 Schematic Relation between Communication and Timely I.S. Recovery after Outage

PART 1- Analysis of the relation between communication and the 3
factors which influence the recovery procedure

The present model includes 3 crucial factors which influence the effectiveness of
communication regarding the speedy restoration in case of an unexpected information
system failure. Successful communication within the sphere of Business Continuity is
connected with time, status of network infrastructure and availability of human
resources.
The author was inspired by the Business Continuity Plan for recovery exercises
which is formulated by the University of Michigan (ITS, 2014), in which the following
action plan steps are indicated:
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Communication: Determine the dependence on phone and email; consider
alternative communication methods.
Staffing: Plan should state whether or not additional staffing is needed during or
after the outage.
These two concrete steps include the importance of network infrastructure, staff
availability and communication when preparing a detailed information system recovery
strategy. Time, which is not clearly stated in the above steps, is nonetheless implied.
Moreover, Herbane et al. (Herbane et al., 2004) characterize speed as a critical
determinant of recovery advantage.
After taking into account the experts’ research, the author decided to further
investigate the importance of these factors on the recovery procedure. This
investigation entails the relation between each factor and effective communication, as
well as their effect on the recovery of an interrupted information system.
Factor 1: Timely Information Distribution in Case of a Crisis Event
The effectiveness of communication in case of an unexpected information system
failover, is highly dependent on the timely and organized distribution of the necessary
instructions to the recovery team. The faster the business continuity manager is
informed about the event, the faster will he characterize the event as a crisis situation
and, as a consequence, the faster will he ask for the activation of the BCP.
This immediate and timely communication between the team leaders and the low
level employees, who are assigned with the recovery of the system, will result to the
successful implementation of the company's disaster recovery strategy by restoring
critical business functions within the defined MAO timeframe. On the contrary, a slow
transmission of information would possibly result to a non-compliance to the MAO
timeframe which is set by the project team, and can be a threat to the company's
operation and financial status.
Consequently, during the planning of IT system recovery, some of the recovery
scenarios should include a delay of the information transmission to the response team,
and consider a time deviation from the MAO value. If the recovery time exceeds the
MAO value, then a reengineering of the business continuity strategy should be
considered.
The influence levels of information distribution in an emergency incident, are
considered to be Very High, High, Middle or Low, and are marked with 4, 3, 2 or 1
respectively. In the first case a significant time deviation from the MAO must be
considered during the planning of recovery exercises, while in the last case a very
short or even no time deviation should be considered.
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Table 1 Influence of Communication on Time Required for an I.S. Recovery
COMMUNICATION

INFORMATION
DISTRIBUTION

ASSESSMENT
VALUE

IMPACT LEVEL

Effective

Very Fast

1

Low

Partly Effective

Fast

2

Middle

Ineffective

Slow

3

High

Significantly
Ineffective

Extremely Slow

4

Very High

Factor 2: Staff Availability
During a sudden and unexpected crisis situation, the possibility of unavailable
members who belong to the recovery team of a specific business function or
information system cannot be ignored when planning the exercises of crisis response.
Staff availability is one of the most important factors that correlates with the length of
recovery time (Piedad & Hawkins, 2001). Team members might not be able to
communicate with other colleagues of the recovery team, due to weak or no mobile
signal, limited or no access to emails and more.
In such cases, lack of communication restricts the number of available human
resources and may result to late information system recovery, even well beyond the
MAO timeframe. A classification of assessment values for the specific factor is also
determined regarding 4 levels of influence. Low staff availability is now marked with 4
since it will highly influence the recovery process. Low staff availability is determined
under the assumption that the percentage of available staff is estimated up to 25%
(i.e. 1 out of 4 employers are available). Middle, High and Very High staff availability
are mapped to 50%, 75% and 100% with the respective assessment values 3, 2 and
1.
Table 2 Influence of Communication on Staff Availability
COMMUNICATION

STAFF
AVAILABILITY
(%)

ASSESSMENT
VALUE

IMPACT/SEVER
ITY LEVEL

Effective

75% to 100%
Availability

1

Low

Partly Effective

51% to 74%
Availability

2

Middle

Ineffective

26% to 50%
Availability

3

High

Significantly
Ineffective

0% to 25%
Availability

4

Very High
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Factor 3: Network Availability
The present working environment, especially in big enterprises, is characterized by
complicated information systems. The majority of business functions operate via
multiple platforms and applications which are mutually connected in order to exchange
data. Moreover, many platforms are based on web technologies which utilize the
advantage of remote data access. Thus, the circumstance of an unplanned network
unavailability, either within the company’s own systems or the lack of internet
connection, is considered to be a serious operational threat. In case that an
information outage occurs simultaneously with a network failure and the disaster
recovery team strives to bring back to life a specific business function from a hot site,
network unavailability can significantly delay the communication among recovery team
members and therefore, in its turn, delay the entire recovery process.
Consequently, a recovery plan should consider time deviation from the estimated
MAO value, which will stem from the scenario of a simultaneous network unavailability
along with an unexpected outage in an enterprise. Communication in such conditions
will be significantly limited. Many system operators prioritize severe incidents for
troubleshooting based on their impact to end – users and applications (Philippa et al.,
2011). The classification of Impact/Severity level of the incident of network failure
with regard to its effect on communication and end – users and applications is
depicted in Table 3.
Table 3 Influence of Network Availability on Communication
NETWORK
AVAILABILITY

ASSESSMEN
T VALUE

IMPACT
LEVEL

COMMUNICATION

Normal Network
Failure (soft incident for
end -users)

1

Low

Effective

Unusual Network
Failure (not usual
incident for end users)

2

Middle

Partly Effective

Complex Network
Failure (difficult incident
for end users )

3

High

Ineffective

Extreme Network
Failure (severe incident
for end – users)

4

Very High

Significantly
Ineffective
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Part 2- risk mitigation of extended information system failover

The Concept of Communication & Recovery Index (CRI)
The current work includes the introduction and presentation of a new contribution
to the IT Business Continuity Management research area, entitled as Communication
and Recovery Index (CRI). The estimation of the specific index is based on the
Composite Risk Index, which stems from the most widely accepted formula for risk
quantification (Ciobanu & Mazilu, 2011), which is the following:

(1)
Similarly, the Composite Risk Index is calculated according to the following formula:

(2)
According to the Composite Risk Index theory, the Impact is marked on a scale
from 1 to 5, where 1 is the minimum impact value and 5 is the maximum impact value.
Moreover, the probability of occurrence is marked on a similar, 1-5 scale. As a result, it
can be easily realized that the minimum value of the Composite Risk Index is 1 and the
maximum value is 25.
The differentiation of the Communication & Recovery Index (CRI) from the
Composite Risk Index, is the 4-level scale of impact values, as well as the inclusion of
the Modifier Impact. The Modifiers, are the 3 aforementioned Factors that occur
simultaneously and each affects the recovery time in case of an unexpected
information system outage. Since all of the above analysed 3 factors may significantly
prolong the system recovery procedure, depending on their severity, the equation of the
Communication & Recovery Index should calculate the sum of all the factors’ impact
multiplied by the possibility of occurrence of each factor in any of the previously
depicted levels.
Considering the Composite Risk Index methodology, the derived equation for
estimating the Communication and Recovery Index (CRI) value for each factor
(Modifier) is the following:

=
where, MI = Modifier Impact and P = Possibility of Occurrence

(3)
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According to Equation (3) the minimum and the maximum CRI values regarding
each factor are: CRIMIN = 1 and CRIMAX = 16 (Table 4).
However, according to the model, the Total CRI value is calculated as the sum of all
the Modifiers as they emerge in a specific incident. Consequently, the total CRI value
should be provided by the following equation:

=

)

(4)

where, MI = Modifier Impact and P = Possibility of Occurrence
The Modifier Impact is the same as the Assessment Value of each factor. The
Probability of Occurrence, according to a scenario for which all three Modifiers exist in
a normal form, should obtain inversely proportional values to the Impact of the
Modifier. This means that if MI = 1 then P = 4, which can be justified due to the fact
i.e. staff availability is usually 100%, so it is most likely to be in this form in the
occasion of an unexpected failover of an information system. The same is true for all
factors.
Table 4. The 4-level scale for Impact and Possibility of Occurrence of an Unexpected
Recovery Factor

Possibility of Occurrence of
each Factor
1

2

3

4

Communication & Recovery Index
(CRI) Of Each Modifier
Impact of each Factor
1

1

2

3

4

2

2

4

6

8

3

3

6

9

12

4

4

8

12

16

According to the new model, there are 2 basic scenarios with regard to the level of
each factor as it may emerge. The Best Case Scenario considers the highest possibility,
referring to possibility level 4, of emergence of each modifier in its simplest form (MI =
1) for all 3 factors. In this case, the Minimum Total CRI value is 12. On the other hand,
according to the Worst Case Scenario, all modifiers should emerge during an
unexpected outage in their most severe form. In this circumstance, the Maximum Total
CRI value is 48. The following section delineates the derivation of the complete CRI
equation, which will be utilized to estimate both Recovery Time Deviation (RTD)
caused by the modifiers and the Total Recovery Time Effort (TRTE).
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Derivation of Time Deviation from the MAO Value and Estimation of the
Total Recovery Time of the Interrupted System
As was already mentioned, the primary goal of the CRI value, is the estimation of
the Recovery Time Deviation of an information system from the initially defined MAO
timeframe. The MAO value is included in the Business Continuity Plan, and indicates
the maximum period of time that an information system can be interrupted without
causing significant financial damage to the enterprise. In order to calculate a Recovery
Time Deviation from the MAO value, the following formula is utilized:

=

(5)

where, RTD = Recovery Time Deviation, and MAO = Maximum Accepted Outage and
CRI = Communication & Recovery Index. The previous equation can be rewritten in
the following way:

=

(6)

The Total Time which will be thus demanded to recover the system will be calculated
by the following formula:

=

+

(7)

PRACTICAL EXAMPLE
Crisis Scenario: An unexpected failover to an enterprise information system which

supports online transactions with suppliers occurs. Through the system, critical
operations are supported, and the Maximum Acceptable Outage (MAO) determined by
the Business Continuity Team is, MAO = 24 Hours. According to the executed recovery
scenario, apart from the system outage, some critical situations may also occur, so
that the above stated MAO value may be exceeded. The Impact values of the Modifiers
(MI) and their corresponding Probability of occurrence (P), according to the scenario
are shown in Table 5:
Table 5 Scenario of emergency events (modifiers) which may follow unexpected IT system
failover
MODIFIERS

MI Value

P Value

Network Availability: Complex Network Failure (difficult
incident for end users )

3

2

3

2

4

1

Communication: Ineffective
Impact Level: High
Timely Information Distribution: Slow
Communication: Ineffective
Impact Level: High
Staff Availability: 25%
Communication: Significantly Ineffective
Impact Level: Very High
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According to our Model, the requested task is the calculation of the extent to which
the MAO value will be exceeded.
The first step is the calculation of the CRI value (Eq. 6).

=

) = (3 × 2) + (3×2) + (4×1) = 6 + 6 + 4 = 16

If MAO Value is 24 hours (MAO = 24), the Recovery Time Deviation from the MAO
is the following:

=

=

×

= 24 ×

= 3,84 Hours

As a result, the Total Recovery Time will be derived via the following calculation

=

+

= 24 + 3,84 = 27,84 Hours

The validity of the above calculated Total Recovery Time, should be controlled with
respect to the recommended Maximum Accepted Outage values by Business Continuity
experts, regarding critical business functions in enterprises. Darill Gibson (Gibson,
2010) indicates 4 MAO values according to the Level of criticality of a business
function.
Level 1: business functions should operate without any interruption. Online
systems must be available 24 hours per day and 7 days per week.
Maximum Acceptable Outage (MAO) = 2 hours
Level 2: business processes can survive without the business function for a short
amount of time.
Maximum Acceptable Outage (MAO) = 24 hours (1 day)
Level 3: business processes can survive without the business function for one or
more days.
Maximum Acceptable Outage (MAO) = 72 hours (3 days)
Level 4: business processes can survive without the business function for extended
periods.
Maximum Acceptable Outage (MAO) = 168 hours (1 week)
In the implemented practical example, the estimated MAO timeframe is 24 hours,
while the time deviation due to ineffective communication based on the new model
was 3,84 hours. Considering the fact that the recovery of a business function can be
achieved without any negative effects within 24hours, the estimated Time Deviation is
justified due to the emergence of the Modifiers in severe forms and inefficient
communication. Through the definition of scenarios that include severe and
unexpected incidents that may follow an unexpected outage, efficient recovery policy
and consequently, approximate but reasonable and subjective recovery timeframes
can be defined in enterprises. In the occasion that the Total Recovery Time may
significantly exceed the above stated MAO values, a communication and I.S. recovery
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reengineering should be considered, through simulation exercises based on the rules
of Business Continuity Management.
CONCLUSIONS
The currently proposed model is aimed to the amelioration of the present
enterprise recovery strategies concerning unexpectedly interrupted information
systems. This is achieved through firstly, the analysis of the relation between
communication and 3 core factors (Modifiers) that significantly influence the recovery
procedure, and secondly, the risk mitigation concerning exceeding the maximum
accepted downtime, which can be caused by poor communication and the severe
impact of the 3 Modifiers. The aforementioned factors are, timely information
distribution, staff availability and network availability. The utilized risk mitigation
method towards the estimation of the deviation from the Maximum Accepted Outage
(MAO) of an information system, is the Composite Risk Index. The index indicates the
approximate time deviation from the expected MAO value, and can be used to define
more realistic recovery timeframes based on the possibility of severe incidents that
may follow an unexpected outage. The current model, is a tool that can be easily
adjusted in modern enterprises and assist IT as well as business continuity managers
in formulating objective recovery policies based on effective communication and also
predict reasonable recovery timeframes when no past data regarding the system’s
recovery time within a real outage is available. Future work includes the practical
implementation of the current model. An initial implementation of scenarios that will
include the occurrence of the 3 Modifiers in severe forms along with unexpected
outages regarding specific systems and business functions of the Technical University
of Liberec, is a crucial part of the present research. These scenarios are aimed to
strengthen and enhance the model’s validity. The successful practical implementation
will be proved by comparing the derived by the model recovery time values, with the
current MAO values which are determined by the IT personnel of the University.
Moreover, the successful implementation of the model can highlight its
competitiveness and make it a useful decision-making tool for business continuity
managers in modern enterprises.
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ATHLETES AS PR SPOKESPEOPLE: THE NFL’S “A
CRUCIAL CATCH” PR CAMPAIGN EXPLORED
CHYNA TERESA TRIBLE ∗
ABSTRACT
The present study examined the National Football League’s (NFL) “A Crucial Catch” breast
cancer awareness campaign in the United States. Variables included identification with NFL
athletes, exposure to the campaign, NFL fanship, and intention to schedule a breast cancer
screening (the action promoted by NFL athletes in this PR campaign). Social media outlets and
an e-mail listserv of the School of Communication at Rochester Institute of Technology in
Rochester, New York, USA were employed to solicit participants (n=119) in a survey. A
questionnaire composed of items modified from Brown and Bocarnea’s (2007a) CelebrityPersona Parasocial Identification Scale to investigate identification with NFL athletes was used.
Statistically significant relationships were found between identification with NFL athletes and
exposure, identification with NFL athletes and intention to schedule a breast cancer screening,
and identification with NFL athletes and NFL fanship. NFL fanship was also significantly related
to exposure to the campaign. Implications for future studies analyzing PR campaigns produced
by the NFL and FIFA are suggested.
Key Words: Public Relations, Identification, Athlete Spokespeople, Sports Communication,
Football

INTRODUCTION
The average consumer is exposed to an extensive message clutter of over 3000
advertising messages per day (Crutchfield, 2010, p. 1) leaving public relations (PR)
campaign managers with a dilemma: they must find new, conspicuous means of
reaching intended audiences especially when the message concerns more than just
brand recognition. However, there are some useful resources for PR managers,
particularly those creating health-related messages and communication campaigns to
aid in their message effectiveness, such as Arkin’s (2008) “Making Health
Communication Work.” Among other things, Arkin (2008) suggests methods of making
campaigns more effective, offering tactics to help planners develop partnerships with
other organizations, suggesting the best means of working with the media should a
crisis situation occur, and how to employ a credible spokesperson into a
∗
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communications campaign promoting health issues, specifically a PR campaign for
cancer prevention. For example, it is suggested that “using an athlete to promote
exercise or cancer survivor to promote early detection” (Arkin, 2008, p. 69) is an
effective means of increasing credibility for a related PR campaign. Alternatively, Lee
and Thorson (2008) suggested that in order for a consumer to attempt to cognitively
comprehend an advertising message, there should be a “moderate mismatch,” unless
a consumer feels brand loyalty. In such a case, they would likely attempt to
understand any type of product-promoter connection, no matter how incongruent the
match may seem. Specifically, they hypothesized that a “moderate incongruence
between the image of an endorser and the image of a product will result in more
favorable (a) attitude toward the advertisement, (b) brand attitude, and (c) higher
purchase intention than either complete congruence or extreme incongruence” (Lee &
Thorson, 2008, p. 436).
PR campaign managers attempting to promote community health issues in the
United States have paired celebrity athletes with health-related PR campaigns to
increase awareness and/or to encourage the promoted preventative actions to
attentive fans, similar to what Arkin (2008) has suggested. Major League Baseball
(MLB) athlete Mark McGwire promoted child abuse prevention (Brown, Basil, &
Bocarnea, 2003), National Basketball Association (NBA) athlete Magic Johnson
advocated for Human Immunodeficiency Virus (HIV) prevention and treatment (Basil,
1996), and NFL athletes advocated for breast cancer awareness and prevention during
the “A Crucial Catch” campaign. The aforementioned campaigns used athletes as
spokespeople, which can further expand the scope of these health-related PR
messages to attentive audiences, especially those who feel a sense of personal
connection with the athlete promoters. While investigation into most of the abovementioned campaigns is extant, research is lacking surrounding the NFL’s “A Crucial
Catch” campaign; this is a gap of which the present research study aims to fill.
Implications for future research into NFL and FIFA PR campaigns surrounding
concussion and head injury prevention are later discussed.
1.1. NFL’s “A Crucial Catch” PR Campaign
Walker and Kent (2009) explain, “Sport teams… are often viewed in high regard
within their local community, and through CSR programs and social sponsorship they
can further enhance their stature in the community” (Walker & Kent, 2009, p. 761). A
myriad of sport organizations in the USA and abroad use public relations (PR) for
promotion, often implementing corporate social responsibility (CSR) efforts to aid in
increasing their brand image, while positioning themselves in the mind of media
consumers as concern for the communities in which they operate. The NFL’s “A Crucial
Catch” campaign is an example of a CSR PR promotion that Atkin (2001) would classify
as an “adoption of a healthy practice” (p. 3). “A Crucial Catch,” co-sponsored by the
American Cancer Society (ACS), promotes the importance of annual mammogram
screenings for women over 40 years of age to aid in the discovery of breast cancer at
its earliest stages (Falzarano, 2013). The ACS (Cancer Facts and Figures, 2013) cites
that early detection of breast cancer along with technological advances has enhanced
the ability to save lives. The “A Crucial Catch” PR campaign takes place throughout the
month of October, which is breast cancer awareness month in the USA. Promotional
efforts are vividly transparent during NFL football games and during community events

Journal of Media Critiques [JMC] – Coming

109

in such that athletes sport ‘pink ribbon’ apparel on the field during games and while
appearing at events honouring women who have survived breast cancer. Concurrently,
on social media and NFL and team-based websites, athletes are showcased discussing
their experience with breast cancer, either primarily or secondarily through a family
members’ diagnosis. Men have a much lesser chance of developing breast cancer than
women, so much so that the ACS leaves this probability out of their statistics entirely
when predicting the percentage of occurrence during different age intervals (Cancer
Facts and Figures, p. 14, 2013). However, showcasing these athletes discussing their
secondary experience with breast cancer aids in increasing NFL male athlete credibility
to promote this otherwise seemingly incongruent promotion. Jessop (2012) explained
the expansive reach of the NFL’s “A Crucial Catch” PR campaign in 2011 alone, in that
it successfully “reached more than 151 million viewers, including 58 million women age
18 and older” (Jessop, 2012, p. 1).
1.2. Identification
A key variable that determined the level of influence an athlete had on promoting a
health-related behavior change, or the intention to change behavior, depended on
fans’ involvement or perceived closeness with the athlete (Brown & Basil, 2003). The
construct of involvement in communication research often takes on one of four forms:
1) Transportation, 2) parasocial interactions, 3) identification, and 4) worship (Brown,
2011). Most relevant to the present study are parasocial relationships and
identification. Parasocial relationships, a form of involvement similar to identification,
are born out of the perception fans have that a relationship exists with the celebrity
that is known only to the fan themselves via their mass media exposure (Basil, 1996).
Brown & Basil (1995) found that the public’s identification with National Basketball
Association (NBA) athlete Magic Johnson affected their response to his promotion to
encourage the prevention and transmission of Human Immune-deficiency Virus (HIV)
(Brown & Basil, 1995). Those individuals who felt a stronger connection to the famous
basketball player had a higher intention to reduce their high-risk behavior. Brown
(2011) explained, “identification with a persona creates an ongoing experience of
involvement that influences many aspects of media consumers’ attitudes, values,
beliefs and behavior long after media consumption” (Brown, 2011, p. 19).
For the present study the conceptual definition of “identification with NFL athletes”
is adopted from Brown’s (2011) conceptualization of the term, and is defined as the
process by which an NFL fan adopts the attitudes, values, beliefs and/or behavior of
the NFL athlete or team with which they have created a parasocial relationship or any
type of identification. This concept is measured using Brown and Bocarnea’s (2007a)
Celebrity-Persona Parasocial Identification Scale.
1.3. NFL Fandom
Fandom “serves as a way for fans to confirm or enhance their own identity by
presenting themselves in ways that are consistent with the social group with which
they identify” (Scott, 2010, p. 76). Wearing sports team or athlete merchandise
exhibits fandom. The “A Crucial Catch” campaign, as with most sport-related PR
campaigns, sells merchandise including team apparel branded with the campaign logo
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and colors for NFL fans to purchase. “The partnership has raised more than $4 million
to date in support of the American Cancer Society’s mission to finish the fight against
cancer” (Falzarano, 2013, p. 2). In purchasing campaign-related products, the fans are
allotted the opportunity to support their team, exhibit their NFL fanship, and give to a
worthy cause. Based on fan behaviors, Hunt et al. (1999) created a typology to classify
levels of fandom for use by marketers in distinguishing differences in fan motivation
and subsequent behaviors. Hunt et al.’s (1999) fan typology groups consist of devoted,
fanatical, and dysfunctional fans that are then divided by the way in which they act out
their level of attachment to a team or an individual athlete. The entire fan typology
consists of conceptualizations of five types of fans: 1) the temporary fan, 2) the local
fan, 3) the devoted fan, 4) the fanatical fan, and 5) the dysfunctional fan. These fantypes are differentiated on topics such as possessing a self-concept of being a fan,
geographical factors, time boundaries, the internalization of a win/externalization of a
loss, and identity. The lack of conceptualization of fans for purposes of marketing at
that time encouraged Hunt et al. to suggest that “the interaction between the fan's self
and the sports consumptive object [whether it be a sport in general, or a specific
league, or team] defines what a fan is” (Hunt et al., 1999, pp. 440, 445).
While Hunt et al.’s (1999) fan typology consists of five types of fans the present
study categorizes a participant’s level of NFL fanship into three categories for
simplicity; 1) A non-fan, which includes season-only fans, 2) a genuine fan, and 3) an
extreme fan. These sections are distinguished by an individual’s level of agreement
with statements relating to their self-concept, the externalization of a win, geographic
constraint, deviation from social norms because of fanship, and identity. Consider an
individual who has no self-concept of being a fan yet who may at times view or attend
a game and root for a specific team for external reasons (e.g. being with friends who
root for team or being in a Superbowl pool). These fans would either be considered
non-fans or temporary fans in the Hunt and associates’ (1999) conceptualization since
they only watch the game and maybe root for a team for a short period of time. In the
present study, this type of individual would be considered a season-only or a non-fan
due to their lack of self-concept of being a fan.
Basil (1996) claimed “if identification is the source of a celebrity's effectiveness, it is
likely that this process of identification could make a significant contribution to
behavior change” (p. 472). The present study surmises these results compiled with
levels of NFL fanship might apply not only toward a consumer’s intention to purchase a
product, but also towards the intention to take the disease prevention action promoted
in the “A Crucial Catch” PR campaign, especially for individuals who identify with
campaign endorsers.
1.4 Athletes and Credibility
Crutchfield (2010) explains that celebrity endorsers have “the power to instigate
and inspire, enlighten and enrage, entertain and edify the consumer” (Crutchfield,
2010, p. 2), which further validates the use of celebrities in community health PR
campaigns, as the “A Crucial Catch” campaign does. Although ostensibly it seems as
though there may be a mismatch between NFL celebrity athletes serving as
spokespeople for this breast cancer awareness PR campaign, as only a minuscule
number of men actually develop breast cancer in comparison to women, Lee and
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Thorson (2008) proposed that a “moderate incongruence” between an endorser and
the endorsed product resulted in a higher purchase intention than a perfectly
congruent or incongruent endorser/endorsement match. This suggests that the
persuasiveness of a celebrity endorser is best when there is just enough of a productpromoter congruence to intrigue the consumer to think about an advertisement and
cognitively process the mismatch (Lee & Thorson, 2008). Inasmuch while discovering
this, their focus was mostly on persuasion and purchase intention of advertised
products. This finding is very beneficial for communication and PR managers
representing tangible products. Nonetheless, this leaves room to apply their finding to
investigate more intangible products like the PR efforts exhibited in CSR campaigns like
the NFL’s “A Crucial Catch”.
In conceptualizing Lee and Thorson’s (2008) results, one could posit that the
moderate mismatch in the “A Crucial Catch” PR campaign, that of the male athletes,
the endorsers, and the breast cancer awareness and call-to-action message, the
endorsed, could persuade consumers to pay more attention to this campaign.
Continuing, they found that when a consumer felt a higher level of involvement with
an advertised product, the level of endorser/endorsed congruence made no difference
in purchase intention (Lee and Thorson, 2008). Higher involvement led consumers to
take the extra step to cognitively comprehend any incongruent celebrity-product
matchup (Lee & Thorson, 2008). Hence, it seems as though individuals who feel a
sense of involvement or identification with campaign endorsers would actively attempt
to comprehend any moderately incongruent campaign. Relating to the NFL’s “A Crucial
Catch” PR campaign, it would be reasonable to predict that NFL fans with higher levels
of involvement will more likely make a concerted effort to comprehend thus exposing
themselves to the “A Crucial Catch” campaign than non-NFL fans.
Scott’s (2010) dissertation study found that repeated exposures of larger-than-life
football players led to the formation of perceived closeness with NFL players that likely
knew not of the fan’s existence (Scott, 2012, pp. 64-65). NFL fans may feel as though
they experience a sort of involvement with their favourite NFL team or NFL athlete
especially after great amounts of media exposure to these athletes, including but not
limited to television viewing, social networking, live sporting events and CRS PR
campaigns like the “A Crucial Catch”.
2. INSTRUMENT
A survey was created and administered from May to June 2014 to investigate the
proposed hypotheses in this research. Taking the survey during the NFL off-season
allowed for the most accurate determination of one’s level of NFL fanship year-round,
not just immediately after the winning or losing of a game. The use of Hunt et al.’s
(1999) internalization of a team win distinguishes a temporary season-only fan or nonfan from the genuine fan and extreme fan. Whereas the season-only fan would have a
minimal desire to externalize a team win or internalize a loss during the off-season, it
is assumed that a true fan (genuine or extreme) will continue to have thoughts of
externalization of wins and internalization of losses year-round. Regarding geographic
constraints, non-fans would likely change the team for which they are rooting if they
were to move to an alternative location where another team was more popular.
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Genuine fans might do this, but extreme fans most definitely will not. The main
differentiation between genuine and extreme fans lies in their perception of whether or
not it is acceptable for them to act in socially deviant ways due to their NFL fanship.
Genuine fans will likely consider being an NFL fan a part of their identity yet they
would not partake in socially unacceptable behaviors using their NFL fandom as
justification. In Hunt et al.’s (1999) conceptualization of the sport fan, they assert,
“being a fan is a necessary part of defining [oneself] and of presenting to others their
self-identity” (p. 341). This also helps to distinguish a non-fan from a genuine or an
extreme fan in the present study.
2.1. NFL Fanship
Hunt et al.’s fan typology is operationalized in the present research study by asking
research participants five separate questions, each addressing one of the
aforementioned topics related to being a fan (self-concept, externalization of a win,
geographic constraint, deviation, and identity). Responses were then summed to
determine where they fall on the spectrum of a NFL fan: non-fans (includes temporary
fan characteristics from Hunt et al.’s (1999) typology), genuine fans, or extreme fans.
2.2. Exposure
For the purpose of this study, investigation into the variable of exposure to “A
Crucial Catch” campaign, regardless of the communication channel, was investigated
with a simple scale, exhibiting questions that investigate an individual’s awareness of
key features of the campaign. This scale will question individuals on their agreement
with statements relating to their exposure to easily identifiable attributes of the
campaign: 1) The pink colour of cleats, 2) the presence of pink ribbon logos on the
field, 3) the existence of breast cancer awareness events hosted in NFL team
communities, 4) the NFL cheerleaders wearing pink during games, (5) and their
exposure to the campaign.
2.3. Identification
The Celebrity-Persona Parasocial Identification Scale (Brown & Bocarnea, 2007a)
was modified to measure identification with NFL athletes for this research study. This
scale consists of 20 Likert-type items, which have attained a Cronbach’s alpha
reliability of .87 (Brown, Basil, & Bocarnea, 2003). Brown and Bocarnea (2007a)
explained, “fans frequently view a team or a player as an extension of themselves…
[And] people commonly seek to adopt the values, beliefs, and behaviours of celebrities
and media persona [with] whom they admire” (Brown & Bocarnea, 2007a, p. 303).
With reliability given to their observation, the present study hypothesized that
individuals who identify with the NFL athletes were more likely to intend to follow the
promoted action encouraged by the athlete promoters.
3. METHOD
3.1. Sample and Procedure
Subjects participating in this study (N = 119) ranged in age from 19 to 88-years
old; the preponderance of participants in this study were female (74%).
Overwhelmingly the sample was composed of Caucasian (84%) individuals. The
highest educational attainment ranged from high school (8%) to doctoral (.9%). With
respect to their personal experiences with breast cancer the majority knew someone
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who had/has experience with breast cancer (65%) or had indirectly experienced breast
cancer struggles concerning a family member or a close friend with the disease (56%).
Despite this prevalence of experience with breast cancer, directly or indirectly, 19%
claim to have never had experience with the disease.
Two methods of analysis were employed to determine whether there was a
relationship between identification with NFL athletes, exposure to the campaign,
intention to take the promoted disease prevention action, and NFL fanship. Spearman's
rank correlation coefficients were used to test the relationships between identification
with NFL athletes and exposure to the campaign, identification with NFL athletes and
intention to get a breast cancer screening, NFL fanship and intention to schedule a
screening, and NFL fanship and exposure to the “A Crucial Catch” campaign. A MannWhitney test was used to compare the mean ranks for men (n = 27) and women (n =
72) on participants’ intention to schedule a breast cancer screening.
3.2. Measures
The variable of identification with NFL athletes was operationalized using a modified
version of the Celebrity-Personal Identification Scale (Brown & Bocarnea, 2007a). This
scale asks for the level of agreement with statements like “I try to do things I believe
NFL athletes would do,” “I look to NFL athletes as role models,” and “I advocate the
same things that NFL athletes advocate” on a strongly agree to strongly disagree scale
5-point Likert-scale. This original scale is comprised of 20 items; however, only 19
items were used for this study. It has been extensively used for dissertations and
research studies and possesses valid and reliable measures using as few as 10-15
items (Brown, 2014 March 14, personal communication).
This 19-item scale was used in Keas’ (2008) study with Cronbach’s alphas ranging
from .80 to .90 (Brown & Bocarnea, 2007a; Brown & Bocarnea 2007b). To
operationalize one’s level of exposure to the “A Crucial Catch” campaign held in the
month of October, a 5-point Likert scale comprised of 7 items was created. Gender
was operationalized asking respondents to choose either male or female in a
demographic question. NFL fanship is a construct created based on Hunt et al.’s
(1999) classification of sports fan typology and is operationalized using measures to
determine a participant’s level of NFL fanship. As suggested in Hunt et al.’s (1999)
typology, constructs relating to self-concept, externalization of a win, identity,
geographic constrain, and deviation were operationalized in a 5-point Likert-type scale.
4. HYPOTHESES
H1. Identification with NFL athletes is significantly and positively related to
exposure to the NFL’s “A Crucial Catch” campaign.
H2. Identification with NFL athletes is significantly and positively related to
intention to schedule a breast cancer screening.
H3. NFL fanship is significantly and positively related to identification with NFL
athletes.
H4. NFL fanship is significantly and positively related to exposure to the campaign.
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5. RESULTS
Results indicate a strong positive correlation (r = .528) with a strong statistically
significant relationship (p = .000) between identification with NFL athletes and
exposure to the NFL’s “A Crucial Catch” campaign.
There was a moderately positive (r = .251) and statistically significant relationship
(p = .006) between identification with NFL athletes and intention to schedule a breast
cancer screening.
A Mann-Whitney test indicates intention to schedule a breast cancer screening was
greater for women (µ = 56.84) than for men (µ = 31.76), (n = 72, U = 479.5, p =
.000).
Spearman’s correlation results indicate a strong and positive (r = .528) correlation
that was statistically significant (p = .000) between identification with NFL athletes and
NFL fanship.
Spearman’s correlation results indicate a moderately positive (r = .396) relationship
with strong statistical significance (p = .000) between NFL fanship and exposure to the
campaign.
6. DISCUSSION
This study showed a strong, positive relationship between identification with NFL
athletes and exposure to the “A Crucial Catch” campaign; as identification with NFL
athletes increased, exposure to the NFL’s “A Crucial Catch” campaign increased
concurrently. The moderately positive relationship between identification with NFL
athletes and intention to schedule a breast cancer screening produced information
beneficial for sport and health communication efforts demonstrating that using
athletes as spokespeople for community health issues was at least effective in
encouraging said action for the present study. As identification with NFL athletes
increased, the intention to schedule a screening, the action they promoted in the PR
campaign also increased.
Also, those with higher levels of identification with NFL athletes have an increased
exposure to the “A Crucial Catch” campaign and have greater intention to schedule a
breast cancer screening, the encouraged action, than those with lesser or no
identification towards the athletes. When differences in means based on gender and
intention alone were investigated, as one might surmise, more women (µ = 56.84)
than men (µ = 31.76) had an intention to schedule a breast cancer screening. The “A
Crucial Catch” campaign proved to be successful in reaching segmented audience
members who identified with NFL athletes. This finding demonstrates that those who
identify with NFL athletes have an increased exposure to the campaign and an
increased intention to follow through with the campaign’s suggestion of implementing
the health-related message they promoted, scheduling a breast cancer screening.
The current study showed a strong, positive relationship between identification with
NFL athletes and NFL fanship. In essence, participants who felt a strong sense of
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fanship towards the NFL had a greater level of identification with NFL athletes. This
hypothesis was presented, as a check to insure that there was a clear, positive
relationship between fanship and identification with NFL athletes. Similarly, Johnston
(2004) found support in his hypothesis that predicted that loyal AGF fans would view
their fanship as a great part of their self-identity (Johnston, 2004). Additionally,
Johnston found that fans with greater loyalty had greater intention to spend money on
merchandise as a means to exhibit their self-identification as a fan (Johnston, 2004).
Wundersitz, Hutchinson, and Woolley (2010) suggested, “the effectiveness of mass
media campaigns might be increased if message content and communication channels
are tailored to the characteristics of these more narrowly defined segments or
subgroups” (p. 10). Therefore, from a marketing standpoint, tailoring health-related
messages like the “A Crucial Catch” to those fans who already identify with the
athletes may increase the likelihood of message acceptance. Tailoring this campaign to
the greatest at-risk group of women 40 years and older who already identify with NFL
athletes, although potentially a smaller number, might prove effective in saving lives.
The number of advertisement and public relations (PR) messages that the average
consumer views on a daily basis continues to increase to exorbitant numbers with the
advent of product placements in cellular phone apps, Google’s tracking software, and
other communication technologies, which makes it harder even for PR managers to
reach intended audiences with important messages. Research studies like this one
exhibit that identification with athletes shares a relationship with intention to take the
PR campaign promoted action. This serves as beneficial for PR managers, as well as
points out a need for future research studies to investigate this variable further. Next
are mentioned some areas of future research to more extensively investigating this
variable.
7. IMPLICATIONS AND CONCLUSIONS
Based on the similarities in fan-base fervor of FIFA and NFL fans, among other
similarities between the two enterprises, implications from this research suggest that
future investigations subsequently be applied to other sports PR campaigns like FIFA’s
similarly effectual public health promotions. While the researcher has particular
interest in investigating both the NFL and FIFA’s head injury PR campaigns and the
relationship identification with athletes plays in making the campaigns more or less
effective, other health-related PR campaigns like the NFL’s “Play 60”, encouraging
youth to spend 60 minutes a day playing or exercising, or FIFA’s “Football for Hope”,
which focuses on youth leadership in “building a better future through football in
[fans] respective communities” (Football for Hope, n.d.) can benefit from akin
investigation. Examining viewers’ identification with athletes and the goals of the PR
campaigns of which they promote, as the present research did, can allow sports
management to gain insight into ways to produce effectual promotions benefiting not
just the brand of the sports enterprise but also the community at large.
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ABSTRACT
In a region characterized by internal socio-political differences and instabilities, such as the
Middle East, the need to study and understand interpersonal arguing is becoming more and
more critical. Our focus is on the perception of two socially different populations, the Emirati and
the Lebanese, regarding their everyday argumentative interactions. Our sample consisted of 50
Lebanese and 34 Emirati young adults, all of them University students in different majors. The
standardised interview used aimed at identifying how people define and perceive the process
and outcomes of arguing with one another in different contexts. The Lebanese sample displayed
a major understanding of efficient argumentative processes, while the Emiratis seemed more
susceptible to the power of the speaker as a prerequisite to success in argumentation.
Moreover, the Lebanese mainly defined argument as a process of learning from each other,
whereas the Emirati mostly defined it as a fight or strong disagreement leading to an outcome.
Keywords: Argumentation, culture, Middle East, perceptions, grounded theory

INTRODUCTION
“Arguing is a fundamental human activity, perhaps the primary means of coming to
new understandings” (Hample, 2005; p. 1). Together with explaining, arguing is a
main tool for constructing social reality, since it is the process of reasoning that people
apply in order to “make sense of their worlds, and (perhaps) impose that sense on
other people” (Antaki, 1994; p. 1).
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Definitions of what arguing is could be grossly classified into those that focus on
argument as a product (type1 argument in O´Keefe´s definition) and argument as a
process (type2 argument, O´Keefe, 1992). In the first case, the main focus is on
defining those components and structures internal to what people express, whether in
written or oral form. Arguments are then analysed using linguistic and logic-based
methods. In the second case, focus is on the complex synergy of components that
make the process of argumentation more successful or less so. These components are
normally defined using a variety of approaches, including cognitive, dialectical,
rhetorical, pragma-dialectical, socio-political, as well as others. In this paper, our use
of the term ‘arguing’ includes both definitions of argument (as product and as process)
with particular focus on the action of presenting reasons in order to defend one´s
ideas.
Arguing can also be both intrapersonal and interpersonal. The former refers to
cases in which reality is socially and logically constructed in the mind of a person. The
latter focuses on a communicative situation in which at least two people are involved.
An argumentative perspective on communication “involves the study of reason given
by people as justification for acts, beliefs, attitudes and values” (McBath, 1984, p. 5).
On the other hand, not all interpersonal arguing follows rules of successful
communicative interaction. That depends on what each of the interactants involved
defines as the goal of this interaction and the possible means to achieve it. A first
distinction refers to perceiving arguing as a constructive interaction or as a quarrel.
These are two different communicative situations with different goals. As Hample
(2005) explains, “the point of dialogic arguing is to move toward resolution; it is
stimulated by the perception of opposition, and its means are evidence, weighing and
integration” (p. 18). Also, according to Walton (1989), “all dialogue arises from a
problem, difference of opinion, or question to be resolved that has two sides” (p. 10).
Hence, a quarrel is a type of dialogue which starts from a state of emotional disquiet
and has the ‘hitting’ out at the other as its main goal (Walton, 1989). And so, all types
of dialogue, including a quarrel, might include an argumentation element. However, if
the appropriate rules and methods of argumentation are not honoured by both
participants, this might lead to a series of personal attacks, to an absence of the
listening component, or even to physical harm as a means of imposing oneself.
Alternatively, constructive interpersonal arguing is associated with successful problem
solving, deep learning, reflection, collaboration, and other states of positive sociocognitive growth.
With this polarity in mind, the Middle East comes across as an interesting testing
ground due to its history of conflicts (especially in the last three decades) and mainly
because of the variety of religious, social and political thoughts and movements (see
Rafizadeh, 2011 for an overview). As the strive for freedom and democracy has been a
major motive for people feeling oppressed, arguing has been an important means of
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interaction in different forms. Yet the term itself is by no means an easy one to
conceptualize nor is the active application of it easy to bridge into real life situations.
In fact, our personal experience of conducting debate trainings with numerous Arab
students and activists in different parts of the Arab world, confirms that the terms
‘debate’ and ‘argument’ are generally misconceived and are, in most cases, linked with
violence. In the first instance, ‘debate’ is generally confused either with the more
circular type of ‘talks’ or ‘discussions’ that have no proper structural basis nor makeup, or with an activity that inadvertently leads to violent outcomes as most Arab
television talk shows present (the most famous example of which being the popular
Aljazeera show entitled “The Opposite Sense”).
The same ill-defined image emerges when someone attempts to define the qualities
of Arabic argumentation as a linguistic strategy aiming at convincing an audience of
the truth of an opinion. Although Western traditions place a great emphasis on logic
and counter-argumentation, Arabs tend to apply a rhetorical strategy described as
presentation, which consists of “repeating, rephrasing, clothing and reclothing one´s
request or claim in changing cadences of words” (Johnstone Koch, 1983; p. 48). This
repetition in form of paratactic sentences creates presence, which means that the
arguer speaks to the heart of the opponent, through “bringing rhetorical claims into
the affective present” (Johnstone Koch, 1987; p. 95). However, the adoption of such
strategies that mostly depend on the moment of the arguing or the character of the
arguer rather than the effective goals and components of argumentation as process
and arguments as products does not guarantee consistency in the definition of what
constitutes a good argument for a specific dialogical context.
Hence, the present paper addresses this confusion and potential differences in
perceptions towards interpersonal arguing, internal to the Arab region. It focuses on
two Arabic-speaking populations, living in two Middle-eastern regions (the United Arab
Emirates and Lebanon) with different realities and a contrastive past and present.
Compared to Lebanon, the UAE is considered to be a more conservative society with
all locals following the Islamic religion and law (sharia). At the same time, the two
biggest Emirates, i.e. Dubai and Abu Dhabi, have become multicultural hubs for
different nationalities and types of immigrants, with the very rich living together with
the very poor. Yet interestingly, while the integration of Western business models and
media in the life of the locals, especially in Dubai, has led to a convergence of western
attitudes and beliefs, it has not really affected core behaviors of the locals in this
Islamic society, such as the gender segregation (Hills & Atkins, 2013). Lebanon, on the
other hand, is more of a westernized country; highly multicultural and multi-religious in
nature, with 18 officially recognized religious groups (United States Department of
State, 2011). Historically, Lebanon was a financial hub in the Middle East and was a
top tourist destination especially in the 1960s and early 70s. Unfortunately, changes in
demographics mainly due to the Palestinian influx of refugees to Lebanon in the late
40s, 50s and 60s led to a predominantly Sunni uprising against the Christian, west-
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oriented president in 1958 and eventually to a 15-year civil war in 1975. Currently,
Lebanon continues to face sharp divisions within the governing parties especially since
the beginning of the Syrian war in 2011.
METHOD
The aims of this research are to describe the perceptions of interpersonal arguing
among young adults in Lebanon and UAE, and to identify any comparable patterns
that differentiate the two populations. Our hypothesis is that given the different
historical, linguistic, religious and socio-cultural and political exposures of the two
populations, the Lebanese would perceive arguing differently and probably more
deeply than the Emiratis.
Data Collection
The method we chose as most appropriate for the data collection is the
standardized interview. This method allows for scheduled probes and, therefore,
comparable answers between the participants (Berg, 2001). Moreover, in comparison
to self-response instruments, in standardized or structured interview, “there is the
opportunity for the interviewer to interpret questions, clear up misunderstandings, or
even gather data from those not fully literate in the designers´ language –for example,
in cross-cultural studies” (Black, 1999; p. 238).
As the topic of arguing might be considered as sensitive, especially in the more
conservative UAE, due to its implied relation with democracy and democratic values,
we opted for two ways to increase the participants´ sincere and bias-free response.
Firstly, we asked locals (three trained research assistants) to conduct the interviews on
their compatriots with possible explanations in Arabic when appropriate. Secondly, we
asked all three assistants to follow exactly the same format and order of questions, to
avoid any misinterpretations from part of the participants.
The total number of interviewees was 84 (50 Lebanese and 34 Emirati), all
University undergraduates in different majors and from both genders. The reason why
the UAE sample was smaller was due to difficulties in hiring a male assistant to
complete the task. For this reason, the females are more than the males in the Emirati
sample since it is necessary for the interviewer to be of the same sex as the
interviewee in the UAE.
The questions used were based on recent cross-cultural research, which aims at
identifying attitudes towards interpersonal arguing in different cultural populations,
such as India, China, and the United States (e.g. Hample & Anagondahalli, 2014; Xie,
Hample, & Wang, 2014). However, all these studies use quantitative methods. To our
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knowledge, the research in this paper is the first effort to use qualitative methods in
describing how people from different cultural backgrounds perceive arguing. Due to an
absence of similar studies, we designed our interview on the basis of the quantitative
instruments used in the previously mentioned studies, and more precisely on the
scales of argument framing, motives, and influence on personal relations (for more
information on these scales see Hample, Warner, & Young, 2009).
Data Analysis
According to Brown and Yule (1983), the cognitive structuring of ideas, especially
when it comes to the thematic organization of sentences, does not necessarily follow
linearity. This, in the case of an interview, implies that an answer to a question might
be found in the answer to another question, or that pieces of answers might form a
thematic category that would interest the researcher more than the actual answer to a
question. Especially in the case where the topic of interpersonal arguing is ill-defined
and cultural-specific, we expected a certain circularity in the thematic categories to
emerge together with several inter-connections within the discourse. This is why the
grounded theory and especially the constant comparative method (CCM) seemed most
appropriate for our data.
Applying the grounded theory steps to the analysis of interviews (Boeije, 2002), we
performed the following comparisons to the data:
1.

Searching for criteria of comparison within the same interview

2.

Comparing the criteria found in one interview with others in the same sample

3.

Defining codes for all criteria

4.

Comparing codes among them, in the same interview, and between interviews

5. After all codes are identified and classified according to the criteria, comparing
interviews of the same group and between different groups
In the end we came up with five criteria for comparison and 50 codes, among
which some of the most frequent were: fight/quarrel (60/84), different
perceptions/viewpoints (44/84), prove oneself/someone right/wrong (41/84).
FINDINGS
The first major finding, which confirmed our hypothesis, was that two clearly
different patterns of perceiving interpersonal arguing emerged among the participants
and these were distributed unequally in the two populations, implying that the
difference might be due to distinct socio- cultural and political realities of the two
countries.
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More precisely, a first clear distinction was observed between participants who
believe that arguing is about fighting and quarrelling and those who do not. This was
expressed only by one out of 50 Lebanese participants, whereas it appeared with a
high frequency (16 out of 34) among the Emiratis. This finding was also confirmed by
approaching the issue from the opposite sense. While 27 out of 50 Lebanese agreed
that a calm discussion leading to an agreement corresponds to an argument, only 7
(out of 34) Emiratis saw the same thing. Paradoxically, of these 7 participants, 2
claimed that arguing is also about fighting. This perspective was consolidated mainly
by the Emiratis who consistently pointed out that it is the outcome of the argument
which is the deciding factor in whether arguing is seen as a positive or negative
experience; i.e. whether the arguer came out ‘winner’ or ‘loser’. Again, interestingly,
while the word ‘outcome’ did not appear in the Lebanese sample at all, it emerged 27
times in the transcripts of the Emirati interviews. The Emiratis also described arguing
as a process that can start as a discussion and then evolve into a loud disagreement,
sometimes including violence. Another interesting pattern for the Emirati sample, was
that there is a normative character to arguing, i.e. what argument should be, which is
very rarely respected; thus, what argument actually is might more look like a fight.
Table 1 shows an example of comparison between a Lebanese and an Emirati
perception on the five criteria emerged from our analysis.
Table 1 Two Perspectives of Participants from Lebanon and UAE

Criteria for
comparison

An argument is a set of
reasons given to support
an idea (P17)

Structure components

Reasons/logic,
standpoint/idea/opinion
Disagreement, Express
oneself/opinion, sharing
ideas/learning

Process components

Influencing factors
Types/criteria
Distinctive from

Listening
Strong vs weak
Settlement/compromise,
Fight/quarrel, Negotiation

Arguing is a disagreement
between two people which
can end up either with a
good outcome or a bad
one (P61)
Disagreement,
Fight/quarrel, problem,
one-sidedness, reach
agreement/conclusion,
different
perceptions/viewpoints
Listening
Professional vs non proper
Have the same goals,
Anger/emotions/tension

Although reaching an agreement or conclusion was one of the most common
process components for both groups, this agreement was more like a settlement or
compromise for the Lebanese, while it was the result of imposing oneself on the other
for the Emiratis. For the Lebanese, learning and sharing ideas could be itself an
important outcome of arguing, whereas the outcome is considered positive for the
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winning party and negative for the losing party in the Emirati sample. Table 2 shows
representative explanations from the participants regarding the above.
Table 2 Lebanese and Emirati Answers Regarding Outcomes of Arguing on
Relationships
Do you believe
Yes, because when you
If the person I am arguing
that arguments
understand the other and his with agreed on my opinion and
point
of
view,
your what I have to say about
can promote
relationship gets better (P21). something,
then
my
personal and/or
Yes, because there´d be relationship with that person
professional
more interaction between will for sure strengthen. But if
relationships?
people. This will help them the person I am arguing with
learn from each other, and thinks I am wrong, then my
they
learn
how
to relationship with him/her will
communicate with each other definitively weaken (P64).
If I am arguing with
(P17).
Yes, because one can someone and I feel that this
get more information. One person is not accepting what I
would be satisfied if he/she am saying then for sure my
listens to the other and gives relationship with that person
will weaken. But if the person
his/her opinion (P10).
is arguing back to me and is
starting to be convinced by
what I am saying, then my
relationship could either stay
the same or even strengthen
(P22).
In terms of those factors that influenced the quality of arguing, listening seemed to
be one of the most crucial for both groups. The second most frequent factor, related
to that, is the person´s character or attitude. However, there was a difference in the
perception of the role of the person’s attitude for the two groups: although for the
Lebanese (8 out of 50 participants), the person´s attitude was just another factor to
take into consideration together with the topic of arguing, for the Emiratis (15 out of
34) it emerged as a deciding factor in influencing the outcome of arguing as being
positive or negative. This difference might also explain why the comment ¨take it
personally¨ only appeared as an obstacle to arguing among the Emiratis, in contrast to
the Lebanese who did not mention it at all.
Last but not least, one similarity between the two groups was the implicit reference
to power distance as an important contextual dimension in both societies. However, as
Table 3 shows, another perceptual difference was evident: although the Lebanese
almost exclusively related power distance to work situations, i.e. between managers
and employees, for the Emiratis it was more of a shared reality in a variety of life
situations. The fact that these notions relate to culture rather than to other variables
was also expressed by the participants in several instances, both by the Lebanese (e.g.
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“If it’s like children arguing over a toy, like the Lebanese politicians, it would be a fight.
If it is civilized, it would be an argument”; “Diplomats are negotiating with one
another: if they are like Lebanese, it is no arguments. The Lebanese focus on one
point without proof”) and the Emirati (e.g. “In western cultures they would end an
argument and give space to each other, but for Arabs it could get physical and
rough”).
Table 3 Lebanese and Emirati Implicit References to Power Distance
If there is a disagreement at work, it
If you are arguing with your friends
depends: if it is the employee’s fault
or family members it will be easy going
because he did not submit something on
because they know your personality. But
time, it would be a fight (P11).
for example if you argue with a professor,
If there is a disagreement at work, it
some professors think that they are
is an argument to a certain extent. If it is
always right and if you argue against
not an argument, then one of them is
their opinion they may find it offensive
imposing himself on the others (P12).
(P57).
Since I view argument as a negative
thing like shouting and yelling and talking
If there is a disagreement with your
back. I think that it will weaken the
boss at work, it had better be an
argument not a fight. However, if it is with relationship for sure especially between a
man and women (P60).
your co-workers, it may lead to a fight
Another example maybe in a
(P13).
meeting if there is an argument between
the employees and the boss after the
If there is a disagreement with a
boss at work, you cannot defend yourself; argument it will weaken the relationship
and the employees will have mixed
the boss is definitely going to win, so it is
feelings (P65).
not an argument (P16).
(People argue) I don´t know maybe
to prove that they exist (P66).
If there is a disagreement with my
If I know if I will lose the argument,
boss at work, I have no right to say
I would not get into it, and if I am on the
anything; I have to follow his orders (…)
weaker side I won’t go through this
If I am the manager, my employees have
no reason to argue with me because I can argument. Some arguments are obvious,
so you can’t tell why a red light is a red
fire them (P18).
light (P72).
DISCUSSION
Looking at these findings in the context of the two countries’ social realities, there
seem to be some gross contradictions between the emerging patterns regarding
arguing and the socio-cultural and political realities, mainly of Lebanon. To begin with,
Lebanon has been, and continues to be, a highly unstable country, almost always at
the verge of war, whether internal or external. Since its inception in its modern form
and after its independence from France in 1943, Lebanon has witnessed numerous
violent conflicts including a 15-year civil war that completely devastated the country.
More recently, sharp divisions within the government have also placed the country in a
power vacuum, almost one year (to date) without a president to the Republic, all as a
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result of the power struggle between the pro-Iranian and pro-western socio-political
factions. These divisions have, in the recent years, led to numerous assassinations,
continually failed talks (mainly sponsored by other Arab nations) and a general
absence of any sense of security and stability. In such a context, it is extremely
difficult to explain the advanced understanding of the positive elements of
argumentation that the Lebanese sample exhibited.
To begin with, there is a semantic/language acquisition element to explaining the
differences between the Lebanese and Emirati samples in reference to their different
descriptions of the process and structure components of the term. The term ‘arguing’
obviously has more than one sense: one including the violence/fighting/quarrelling
aspect; another, the mature evidence-giving and knowledge-enhancing aspects,
among others. Yet between these two, the quarrelling sense is the one that children
learn first, at least in the context of English as a second or foreign language. This
means that until they begin their more advanced academic education (secondary
school or even university), the term is used predominantly to reflect the violence
sense. Consequently, and since the two senses are almost contradictory in nature, one
being more of a lower level emotional reaction, the other a higher level rational
activity, it is understandable that the two meanings can still be confused, thus
explaining some of the internal, group contradictions that students exhibit in describing
the process components of the activity. On the same note, what can further explain
this variance is that the level of English of the Lebanese sample is generally better
than that of the Emirati, possibly because Lebanon’s school educational systems teach
one or two foreign languages starting at grade one, and also keeping in mind that
Lebanon is traditionally considered to be a more cosmopolitan and westernized
country, whose population sometimes seems more comfortable using English and/or
French to express ideas.
Another possible interpretation for the presence of more consistency within the
Lebanese sample and less so in the Emirati sample is that many of the Lebanese
students who took part in these interviews were at the time taking a course in
argumentation and rhetoric. In other words, they were familiar with the main elements
and constituents of an argument, and the information was still fresh in their heads.
And this explains the contradictions between what is seemingly an overwhelmingly
consistent positive attitude to argument and a deep understanding of it on the one
hand, and the social reality of a university in a country that is generally dysfunctional
when it comes to one of the most argument-prone activity of all: elections. An earlier
comparative analysis of argumentative strategies in editorials conducted on Lebanese,
Syrian and US newspapers suggests an emerging pattern in the Lebanese editorials
which is somewhat transitional in nature: not as circular, repetitive and evidencelacking as Syrian editorials, but not yet as evidence-based and as counterargumentative as US editorials (Badran, 2013). This could explain the above
mentioned contradictions; i.e. that the Lebanese sample knows enough about the
constituents and features of proper arguing but is not yet in a position to apply it fully
in their everyday lives. The reality of the country suggests precisely that.
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Finally, concerning the differences in perception of power distance between the two
groups, this is yet another clear reflection of a society in transition (the Lebanese) vs.
a more conservative Arab society (the Emirati). While it is undeniable that power
distance does exist in situations beyond the workplace, the choice of the Lebanese
sample to point out that situation exclusively in their interview is a clear indication of
the current will of the youth to move towards a western-like society where personal or
family connections play less of a determining role in one’s life. What stands out,
however, is their reference to politicians’ practices as an example of improper
argument. That particular perception of power distance is clearly different than in the
Emirates.
From the Emiratis´ point of view, arguing resembles a continuum of which one side
is a discussion and the other side a fight. For them, both are sides of the same coin, as
the same situation might turn out to be a quarrel. What matters, in the end, is the
outcome of arguing. This view is related to the pragmatic view of arguing described in
Mercier (2013) as being expressed by the Chinese philosophers in contrast to the
Greeks, who give emphasis to deductive arguments eligible to convince a large
audience of the truth or right of an opinion. Being pragmatic in arguing means that
pursuing a given course of action determines the scope of the argument. Another
interesting aspect that emerged in the Emirati sample is the danger of taking
argument personally as it might harm relationships. This attitude might be related to
the extreme value that Emiratis give to their families, as result of their recent Bedouin
past, but also to their fear of losing face, or of making others lose face through
insulting them (Merkin & Ramadan, 2010).
CONCLUSION
As a conclusion, it can be said that there was an evident degree of sociocultural
influence on the perceptions of interpersonal arguing as expressed by Middle Eastern
participants. This result can be read through a cross-cultural as well as an educational
research paradigm. From a cultural perspective, we believe that a person’s arguing
perceptions and patterns are clearly influenced by the social and political contexts. As
Mercier puts it, “when it comes to argumentation, an important part of the context is
made of the arguments one hears being produced and evaluated. These arguments
can influence one’s own argument production and evaluation in different ways” (p.
408). However, and again from a cultural perspective, what we feel has generally been
lacking in current studies is a clear account of the variety in Arab sub-cultures that
need to be differentiated in regard to how they reason, argue and behave. The case of
Lebanon and the UAE is a clear indication of real differences that exist.
From an educational perspective, one of the variables that might have led to the
differences which emerged between the two groups is the fact that the Lebanese
simple had a recent exposure to argument teaching. Of course, the positive effects of
explicit training on general argumentative skills among young adults has been shown
elsewhere. Nonetheless, more research is necessary to be able to identify any possible
influence on how people define and perceive arguing, especially in the Middle Eastern
region where constructive arguing is of crucial importance in political negotiations.
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Debate training, for example, is a promising starting point in attempting to change the
perception of power distance influence especially on women and possibly to lead to
their empowerment and leadership self-efficacy.
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