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ABSTRACT

The concepts of credibility, attraction, power, and
"homophily" (degree to which source and receiver are similar in
certain attributes) have been investigated as independent and
unrelated variables in the communication process. The authors seek to
establish the relationship of these variables as subdivisions of the
overriding concept known as source valence. First, they establish the
theoretical foundations of the four components. Second, they
summarize previous research on the components and then set goals for
future research. Third, the authors examine some of the problems of
the research methodology in this area. Their final suggestion is that
researchers concentrate more on source valence rather than the
subsets. (Author/RN)
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SOURCE VALENCE: Aii IMPROVED CONCEPTUALIZATION

The concepts of credibility, attraction, power, and homophily have been
investigated as independant and unrelated variables in the communication
process. This paper attempts to establish their relationship as sub-sets
of the overriding concept labeled "source valence.” In addition to t.e
theoretical considerations this paper also considers operational and
methodological problems in source valence research.

Theoretical Considerations

The components of source valence discussed in this section are
credibility, attraction, power, and nomophily. The research concerned
vith each of these components is not summarized in this paper because
such summaries and syntheses are readily available. The emphasis here
is on tite conceptualization and theoratical foundation for the study of
each concept.

Creditility

tiost of the source valence research has concentrated on the creaibility
component. Credibility has been defined as the recciver's attitude toward
a source and operationalized in terms of the dimensions of that attitude.
Several summaries of credibility research (Andersen and Clevenger, 1963;
ficGuire, 1969; and Lashbrook, 1971) provide detailed support for the
observations that follow.

Rhetorical theory has had a significant influence on credibility
researcih. Aristotle's empiasis on ethos and Quintilian's concentration cn
"the good man speaking well" have both influenced the establishment of
source credibility as a central variabie in communication research. This
centrality has been justified by the consistent finding that credibility
has a sigrificant effect on immediate attitude change, although a long-
term effect has not been confirmed (Anderson and Clevenger, 1963;
.icCroskey, 1968; iicGuire, 1965; and Lashbrock, 1571).

Consistency theory and other attitude change theories (e.g., social
Juagment theory) have provided a more sophisticated rationale for credibility
research.  Consistency thenries (congruity, balance, and dissonance
tazories) predict that when an individual has two or more attitudes which
are inconsistent with one another, change in attitude will occur. The
most tnorough explanation of dissonance reduction comes from studies
utilizing various degrees of credibility. Aronson and Carlsmith (1963),
for example, hypothesized that attitude change would be a function of the
conmunicator’'s credibility and the degree of message discrepancy. The
rationaiz for this hypothesis is Lased on the assumption that for different
receivers the credikility of the comunicator and the discrepancy with
the communicator's position will be perceived differently. For the
communicator with perfect credibility (tie ideal case), attitude change
would be a linear function of discrepancy. The greater the discrepancy,
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the greater the dissonance and, hence, the greater the attitude change
that results. As a communicator becomes less credible, the receiver has
tihe option of derogating the source ‘as a means of dissonance recuction.

As the comunicator's credibility declines, the curve representing attitude
cidige will decline to the point of zero discrepancy. The results of this
siucy support the linear relacionship and consistency theory. There is a
large body of research which supports the pronosition that attitude change
is a function of communicator creditility and the decree of discrepancy.
Regardless of the obvious limitations of consistency theories, they have
paen extremely usaful in predicting the effects of credibility on attitude
changa.

Credibility has ieen analyzed principally in terms of two dimensions,
competence ang character. Competence refers to the receiver's perception
of the sourca's expertise ans ability to know the issue. Character is the
recziver's perception of tie source's trustworthiness and motivation to
cormunicate the issue honestly. At nresent, the literature suggests that
perceivad competence has more persuasive impact than perceived character
(“icGuire, 1569).

Bttraction

Surmarias of attractien research (Berscheid and Malster, 1969; ilcGuire,
209; and :.cCroskey, Larson, and Knapp, 1971) suggest that consistency
tueory has also provided the primary base for reszarch on this component.
Consistency theory would nredict that the receiver's change in orientation
is a function of the attractiveness of the source.

fittraction refers to the receiver's identification uith the source.
victuire (19C8) has suggested that there are at least three aspects involved
with attraction: similarity, femiliarity, and liking. Similarity is the’
extent tuat a receiver perceives a source to be like him, familiarity refers
to the fraquency of contact or degree tc which the receiver knous the source,
and 1iking is the feeling of closeness that a receiver has for a source.
vicCroskey, Larson, and Knapp (1971) have specified four bases of attraction:
proximity, physical appearance, rewards, and similarity. Proximity refers
to the same idea that familiarity does and similarity is the same in both
conczptuzlizations. Physical appearance is simoly the source's physical
attractivaness in terms of the personal tastes and values of the receiver.
The final aspect, personal rewards, concerns the receiver's anticipation or
rzceipt of reinforcement from the source. Researchers have suggested that
each of these factors contribute to the recciver's attraction to the source
anc, consequently, to his orientation.

Powar

Gencral discussions of the power component (Collins and Guetzkow, 1064:
Clark, 1968; and licGuire, 1969) indicate that consistency and learning
taeories have both provided bases for research in this area. Learning
theory predicts tinat the source will have influence to the deqree that the
rerceivers perceive his actual or potential ability to reward them. This
praciction also relates to the aspect of personal rewards cited in relation
to the attraction component.
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Pre-19G0 research utilized a variety of techniques to measure source
valence: ranking, sociograms, prestige indices, lincar rating scales,
Thurstone scales, Likert scales, and semantic differential scales. In
their sumrary of crecilility research Andersen and Clevenger (1963)
recommenced that tiie dimensions of crecitility should be explored throuah
multivariate analysis (in terms of variety of auditors, speakers, and
situations) using semantic differential teciniques. That challenge has
only been partially fulfilled.

Post-1960 rescarch on attraction, pnower, and homonhily has resulted in
little measurement improvement. Credicility research, on the other hand,
11as produced measurement improvements via factor analysis. ilumerous studies
have attempted to establish source credibility as a multi-dimensional
construct (i.e., Andersen, 1961; Berlo and Lemert, 1961; Lemert, 19€3; King,
1356; iicCroskey, 155G; markham, 1968; Hhitehead, 1763; Berlo, Lemert, and
dertz, 1969; Fulton, 1970; ficCroskey, 1971 icCroskey and +cCain, 1672; and
icCroskey and Hamilton, 1972). The dimensions of competence and character
(Berlo and Lemert, 1961; iicCros ~v, 1466; and Berlo, Lemert, and ilertz,
1368) are clearly credibility factors. In addition, credibility research
nas begun to isolate other dimensions of source valence. A dynamism factor
isolated by Berlo and Lemert (1961) is not really credibility, because it
is not exclusively evaluative. The physical attraction factor (Hamilton and
Hunter, 1571) is part of the attraction component not credibility, and the
homopnily dimension found by !icCroskey and Hamilton (1972) is also definitely
act credibility. Credibility research, unintentionally, has gone beyond its
or;gina] scope to jsolate several dimensions of the broader concept of source
valence.

Future research will achieve tvo goals: establishing other dimensions
anc determining the relative importance of the dimensions for various
contexts. iicCroskey and [icCain (1572) have found additional dimensions of
source valence not directly specified by previous research: task attraction,
social attraction, and physical attraction. !hen rescarchers pegin
exaiining source valence rather than its comnonents, several other dimensions
::i11 probably cmerge. The other goal, determining rclative importance, will
also improve conceptualization. King (1971) is the only researcher, at
present, vno has attempied to determine the relative importance of dimensions
in a varicty of contexts. He considered both source credibility and similarity
(attraction and nomophiily) research in the derivation of his hypotheses. The
two bouies of research suggest different results. Creaibility research
suggests that dissimilarity (differences in competence and trustworthiness)
producas more attitude changa and similarity research suggests that similarity
presuces more attitude change. He found that regardless of message type
tae objectively dissimilar source (in teyms of competence) was more persuasive
than tne oujectively similar source anu the subjectively similar source (in
ternis of attitudes, values, and interests) was more persuasive than the sub-
Jectively dissimilar source. This interaction effect helps explain much of
the confusion associated with the research of these two components. iiore
researcin to investigate the relative importance of source valence dimensions
in a variety of communication contexts is needed.




.iethodological Considerations

Several otiier problems existent in source valence research need to he
notad.  First, nresent rescarch models are highly inadequate. The heavy
reliance on analysis of variance is umiarrantec because it does not provide
enrougn information and, specifically, does not allow for a systematic
combination of variables. The regression modal is an improvemeni for many
research proulems; however, both analysis of variance and regression assume
linearity. Unfortunately, some of the dimensions of source valence may not

nave linear relationships with important communication variables. Other
research models are necossary.

Seconu, rescarchers need to develop more isomorphism between theory
and data and between cata and analysis. Too ofien the cata dictates the
analysis rather than the thizory providing the basis for design considerations.

% third problem concerns reporting. Uith such orcat diversity in
conceptualization of source valen~c properties careful reporting is essantial.
In a raview of over 90 studies Laslhibrook (1871) found that over one-third of
the studies provided no theoretical rationalo for the development of hypothicses.
Operational definitions :ere almost totally neglected and measurement vras
usually poorly explained and justified. Procedure and results sections
vare 2ls6 incomplete. In order to integrate reseaich findings it is extremely
inportant that reporting be complete and accurate.

K final consideration is the control of source valence. There are
really three prohicms associated with control. First, it is clear that source
valence nay act as a contaminating variable in many tynes of research. Mith
future research regrassion equations can be usod to gererate covariates to
exiract tiie effects of source valence. £ second protlem is the control of
Snurce valonce as an independent variable. Inductions may te ineffective
for several reasoas. A comrion probiem occurs with the use of a supposealy
veli-knovi expart whom the subjects do not knov. This can te corrected by
protesting sources with a contiol group. A more common problem occurs with
i woous lou valence source when introductory information does not make the
recaivers parceive the source as lo:. Recent rosearch (Lashbrook, Daley,
Hamiiton, and Todd, 1972) may eventually provide a method for inducing
creciibility on the basis of the information sezking behavior of the receivers.
Indestions may also be ineffective bacause only one cimension has been
irasipalated. A third control problem is associated irith experimenter bias.
rResearcher sponsorshin increases the 1ikelihood that subjects will view the
message as uoriny of consideration. Holtzman (196C) examined this effect and
founu that instructor sponsorship, but not unfamiliar sponsorship had a

coifounding ethos effect. Unfamiliar sponsorship should be used to prevent
that effect.

In conclusion, in addition to the operational and mathodoalogical
reconmendations, e would suggest that rescarchers should concentrate on
source valence rather than its various subsets. This higher order concept-
valization will nrovide for an improved basis for theoretical developrent.
Tha riest heavily ‘rescarched variable has only begun to' be rescarched. o
cuestions ratiior than answers have been’ the product of nrevious reszarch.
Source valence is a complex concept about which little is yet known
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