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have supported me during the process of writing thesis, who gave me the opportunity to
follow an internship, and who enabled me to créaiepaper.
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out with creating the fictional weblog. | thank theople at the Strategic Development Group
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result | proudly present to you.
Thank you sincerely,
Bob
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Abstract

New (Internet) technology has affected personatimadf politics, which has led to the rise of
the political weblogs. Political weblogs facilitate (new) form of interpersonal computer-
mediated communication (CMC). This interpersonal Ckffects a great portion of the direct
feedback that is available in normal face-to-facaeversation. In face-to-face interaction,
humans make a (social) judgment (thin-slice judginabout the personality solely based on
brief exposure to nonverbal cues. The current reeeexamines the effect(s) of thin-slice
judgments in an online context. It is proposed thatinterpretation of personal information
(e.g. face-trustworthiness) may affect the perseasss of online-content.

In a 2x3 between-subjects true experiment the wawhich personal information
presented on a political weblog influences the ymstweness of the weblog-content was
investigated. A group of 148 individuals particgatin a scenario experiment in which
participants were primed supraliminal (100ms) widhface (untrustworthy-face versus
trustworthy-face versus no-face), and subseque&vehg assigned to read a fictional political-
weblog, differing in argument-strength (weak argateeversus strong arguments).

Results indicate that individuals are influencedthy appearance of nonverbal static
cues. Hence, under certain circumstances perso@almation presented on a political
weblog is processed through a subconscious autonsédige. The processing of face-
trustworthiness subsequently effects the processinige weblog-content. The automatically
activated thin-slice judgment was subconsciousgdusy recipient as a ‘lens’ through which
individuals “see” the weblog-content. This affedtdlowing information processing, and
defines image-formation. Although message-recigidotemost process the weblog-content
deliberately, the previously activated judgment erates the persuasiveness-process. In
summary, the personal information presented on lgigad weblog does influence the
persuasiveness of the weblog-content, dependindpeothin-slice judgment that is based on

interpreting this personal information.

Keywords: Political weblogs, CMC, thin-slice judgments, fdanestworthiness, argument-

strength, message-persuasiveness
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Introduction

Personalization of politics |A prominent development within the political comnzation
landscape is the personalization of politics. Imggearsonality, and personal qualities of a
politician more than ever play an important role gablic relations (Van Aelst, 2002;
Voerman, 2004; Todorov, Mandisodza, Goren, and,248l05; Dainton and Zelley, 2005).
“Regardless of their content and the techniqueg ¢émeploy, most messages share a common
final goal: persuading target consumers to adopgadicular product, service, or idea”
(Meyers-Levy and Malaviya, 1999, p. 45). Hencethe case of political communication
persuading message-recipients, such as voterse Simgreat deal of communication- and
information transfer occurs on the Internet, newtdlinet) technology has affected this
personalization of politics (e.g. Brock and Gre&f05; Pauw Sanders Zeilstra Van
Spaendonck, 2007; Woodly, 2008; Hyped.nl, 2008; dmw&ézner and Farrel, 2008).
Subsequently, this development has led to the afsthe political weblog, a method of
profiling oneself on the Internet through a persomabsite (Van Aelst, 2002; Voerman,
2004; Brock and Green, 2005; Pauw Sanders ZeN&traSpaendonck, 2007; Woodly, 2008;
Hyped.nl, 2008; Drezner and Farrel, 2008).

Political weblogs |A political weblog(also known as political blog) is a personal webpage
with minimal to no external editing, providing amd (anonymous) commentary and
periodically updated input (content) that is présdnin reverse chronological order. The
politician (blogger) offers a kind of logbook offammation that the politician wants to share
with the visitor of the weblog. The content concetext (the most explicit content on
weblogs), hyperlinks, photos, videos, audio, oroanlgination of those. The opportunity to
provide online (anonymous) commentary shapes theogento a very interactiveomputer-
mediated communicatiogf€MC) tool (Drezner and Farrel, 2008). As the digfon indicates,
the content is diverse. Nevertheless, in variosesa political weblog contains additional
personal informatiorabout the politician, such as a photograph, a déateirth, names of
family members, hobbies, etcetera (Van Aelst, 200 rman, 2004; Pauw Sanders Zeilstra
Van Spaendonck, 2007).

As political weblogs facilitate a (new) form of @mpersonal communication (hence,
social interaction) between de politician and tb&ew, weblogs gain a more significant role in
political image-building (Brock and Green, 2005;ebmer and Farrel, 2008). Since political

weblogs are a form of CMC, it inevitably affectgr@at portion of the direct feedback that is
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available in normal face-to-face conversation (eme can see if the discussion partner is
nervous) (Postmes, Spears and Lea, 1998). In tatacé interaction, humans are able to pick
up a wealth of information about the other perspaf&l make an accurate (social) judgment
(thin-slice judgmentabout the personality solely based on brief expo$o (non-)verbal cues

(e.g. speech or appearance) (Ambady, KrabbenhaftHagan, 2006).

Interpersonal computer mediated communication However, in some ways CMC can be
similar to face-to-face interpersonal communicatidior example, Kock (2004, p.327)
demonstrated in an experiment about collaboratigks that CMC that does not incorporate
all the elements present in the face-to-face concation media (e.g. the ability to convey
tone of voice or facial expressions) often leadsdexreased quality of outcomes of
collaborative tasks. Another experiment by Postn#gsears and Lea (1998) previously
confirmed this principle. The researchers veriftedt the absence of a photograph in an
online conference assignment generated more negatpressions about the out-group (‘the
others’). Hence, anonymity was a determinant ofdased hostility (Postmes, Spears and
Lea, 1998, p. 705). Postmes et al. (1998, p. 70ape that a photo can immediately activate
a stereotypical perceptions and behaviour (e.gebnig of untrustworthiness or modesty).On
the other hand, Wiertz (2005. p. 40) claims tha¢ do fundamental differences between
offline and online communication, transferring dflime communication trait (e.g. seeing a
person in real-life) to an online context is noitable. Therefore, investigating online-
interactions separately (e.g. in a virtual commyrike a weblog) is necessary.

Despite the fact that CMC is different from redélinteraction, research indicates that
if the CMC (online context) is similar to the “nadll face-to-face communication (offline
context), individuals might engage in similar mérsiehemes of processing information and
forming judgments (Postmes et al., 1998). Howeteemains unclear how individuals shape
thin-slice judgments based on personal cues pregémtan online-context (political weblog)
and how this effects the persuasiveness of theenbi(the posted writings of the politician).
Furthermore, despite the growing power of politigablogs and the increasing political
importance and purpose of personality, the effettgrofiling oneself on a political weblog
remain poorly understood (Postmes, Spears, SakhdlDe Groot, 2001; Van Aelst, 2002;
Todorov, Mandisodza, Goren, and Hall, 2005). Retean the effects of political weblogs so
far have been descriptive in nature. The varioudies focussed on the effects of the actual
(political) content of the weblog (e.g. Gill, 200Bpwers and Stollers, 2005; Drezner and

Farrel, 2008), the motives of politicians to wrda a weblog (e.g. Van Aelst, 2002; Pauw
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Sanders Zeilstra Van Spaendonck, 2007), non-palitibloggers that write about politics
(Sunstein, 2008) or the underlying network betw#en various bloggers (e.g. Zuckerman,
2008). Hence, it does not help to understand tot whient personal information influences

the persuasiveness of the political weblog-content.

Who says what to whom through which channel with wat effect?

Main research question [The goal of this research paper is to examine fiieetés) of thin-
slice judgments in an online context. The main aes®e question isto what extent does
personal information presented on a political weplmfluence the persuasiveness of the
weblog-contentThis main research question concerns principlesmfofrmation processing
and will be engaged using the Lasswell formula 89%ho says what to whom through
which channel with what effecMore specific, personal information of a politicieepresents
the independent source variable (who?). Second,wdlglog-content is the independent
message variable (says what?). Third, the messajgent is the recipient variable (to
whom?). Fourth, the modality variable is the po#itiweblog itself (through which channel?).
And finally, the message-persuasiveness represgbatslependent outcome variable (with
what effect?).

This research paper will first focus on the indejeemt source variable, followed by
the independent message variable and the dependleoime variable. The recipient variable
and modality variable represent the context, amelctithe focus of this research. These are
explicitly described in the introduction paragrapfurthermore, the main research is

presented. After an extensive overview of the tesalconclusion and discussion are offered.

Who: personal information as independent source vaable

Brunswick Lens Model | In the nineteen fifties psychologist Egon Brunswi955)
developed the Brunswick Lens Model, which expldireg people use different nonverbal and
verbal cues as a type of ‘lens’ to observe undeglyiharacteristics of an individual (e.g. that
person looks handsome, she must be very self-am)idNowadays, a principle that shows a
resemblance to this ‘Lens Model’ is the principfetlun-slice judgmentge.g. Hogan, 2006;
Peracchio and Luna, 2006; Alba, 2006; Main, Dahtl Barke, 2007). The principle of thin-

slice judgments will play a major role in this rasgh paper.
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Thin-slice judgments | Thin slicesare samples of brief expressive behaviour (reftbdiy
dynamic and/or static cues) of an individual ofuaadion less than 5 minutes (Alba, 2006, p.
15). Athin-slice judgmenis a (social-)judgment of an individual that iapbd through only
a brief exposure to thin-slices of information. Fexample, tone of voice, physical
appearance, way of walking, clothing style, hairduit also someone’s car or wristwatch
(Chiravuri and Peracchio, 2003). Various studieg.(@dmbady, Krabbenhoft and Hogan,
2006; Peracchio and Luna, 2006; Main, Dahl, anck®a2007) indicate that the process of
thin-slice judgment is a dual-process and thabitsists of two stages: an initialitomatic
(evaluative) stage and a conscialediberate (controlled) stage. The first stage (automatic
processing) involves minimal cognitive processingd athe second stage (deliberate
processing) is marked by more elaborate cognitirecgssing and effort (Chiravuri and
Peracchio, 2003).

Recent research (e.g. Ambady, Krabbenhoft and H&06; Main, Dahl, and Darke,
2007) indicates that the initial automatic evakmstage is presumably more prominent in the
formation of thin-slice judgments, than the deldier controlled stage (Chiravuri and
Peracchio, 2003). For example, person impressiansbe formed subconscious at the very
first encounter with another person. Subsequetiigse impressions can have subtle and
subjective unrecognized effects on the followingliltdgate “second stage” (Todorov,
Mandisodza, Goren, and Hall (2005).

“Automatic judgments may prime certain conceptsivatng them in memory, and
inhibit other concepts (e.g. stereotypes or natuedlexes such as anxiety), causing
subsequent judgments to be more or less accuratee 8eliberate processing involves a
great deal of cognitive resources, it may needyfaighly involved’ individuals to move
beyond the initial judgment” (Peracchio and Lun@0@&, p. 26). Individuals rely on thin-slice
judgment to conserve cognitive resources and aehe#ficiency. On the other hand, accuracy
of judgments could be reduced if too much knowleflyg. information about a subject) is
stored in memory (Kardes, 2006). For example, ymest friend might have an aggressive

appearance, but you know from experience that fy@mnd is a very kind person.

Thin-slice judgments on the Internet |Although thin-slice judgments on the World Wide
Web have been poorly investigated, research irgctat online consumers are likely to
criticize websites in a similar way to the formatiof thin-slice judgments in an offline

context (Peracchio and Luna, 2006). Subsequeigyperception of security and usefulness

of a website can be derived from thin-slices. Hhaad Zahedi (2006) suggest that thin-slice

De Vries, B.J.H. (2009). Looks can be deceiving. tdiégs Thesis Communication Studies. University ofehte. 9



judgments could be used to evoke feelings of treistption and stickiness (e.g. spending
more time on a website) and allow accurate praiistiof outcome variables (e.g. consumer
decision-making).

Still, these studies do not help to understand wRatt cues on a websites contribute
to the formation of thin-slice judgments and neveleéss, what the effect is of these
judgments on the interpretation of the website @ohtSince a personal website is a voluntary
act of the author, readers assume it is justifiedpeculate about ‘real’ identity of the author
(e.g. considering the photograph, that personabatsly not very kind). Walker (2000) states
this presumption, given the ‘real-life’ practiceathpeople have interpreting impressions in
face-to-face interaction.

The studies stated above demonstrate that indilgcare able to make more or less
accurate (social-)judgments about others withowef®-face interaction, using static
nonverbal cues. Nonverbal (static) cues are oftereraccessible to observers than to actors
(e.g. individuals are mostly unaware of how thatds appear) and nonverbal (static) cues are
usually harder to suppress than verbal cues (Amhb&dibbenhoft, and Hogan, 2006). This
concludes that faces unveil a wealth of informationother individuals to form thin-slice
(social-)judgments and that understanding of thisciple is valuable in public-affairs and

political-communication (Todorov et al., 2005).

Thin-slice judgments about facial appearance \Vith a single experiment by Todorov et al.
(2005) the significant importance of facial appeae of political candidates was
demonstrated. In other words, inferences of conmgetebased solely on facial appearance of
a candidate predicted the outcomes of electionghierU.S. Congress. Participants of the
experiment were only exposed to the candidateg€sfda photograph) for just one second (!)
and did not have any prior knowledge about the ickatels. Nevertheless, participants were
able to make judgments about various trait dimerssie.g. intelligence, charisma) that were
clustered into three factors. These were competdnest, and likability. Subsequently, the
competence judgment that participants made pretitte outcomes of the elections. “This
concludes that a rapid (automatic) inference frast & (static) facial appearance of a political
candidate can influence processing of subsequédormation about these candidates”
(Todorov et al., 2005, p. 1623).

Obviously actual (real-life) voting decision aresbd on multiple information sources
(e.g. political ideas or political experience), buider certain circumstances facial appearance

and mainly facial expressions are very signifidarforming an accurate judgment. Hence, in
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this research paper it is argued that the phota pblitician (personal information) on a
political weblog acts as a sufficient sample ofebexpressive behaviour to form accurate
thin-slice judgments.

Thin-slice judgments about face-trustworthiness When an individual is confronted with
the facial appearance of other individuals, theynediately draw trait inferences from that
appearance (Willis and Todorov, 2006). This oftatomatic (beyond the conscious control)
evaluation results into important social (thin-g)igudgments (e.g. threat or attractiveness)
that can predict significant social outcomes ameatidecisions (Oosterhof and Todorov,
2008). In various experiments, Willis and Todor20@6) justified the suggestion that after an
exposure time of only 100ms (!) to a face (a sirggiic cue), an individual is able to form a
judgment about for example attractiveness, trudtvimess or competence. Moreover,
trustworthiness showed the highest correlation.s8gbently, the trustworthiness judgement
that is stemming from facial features of an indiatlis used as a method to sense the
(behavioural) intentions of that individual. Theseressions (facial features) in return trigger
approachor avoidancebehaviour (e.g. that person looks untrustwortlyprobably better to
avoid him/her) (Todorov, 2008). As the previouseash indicates, effects from facial
appearance are considerable. Furthermore, faces drmastically communicate personal
information. Therefore, themdependent sourceariable isface-trustworthinessand consist of

an ‘untrustworthy faceand a trustworthyface’.

Says what: political weblog-content as independemhessage variable

Political weblog-content | As mentioned in the introduction paragraph, thetean of
political weblogs is various. Therefore, it is difflt to classify a specific political weblog-
content. Nevertheless, political weblogs are diye@t.g. part of a political campaign) or
indirectly (e.g. informing readers about day-to-dagrk to create sympathy) a political
communication instrument. This involves the purpageachieving a goal and can be
interpreted as (political) persuasion (Dainton adelley, 2005). In this matter the
persuasiveness of the content will depend, for eatgdeal, on the arguments that are

presented (Petty and Cacioppo, 1984).

Argument-Strength | The interpretation of the arguments by recigeatgpends, for a great

deal, on the relationship between the communicdiipa, the argument relevance, argument
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quality, the number of arguments and the levehgbivement of the recipient, all relative to
the context in which they are presented (Petty@acioppo, 1984).

In the case of a political weblog the question $thde asked which ‘composition’ of
argument will determine ‘strength’ of arguments. dita relating this specific situation is
available, but an experiment by Petty and Cacciopp@84) indicated that in a low
involvement condition, manipulating the number ofuanents (in an advertising message)
had a greater impact on persuasion than in the iglolvement condition. Other
determinants than quality of the issue-relevantuiaent (e.g. expertise, likeableness of the
message source or famous endorsers) become sigmistablishers of persuasion in low
involvement conditions (Petty, Cacioppo, and Schuma983).

When a message (again an advertising message)higlofpersonal relevance (high
involvement) manipulating the quality of the arguntsehas a more significant effect as a
determinant of persuasion. A reasonable explandtiothese events is that individuals who
are unmotivated or not able to cognitively proctesmessage (low involvement), might use
the heuristic of ‘the more arguments is probablytdse In a situation of high personal
relevance, individuals are more motivated to attieand deliberately process the quality of
issue-relevant arguments (Petty and Cacioppo, 1984)

The research presented above demonstrates thadretggion of argument-strength is
indeed a combined action between the communicéyio®- the argument relevance,
argument quality, the number of arguments and ¢vel lof involvement of the recipient.
Nevertheless, argument-strength is still strongfiuenced by deliberate cognitive processing
of the subsequent arguments. Hence, argument-giresaga considerable foundation for
persuasiveness. Therefor@gument-strengths the independent messagariable in this

present study and consist oféek-argumentsand ‘strong-arguments

With what effect: message-persuasiveness as depentdeutcome variable

Message-persuasiveness Rersuasion or persuasiveness is typically defined‘haman
communication designed to influence others by nyaalf their beliefs, values, or attitudes”
(Simons, 1976, p. 21). Hence, political persuasgsninvolves a combination between
source, message, and receiver characteristicsg&ecor to change attitudes in a particular
direction. That is, an important feature of perstergess is the extent to which attitudes are
based on the various types of information. Hendke ‘processing strategy people adopt

during judgment formation depends on the amountaghitive resources they devote to
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message processing, which can be influenced byiatyaf factors that are associated with
the message recipient, content, and/or contexty@vkeLevy and Malaviva, 1999, p. 54).

The previous reasoning is in line with the intreagnethods of persuasion of
Aristoteles, appeal based on logic or reason (lpgggpeal based on emotion (pathos), and
appeal based on the character of the speaker Jetdesce, if reasoning is applied in the
context of a political weblog, respectively threstitict dependent outcomeariables form
message-persuasivenessnessage credibility’ ‘attitude toward message’and attitude

toward politician’.

Moderating effect of face-trustworthiness |In this research paper, the three dependent
outcome variables represent the (political) peliseagss of the political weblog-content.
Following is determining the extent to which judgiteeare based on the various types of
information. In other words, to what extent facastworthiness (independent source variable)
effects the relation between argument-strength efpeddent message variable) and
respectively message credibility, attitude towardssage, and attitude toward politician
(dependent outcome variables) in the context adlgigal weblog-content.

Judgments about message-persuasiveness are erisitivarious contextual and
situational influences, and emotional and ratiaageals often coexist within the persuasive
message (Nabi, 1999; Meyers-Levy and Malaviya, 19B@nce, face-trustworthiness and
argument-strength coexist within the persuasivesaggs, but the message-recipient is likely
to process both appeals differently. For exampieattitude towards a (persuasive) message
can be shaped prominently by cognition or promilyeloy affect (feelings and emotion). In
the case of political communication, attitudes tue shaped by affect concern for example
positive or negative feeling that an individual asates with a candidates’ appearance.
Attitudes that are shaped by cognition concerref@mple positive or negative beliefs about
political arguments (Brock and Green, 2005). Thessamples are consistent with the notion
of Pham et al. (2001) who state that both feelimgsitoring (e.g. a feeling of trust) and
reason-based assessments (e.g. argument qualtgrvane in processes of evaluation
(information processing), with one type of procéssng more ‘leading’ depending on a
judgment to be made (e.g. persuasiveness).

Thus, in this research paper it is expected th#tinvdual-process of forming a thin-
slice judgment about face trust, the automatic ggecis more dominant, and that the
judgment is an emotional affective judgment. Thigially formed impression subsequently

has a subtle and subjective effect on the nexdmaticognitive processing of the argument-
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strength. The automatically activated perceptiotragtworthiness is used as a ‘lens’ through
which individuals “see” the weblog-content.

Furthermore, it is expected that negative percaptf a politicians’ face are the most
significant, since negative ‘slices’ have a stranggention-grabbing power (Oosterhof and
Todorov, 2008). The untrustworthy appearance witvpke negative feelings. For example,
feelings of untrustworthiness or distrust. Whilegessing the weblog-content these negative
feelings will negatively influence the message-passveness. Therefore, face-trustworthiness
has a prominent role in the formation of judgmeatisut the persuasiveness of the political-

weblog.

Face-trustworthiness, argument-strength, and message credibility: Message credibility is

strongly based on logic or reason. In other wofalsts are presented to support the reasoning
of the variable source. Hence, recipients formrthedlgment on the arguments that are
presented, but also on the source that providesetheguments (e.g. do these facts make

sense?). Hence, this leads to the following hymithe

H1: It is expected that ‘face-trustworthiness’ has ederating effect on the relation between
‘argument-strength’ and ‘message credibility’. Mospecific, when a face is perceived
trustworthy, argument-strength has a positive é¢ftec message credibility; when a face is

perceived untrustworthy, argument-strength hasgatiee effect on message credibility.

Face-trustworthiness

H1

|
Argument-Strength > Message credibility
I

Figure 1. Schematic representation of hypothesis 1

Face-trustworthiness, argument-strength, and attitude toward message: Attitude toward
message is strongly based on emotion. For exaraptertain reasoning could be presented
very passionately. Trying to persuade recipientt an interesting line of thought, supported

with matching arguments. Hence, this leads to dleviing hypotheses:

De Vries, B.J.H. (2009). Looks can be deceiving. tdiégs Thesis Communication Studies. University ofehte. 14



H2a: It is expected that ‘argument-strength’ has a mefiiect on ‘attitude toward message’.
More specific, the effect of ‘strong arguments’‘attitude toward message’ is positive; the

effect of ‘weak arguments’ on ‘attitude toward naggs is negative.

H2b: It is expected that ‘face-trustworthiness’ has aderating effect on the relation

between ‘argument-strength’ and ‘attitude towardssege’. More specific, when a face is
perceived trustworthy, argument-strength has a tpesieffect on attitude toward message,;
when a face is perceived untrustworthy, argumeamtgtth has a negative effect on attitude

toward message.

Face-trustworthiness

H2b

|
Argument-strength > Attitude toward message
I

H2a
Figure 2: Schematic representation of hypothesis 2& hypothesis 2b

Face-trustworthiness, argument-strength, and attitude toward politician: Attitude toward
politician is strongly based on the character & $ipeaker. Recipients are being persuaded
based on the fact that the source of the messam@asable or qualified authority. A person
who can be trusted, based on for example experieneppearance. Hence, this leads to the

following hypotheses:

H3a: It is expected that ‘face-trustworthiness’ has aimmeffect on ‘attitude toward
politician’. More specific, the effect of a ‘trustvihy face’ on ‘attitude toward politician’ is
positive; the effect of an ‘untrustworthy face’‘attitude toward politician’ is negative.

H3b: It is expected that ‘face-trustworthiness’ has aderating effect on the relation
between ‘argument-strength’ and ‘attitude towardiggman’. More specific, when a face is
perceived trustworthy, argument-strength has atpa@sieffect on attitude toward politician;
when a face is perceived untrustworthy, argumeamtgtth has a negative effect on attitude

toward politician.
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Face-trustworthiness

H3a
H3b

|
Argument-strength > Attitude toward politician
I

Figure 3: Schematic representation of hypothesis 3& hypothesis 3b

Research

To provide support for the hypotheses, two studsese conducted. In study 1, the
manipulation of the two independent variabfase-trustworthines@nd argument-strength

was verified. In study 2, the hypotheses were tedtethe follow paragraphs the two studies
are described. For each study, the participants,ptfocedure, the stimulus material, the

measures, and the results are presented.

STUDY 1

Participants | A total of 39 individuals (15 men, 24 womengM= 23.85, SD = 8.38,
minimum = 18, maximum = 62) participated in thiadst. These were all university students
or employees of a faculty of behavioural science,the Netherlands. All participants

participated on a voluntary basis. The experimeag accomplished within one week time.

Procedure |In this study the manipulation of the independeamiables ‘face-trustworthiness’
and ‘argument-strength’ was tested. All particigantere exposed to the same ‘face-
trustworthiness’ stimuli, but were randomly assijb@ one of the argument-conditions (weak
arguments versus strong arguments). Participants weided to a separate room with a
computer. Instructions were provided on screen. &tperiment consisted of two parts (see
Appendix 1 for a visual presentation of study h).the first part, the manipulation of face-
trustworthiness was tested. A total of 39 partiotpavere exposed to a set of three faces each,
that appeared on the screen. The order of the thoes was counterbalanced. In summary, a
total of six ‘line-ups’ of faces were presentedrtiegpants were instructed to choose thest
untrustworthy faceput of each line-up of faces.

Next, participants were (again) exposed to vari@ges. In this case, three different
faces were used (Figure 5). Each face was expased limited time (1 second, 0.5 second
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and/or 0.1 second). Each face appeared separdtetjock on the centre of the screen
indicated the time before the regarding face wabl. Immediately after the countdown was
finished the face appeared on the exact same spatvhare the clock was previously.
Subsequently, after each exposure of a face tippmeent had to state if they experienced the
presented face as trustworthy. Next, the respondgtto indicate how confident they were
about their choice. The first two face appeararitase A & face C) had a limited time
exposure of 1 second. The third and fourth faceeagmce (face B & face C) had a limited
time exposure of 0.5 second and the last two fppearances (face A & face C) had a limited
time exposure of only 0.1 second (100ms), a supnadil priming.

In the second part of the experiment, the manifmrabf argument-strength was
tested. 20 individuals were assigned to a weldag-tontaining weak arguments (weak
condition) and 19 individuals to a weblog-text @ning strong arguments (strong
condition). After respondents read the weblog-téely had to answer two questions about

argument-strength. Apart from these questions steneographics were measured.

Stimulus material | The various faces that were used as stimulusriabtire derived from
the trustworthiness dimension of Oosterhof and Tad¢2008) (Figure 4). This dimension is
based on (behavioural) studies and computer madelli exits of various faces that differ in
trustworthiness, and are expected to trigger ampraa avoidance behaviour. The faces on
this dimension represent from left (-8.0) to rigBt0), respectively untrustworthy faces,
neutral faces, an trustworthy faces. For determgitinte most untrustworthy face out of a face
line-up, various faces along the dimension wer@ ubetesting the trustworthiness of a face
with limited time exposure, the most extreme faokshe trustworthiness dimension were
used (Figure 5).

The weblog-text was a fictional political text albbotnitiating a project for
subsidization art organizations due to the (finalccrisis. This text was inspired by a
message placed on the political website of thelileétal Democrats 66 (D66) and was aimed
at persuading readers (d66.nl, 2008). The textistmts of a mixture between facts and
fiction. In the weak condition only three ratherakearguments were used to convince the
reader. In the strong condition the introductiod #me composition of the text was similar to
the weak condition. Only in this case the three kwaeguments were replaced by eight
relatively strong arguments (see Appendix 1, Fidy& Figure 15).
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Figure 4: Trustworthiness dimension of Oosterhof ad Todorov (2008)

Figure 5: Extreme faces of the trustworthiness dimesion (Oosterhof and Todorov, 2008)

Measures| The choice of respondents concerning the mdstistavorthy facen the different

line-ups was measured by clicking on a button bi#ntee face of choice. Determining the

trustworthiness of a face with limited time expas(e.g. 100ms) was answered with a simple

yes or no. Level of confidenaeas measured using a five-point likert-scale, weyyrom ‘not

very confident’ (1) to ‘very confident’ (5). The wstruct_argument-strengifa. = .89) was

measured with a 2-item scale. Example given, omerspoint scale ranged from totally not
persuasive (1) to very persuasive (7). Demograptoosisted of open questions about gender

and age.

Results |The results from testing various sets of facese(d@ning the_most untrustworthy

face are inline with the face trustworthiness dimensi@and with previous research by
Oosterhof and Todorov (2008). Based on interpretegfrequency Table (Table 1) it can be
stated that individuals were able to select the that resembles the most untrustworthy face.

In other words, the face that was expected to bsanas the most untrustworthy face.
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Furthermore, the participants could judge facetivaghiness with a limited time

exposure of 100méTable 2). When face C was exposed for a timet lohD.1 second, 92.3

percent of the respondents determined the faceustsvorthy. Subsequently, 69.2 percent of
the respondents were (very) confident about tlueigiment. Next, in the case of exposing face
A for only 0.1 second, 97.4 percent determinedféloe as untrustworthy. Next, 82.1 percent
of the respondents were (very) confident aboutr tuelgment. These results are consistent
with the expectations, and indicate that the stusubf ‘face-trustworthiness’ is valid and

reliable.

Table 1: Frequency Table determining the most untrstworthy face from line-up of faces

Set 1

Line-up of faces Untrustworthy Neutral Trustworthy Total
Percentage (n) 92.3(n=36)a 7.7(n=23) 0.0 (n=0) 100.00 (n = 39)
Set 2

Line-up of faces Neutral Untrusworthy Trustworthy Total
Percentage (n) 26(n=1) 92.3(n=36)a 51(n=2) 100 (n = 39)
Set 3

Line-up of faces Neutral Trustworthy Untrusworthy Total
Percentage (n) 179 (n=7) 0.0 (n=0) 82.1(n=32)a 100 (n = 39)
Set 4

Line-up of faces Untrustworthy Neutral Trustworthy Total
Percentage (n) 71.8 (n=28)a 179(n=7) 10.3(n=4) 100 (n = 39)
Set 5

Line-up of faces Neutral Neutral Untrusworthy Total
Percentage (n) 7.7(n=23) 26(n=1) 89.7 (n=35)a 100 (n = 39)
Set 6

Line-up of faces Untrustworthy Untrustworthy Untrustworthy Total
Percentage (n) 359(n=14)a 28.2 (n=11) 359 (n=14)a 100 (n = 39)
a: most chosen face

Appendix 1 contains an example of a line-up of faces
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Table 2: Frequency Table determining face-trustworhiness with limited time exposure

Face C (time limit of 1 second)
Judgment Trustworthy Untrustworthy Total
Percentage (n) 97.4 (n = 38) 26 (n=1) 100 (n = 39)

Level of confidence (n): 76.9 percent of respondents (very) confident (n = 30)

Face A (time limit of 1 second)
Judgment Trustworthy Untrustworthy Total
Percentage (n) 0.0 (n=0) 100 (n = 39) 100 (n = 39)

Level of confidence (n): 77.0 percent of respondents (very) confident (n = 30)

Face B (time limit of 0.5 second)
Judgment Trustworthy Untrustworthy Total
Percentage (n) 87.2 (n = 34) 12.8 (n =5) 100 (n = 39)

Level of confidence (n): 64.1 percent of respondents (very) confident (n = 25)

Face A (time limit of 0.5 second)
Judgment Trustworthy Untrustworthy Total
Percentage (n) 0.0 (n=0) 100 (n = 39) 100 (n = 39)

Level of confidence (n): 84.7 percent of respondents (very) confident (n = 33)

Face C (time limit of 0.1 second)
Judgment Trustworthy Untrustworthy Total
Percentage (n) 92.3 (n = 36) 7.7(n=23) 100 (n = 39)

Level of confidence (n): 69.2 percent of respondents (very) confident (n = 27)

Face A (time limit of 0.1 second)
Judgment Trustworthy Untrustworthy Total
Percentage (n) 26 (n=1) 97.4 (n = 38) 100 (n = 39)

Level of confidence (n): 82.1 percent of respondents (very) confident (n = 32)

Table 3: Means and Standard Deviations study 1 foeach experimental cell on argument-strength

Argument-strength

M (SD)
Weak 2.60 (1.12)

n=20
Strong 4.26 (1.23)

n=19

t (37) =-4.423, p <.001
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The data concerning_argument-strengths analysed with an independent-samples T-test
(Table 3). The weak arguments scored significaldlyer (M = 2.60, SD = 1.12) on the
construct of argument-strength, than the stronguraemts (M = 4.26, SD = 1.23). The

assumption of equal cell variance was rejecte@() = -4.423,p <.001). This result is
consistent with the expectation that a considerdiflerence exists between the perception of
weak arguments and strong arguments.

In summary, results from the manipulation checkematine with the expectations.
Respondents were able to indicate the faces tlsmmeled untrustworthy faces on the
trustworthiness dimension. Subsequently, resposdemtld judge the trustworthiness of a
face with a limited time exposure of 100ms (supmalal priming). Furthermore, the
difference between strong arguments and weak angismen argument strength is
considerable enough to use both conditions as apuoiation. Therefore, the manipulations

(face-trustworthiness and argument-strength) atalda to use in study 2.

STUDY 2

Participants | A total of 149 individuals (56 men, 93 women M= 28.88, SD = 13.92,
minimum = 15, maximum = 69) participated in thisdst. The study was conducted among
various individuals and organizations: universituydents and employees of a faculty of
behavioural science, employees of a consultanay, firiends and family of the researcher,
employees of a manufacturer of propulsion and rudgstems, an administrative division of
a healthcare provider, and college students. Thwersity students received course credits,
but all other participants participated on a vodumtbasis. Furthermore, the experiment was

accomplished within one month time, and conduateitié Netherlands.

Table 4: 2x3 between-subject true experiment desigstudy 2

Face-trustworthiness
Argument-strength | Untrustworthy Trustworthy No-face
Weak Group 1(n =25) Group 2(n = 23) Group 3(n = 26)
Strong Group 4(n = 24) Group 5(n = 25) Group 6(n = 25)

Procedure |In study 2, the hypotheses were tested. The maitlysivas a 2x3 between-
subjects true experiment design (Table 4) In otherds, 2 (weak arguments versus strong
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arguments) x 3 (untrustworthy-face versus trustmoeface versus no-face). Respondents
were randomly assigned to one of the six experiroelh.

Participants were guided to a separate room witbomputer. Instructions were
provided on screen. There was no time limit invdlvRespondents were asked to look at a
screenshot of a political weblog. Respondents westucted that this was the weblog of a
Dutch politician, whose name and identity was nantion because of privacy-reasons.
However, this was not the case. Although the weldggut was an existing format, the
content was fictional just like the so called poilégn. Also all items that somehow
communicated personal information (e.g. photograpd name) were ‘blurred’ and not
visible for the observer. Still the item that wdsacly visible in the screenshot was the
weblog-text, the blog message itself (see AppeBdir a visual presentation of study 2).

To simulate the deliberate processing stage, relpis were assigned to read this
text and answer following questions. To influenespondents’ initial automatic processing,
respondents were firgirimed supraliminalwith a face. The moment before the ‘screenshot’
appeared on the screen, a face (untrustworthyustworthy) was primed supraliminal for
100ms(!). In the controlled conditions no face wasmed. To force participants to
concentrate on the screen (and did not miss tmeimg), a clock on the centre of the screen
indicated the time before the weblog was visiblee Tace appeared on the exact same spot as
this clock, just between the final countdown areldbpearance of the weblog.

After respondents were confronted with the stimuheterial, respectively message
credibility, attitude toward message, and attittaeard politician were measured. Apart from
these constructs the experiment also included pigas probe (whether respondents were
aware of the supraliminal priming) and questionsuldemographics.

Stimulus material | The priming effect of the independent variafdee-trustworthiness/as
realized by using the most untrustworthy face oe tmost trustworthy face on the
trustworthiness dimension of Oosterhof and Todd&908) (Figure 4). These faces were the
exact same faces tested in study 1, hence facedAfame C (Figure 5). De independent
messagevariable argument-strengttiwas presented by the two weblog-texts from study 1
These texts were presented in the layout of thet mogular social network weblog in the
Netherlands, called Hyves (AD.nl, 2008). In 2008jtdh Internet users together spent an
average of 19.6 million hours a month on www.hyreg/an Dijk, 2008). Using this format,
the presentation of stimulus material would be neeisible, especially since the weblog is

so well known. Also various Dutch politicians akyves-users’.
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Measures [The depended outcome variablessage-persuasivenessomposed out of three

constructs. The first construct, the message ategdifMC) , was measured by using a 5-item

scale ¢ = .67) composed of the following items: not inf@atme/informative,

untrustworthy/trustworthy,  inaccurate/accurate, amwincing/convincing and  not

believable/believable (Hallahan, 1999; Wang, 2006 second construct is attitude towards

the message (ATM)AIso this construct was measured by using a rb-iggale ¢ = .73)

developed by Hallahan (2006). The scale was congpokéhe items: boring/interesting, not
attention-getting/attention-getting, bad/good, fot/fun, and do not like it/like it. Attitude

towards the politician (ATPyvas measured using a 5-item scale=(.70). This construct

consisted partially of the trait dimension scaleedeped by Todorov et al. (2005), completed
with frequently utilized character traits. The scalas composed of the following items:
corrupt/incorruptible, fake/authentic, untrustwgrthustworthy, incompetent/competent and
not likable/likable. All 15-item scales ranged frainto 7 in answer alternatives, with the
various items opposite each other as the extreengs1(: boring versus 7: interesting).
Suspicion probevas measured using two distinct questions. Sumpiaiobe was only

administered for respondents that were primed wiface. In the first question respondents
were asked if they detected in someway the pditisi identity, “Did you catch a glimpse of
the politician’s identity?” This question was anseg with a simple yes or no. If ‘yes’ was
the answer, a second question followed. In thig,caespondents were assigned to choose the
face they assumed to have seen. Four choices wasenped, of which (presented from left to
right) a trustworthy face, a neutral face, an wtimorthy face, and a blank face (Appendix 2,
Figure 26). The trustworthy face and the untrustimoface were the actual primed faces used
in the experiment. The neutral face was the mefdies on the face trustworthiness dimension
(Figure 5). The blank face represented “I do nobvkh Data about demographicsere

collected using open questions about gender andragexample, “What is your age?”

Results |Using a Cook’s distance-test, an outlier within $pss-dataset was discovered. This
observation had an unusual effect on the outputeréfbre, based on the residual-
measurement the specific observation was deletaddard residual < -2.81). This resulted in

a dataset of 148 respondents.

Message credibility (MC)Data was analysed using an univariate analysisanénce (two-

way ANOVA). The analysis did not show a main effmt face-trustworthiness on message

credibility (F(2, 142) = .350, n.s.). Next, no main effect wasniib for argument-strength on
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message credibilityH(1, 142) = .000, n.s.). Subsequently, the analgsis result in an
interaction effect for face-trustworthiness anduangnt-strength on message credibility. A
significant difference was observed in the scoresnessage credibility=(2, 142) = 3.481p

< .033). Hence, the interaction effect providespsupfor hypothesis 1 (Table 5 & Table 6).
More specific, when a face was perceived trustworiihgument-strength had a positive effect
on message credibility. When a face was perceivadistworthy, argument-strength had a
negative effect on message credibility.

Table 5: Means and Standard Deviations study 2 foeach experimental cell on message credibility (MC)

MC Untrustworthy Trustworthy No-face Total
M (SD) M (SD) M (SD) M (SD)
Weak 4.15 (1.091) 3.81 (.860) 3.96 (.896) 3.98 (.953)
n=25 n=23 n=26 n=74
Strong 3.63 (1.021) 4.30 (.924) 3.99 (.817) 3.98 (.950)
n =24 n =25 n =25 n=74
Total 3.90 (1.079) 4.06 (.918) 3.98 (.850) 3.98 (.949)
n =49 n =48 n=>51 n =148

Table 6: ANOVA for message credibility (MC)

MC

F (df) Sig.
Face-trustworthiness .350 (2,142) .705
Argument-strength .000 (1,142) .998
Face-trustworthiness x Argument-strength ~ 3.481 (2,142) .033c
c: significant interaction effect

As expected the results indicate that face-trustwimess has a moderating effect on the
relation between argument-strength and messagébititgd When a trustworthy face was
primed the perception of message credibility wasenpmsitive, than when an untrustworthy
face was primed. Surprisingly, a counterintuitiesult concerns argument-strength. In the
case of priming an untrustworthy face (Figure @spondents evaluated message credibility
more negative when they were confronted with stronguargnts (M = 3.63, SD = 1.021),
than confronted with weak arguments (M = 4.15, SID.G91). In summary, hypothesis 1 is

confirmed.
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Figure 6: Interaction effect for face-trustworthiness and argument-strength on message credibility

Attitude toward message (ATMYhe two-way ANOVA did not result in a main effdor
face-trustworthiness on attitude toward mess&gg, (142) = 2.044, n.s.). Furthermore, the
results did (in part) confirm hypothesis 2a (Tabl& Table 8). As expected, a main effect for
argument-strength on attitude toward message wasdfd¢-(1, 142) = 9,295p <.003). In

contracts to the expectations, judgments abouiudétitoward message weom average

significantly more negative when confronted with strong arguments=(8.15, SD = .935),
than confronted with weak arguments (M = 3.57, SIYZ). This result is inline with the
results concerning message credibility (Figure 6).

Subsequently, the analysis found support for Hyggis 2b. The interaction effect for
face-trustworthiness and argument-strength orud#itoward message was confirme&g2(
142) = 4.790, 3.481p < .010). A significant difference exists in scowas attitude toward
message between the six experiment groups. Thea#sréndicate that face-trustworthiness
has a moderating effect on the relation betweemraegt-strength and attitude toward

message. Inline with the hypothesis, when a face perceived trustworthy, argument-

De Vries, B.J.H. (2009). Looks can be deceiving. tdiégs Thesis Communication Studies. University ofehte. 25



strength had a positive effect on attitude towardssage. When a face was perceived
untrustworthy, argument-strength had a negativecetin attitude toward message (Figure 7).
Therefore, hypothesis 2b is confirmed.

Table 7: Means and Standard Deviations study 2 foeach experimental cell on attitude toward message
(ATM)

ATM Untrustworthy Trustworthy No-face Total
M (SD) M (SD) M (SD) M (SD)
Weak 3.57 (.888) 3.39 (.754) 3.74 (.664) 3.57b (.776)
n=25 n=23 n=26 n="74
Strong 2.76 (.955) 3.57 (.730) 3.12 (.957) 3.15b (.935)
n=24 n =25 n =25 n=74
Total 3.17 (.999) 3.48 (.739) 3.44 (.871) 3.36 (.882)
n =49 n =48 n=51 n =148
b: means differ significanlty from each other
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Figure 7: Interaction effect for face-trustworthiness and argument-strength on attitude toward message
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Table 8: ANOVA for attitude toward message (ATM)

ATM

F (df) Sig.
Face-trustworthiness 2.044 (2,142) 133
Argument-strength 9.295 (1,142) .003b
Face-trustworthiness x Argument-strength 4,790 (2,142) .010c

b: significant main effect
c: significant interaction effect

Attitude toward politician (ATP)The results support hypothesis 3a (Table 9 & Tafflp

That is, a main effect for face-trustworthinessattitude toward politicianK(2, 142) = 3.331,

p < .039). Using post hoc tests, the following effefor face-trustworthiness were found:

Inline with the hypothesis, judgments about atgtudward politician wereon average

significantly more negative when confronted with the priming of atrustworthy face (M =

4.14, SD = .811), than confronted with no primiy£ 4.50, SD = .749). This difference was
marginal (Table 10), nevertheless significapt € .015). Subsequently, no significant
difference was found between the priming of anustworthy face and a trustworthy face (M
= 4.42, SD = .602). Ditto, no significant differengvas found between the priming of a

trustworthy face and no-face. In summary, resutidicate a significant main effect for

priming an untrustworthy face. Therefore, hypoth& is in part confirmed.

Table 9: Means and Standard Deviations study 2 foeach experimental cell on attitude toward politicia

(ATP)
ATP Untrustworthy Trustworthy No-face Total
M (SD) M (SD) M (SD) M (SD)
Weak 4.14 (.808) 4.14 (.499) 4.50 (.648) 4.35 (.677)
n=25 n=23 n=26 n=74
Strong 4.14 (.831) 4.43 (.694) 4.50 (.855) 4.36 (.800)
n=24 n=25 n=25 n=74
Total 4.14a (.811) 4.42 (.602) 4.50a (.749) 4.36 (.739)
n=49 n=48 n=51 n=148

a: means differ significantly from each other
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Table 10: ANOVA for attitude toward politician (ATP)

ATP

F (df) Sig.
Face-trustworthiness 3.331 (2,142) .039a
Argument-strength .008 (1,142) .928
Face-trustworthiness x Argument-strength .003 (2,142) .997
a: significant main effect

Furthermore, the results did not confirm a maiedffor argument-strengti(1,142) = .008,
n.s.). Next, the analysis did not support hypoth&h £(2,142) = .003, n.s.). No significant
interaction effect for face-trustworthiness anduangnt-strength on attitude toward politician
was found. Hence, no significant moderating efi@icface-trustworthiness on the relation
between argument-strength and attitude towardigialit (Table 10). Therefore, hypothesis
3b is rejected.

Face-trustworthiness
—— 1 - Untrustworthy

———2 - Trustworhty

3 - No-face

45 45 4,504
~—
[a
—= e
< L 14,432
c ans_
S 4,44
&)
=
[
o
o
< 4.3
=
o
i
]
ie)
2
= 4,2
=
< [

4136 4,142
4,1
| |
1- Weak 2 - Strong

Argument-strength

Figure 8: Interaction effect for face-trustworthiness and argument-strength on attitude toward politican
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Suspicion probeData concerning the suspicion probe was analys#d am independent-

samples T-test. The two suspicion probe questiae wely administered by respondents who
were primed with a face. Two different tests wexeaeited. The first test focussed on
‘catching a glimpse of the politician’s identity@nd if a difference existed between the type of
priming (untrustworthy face versus trustworthy fac€he assumption of significant cell
variance was rejected (95) = .702, n.s.). Results showed no signifiddifference between
the priming of an untrustworthy face (M = 1.55, SD503) and the priming of a trustworthy
face (M = 1.48, SD = .505). In other words, theetyyd supraliminal priming did not show
differences in means between the two experimeid.délwas assumed that these means are
equal (Table 11).

Table 11: Means and Standard Deviations study 2 fasuspicion probe question 1

Suspicion probe

“Did you catch a glimpse of the politician’s identity?”

M (SD)
Priming of untrustworthy face 1.55 (.503)
n =49
Priming of trustworthy face 1.48 (.505)
n =48

t (95) =.702, n.s.

Table12: Means and Standard Deviations study 2 fasuspicion probe question 2

Suspicion probe

“Which of the following faces did you see?”

M (SD)
Priming of untrustworthy face 2.09 (.811)
n=22
Priming of trustworthy face 2.00 (.577)
n =25

t (45) = .447, n.s.

The second T-test focussed on the question whe&spondents recognized the face they
were primed with, and if a difference existed betwéehe types of priming (untrustworthy
face versus trustworthy face). Again, the assumpaiosignificant cell variance was rejected
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(t (45) = .447, n.s.). The T-test provided evidenoe the assumption that no significant
difference between the priming of an untrustwortage (M = 2.09, SD = .811) and the
priming of a trustworthy face (M = 2.00, SD = .5®Risted. Hence, this assumes that the
means are equal (Table 12).

In summary, various interesting conclusions cadra&n from these results. First, the
type of face that was primed supraliminal did nffect the answer about whether or not
respondents ‘catch a glimpse of the politician’sniity’. Second, the type of face that was
primed also did not result into significantly diféat choices between the groups, concerning
the question about which face the respondents asbutn have seen. Furthermore,
examination of the scores shows that just 47 redpais out of the 97 respondents that were
primed supraliminal in the experiment (that is 48%aught a glimpse of something
suspicious just before the political weblog appéa&urprisingly, the overall mean choice of
respondents (in both groups that were primed) aoimog the face they assumed to have seen
was the choice of the neutral face. A face that matsprimed at all during study 2. This
strengthens the idea that the thin-slice judgméatutiface trustworthiness was processed

mainly automatically.

General conclusion

Conclusion | The goal of this research paper was to examineetfext(s) of thin-slice
judgments in an online context. Subsequently, thenmesearch question wde:what extent
does personal information presented on a politigablog influence the persuasiveness of the
weblog-content?The results of the present study spread some tigbt the way in which
personal information presented on a political wgbiofluences the persuasiveness of the
weblog-content.

Expectations about the effects of profiling oneselfa political weblog are supported
by the study results. These results uphold theondtat individuals engage in similar mental
schemes of processing information and forming jueigis in a CMC-context, as they do in
the context of face-to-face interpersonal commuioa(Postmes et al., 1998). Individuals
are influenced by the appearance of nonverbakstags. Hence, under certain circumstances
personal information (e.g. the appearance of a)facesented on a political weblog is
processed through a subconscious automatic stageprbcessing of this independent source
variable subsequently affects the processing oirtthependent message variable, for example

the weblog-content. The automatically activatech-#lice judgment (e.g. this person is
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untrustworthy and should be avoided) was subcouoslyoused by recipient as a ‘lens’
through which individuals “see” the weblog-conterit. affects following information
processing, and defines image-formation. Althougssage-recipients foremost process the
weblog-content deliberately, the previously actbjudgment moderates the persuasiveness-
process. Hence, the personal information presemted political weblog does influence the
persuasiveness of the weblog-content, dependintpethin-slice judgment that is based on
interpreting this personal information.

This conclusion is in line with previous studiesittlilustrated the validity of ‘thin-
slices’, and the significance of the automatic pesing stage. The following examples of
previous studies emphasize this significance are ithportance of understanding the
principle of thin-slice judgment for the politicabmmunication landscape. Main et al. (2007)
found indications that consumers are likely to maken-slice judgements about a
salesperson’s trustworthiness through the autonmticess and that this process plays a
considerable role in reactions to persuasion attenip two studies, Ambady et al. (2006)
provided evidence that individuals are able to ma&eurate judgments about interpersonal
gualities of a sales manager solely based on &0exmecond audio clips of interview sessions
with that manager.

The accuracy of impressions derived from nonvechak (e.g. a photograph) was also
examined by Naylor (2007). Static images contairqgadte nonverbal cues to make
impressions about a service provider and subseguémse impressions influence following
judgments about the service provider. Furthermordividuals’ first impression that was
based on the initial nonverbal cue (a photographjesl as a ‘Brunswick Lens’ through which
subsequent behaviour is interpreted (Naylor, 2@07,77). Noteworthy is the fact that the

previous studies were al conducted in a salesiljre¢dting.

Message credibilityln the case of message credibility, recipientsewiafluenced by both

argument-strength and face-trustworthiness (intena@ffect). As a result, this confirms the
expected moderating effect of face-trustworthinessthe relationship between argument-
strength and message credibility. The priming ofaee did influence the processing of
following information, and subsequently the persuasess. The primed face automatically
activated a thin-slice judgment (e.g. distrustfgB)e This judgment subconsciously
influenced the judgment about message credibitignce, a trustworthy face had a positive
effect, and an untrustworthy face a negative eftecthe perception of message credibility.

Surprisingly, strong arguments were perceived muggative as weak arguments, when
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recipients were confronted with an untrustworthyefa This is remarkable while the
manipulation check of argument-strength showedpoosing result.

A possible explanation for this phenomenon candand in a study conducted by
Schul, Mayo, and Burnstein (2004). This study imigased the possibility that when people
are mistrustful they spontaneously activate astoom that are incongruent with the given
message (Schul, Mayo, and Burnstein, 2004, p. 6B8)other words, recipients of a
persuasive messadeelievethe message if thelyust the message. However, when there is
distrust, recipients will ‘suspend’ the believatyiliof the persuasive message and will not
accept the persuasiveness. In this case strongnardgs even might have contrarily affect.
“Even when the distrust is unrelated in any medningay to the message, and even when
receivers are unable to prepare a strategic resptms cognitive system reacts to distrust by
automatically inducing the consideration of incarggrt associations” (Schul, Mayo, and
Burnstein, 2004, p. 678).

Attitude toward messageiith respect to attitude toward message, recipiemére also

influenced by both argument-strength and facesroghiness. The expected moderating
effect of face-trustworthiness on the relationshgtween argument-strength and attitude
toward message was confirmed. As in the case ofagescredibility, the most negative

attitude toward the message was measured in the gexipients that was presented with

strong arguments and primed with an untrustworthgef As in the case of message
credibility, the automatically provoked distrustieks toward the message (as a result of
priming an untrustworthy face) might have spontaisgo activated associations that are
incongruent with the given message (Schul, Mayd,Burnstein, 2004).

Apart from that, argument-strength proved to cdwiie to a certain positive or
negative perception (attitude) toward the messabes. result is in line with the expectation
that attitude toward message is based on emotiahfleat the argument-strength for a great
part is cognitively processed. This emotion in metis provoked by the argument-strength.
Again weak arguments were perceiltegsnegative, than strong arguments. Future research
should address the cause of this matter. In regpetiis future research, a more distinctive
difference in argument-strength should be utilizétence, an important focus on the
persuasiveness of the message variable. Neveghalggiment-strength has proven the play
an important role in the processing of persuasiessages.
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Attitude toward politicianThe expectation that recipients attitude towarfitipmn would be

strongly based on the character of the speakercaafirmed. Only face-trustworthiness was
found to have a significant effect on attitude tadvpolitician. In line with theory is the fact
that under certain circumstances appearance amdynfiacial expressions are very significant
in forming an accurate judgment. Because the opérsonal information concerning the
politician’ available to recipients was the suprahal priming (100ms) of a face, it is no
surprise that judgments about personality weredasethis brief exposure to the nonverbal
static cue. Subsequently, once confronted withfélo&al appearance, recipients immediately
draw trait inferences from that appearance. In @mepn to the non-priming group,
individuals’ attitude toward the politician was sificantly more negative in the group that
was primed with an untrustworthy face.

An apparent explanation for this result is the owtithat individuals are more
susceptible to the negative dimension (untrustvoets), than to the positive dimension
(trustworthiness) (Oosterhof and Todorov, 2008)gdive ‘slices’ have a stronger attention-
grabbing power. Detecting ‘danger’ (avoidance béha&y is more important for survival.
Furthermore, when crucial information for voting # candidate (e.g. the candidate’s views
or life story) is limited or absent, negative ditrions from appearance of the candidate
(automatic processed thin-slices) are more infiaérdn voting behaviour than positive
attributions. This effect decreases when individubbve more information about the

candidate, because this information is processedlyrdeliberately (Spezio et al., 2008).

Suspicion probeResults from analysing the suspicion probe suppasic assumption that

the initial automatic evaluative stage is very pient in the formation of thin-slice
judgments. Furthermore, person impressions are edrsubconsciously at the very first
encounter with another person (a supraliminal prgrnof only 100ms!). Although less than
half of the group recipients that was primed witfaae were consciously aware of this
encounter. Subsequently, most recipients assumdrhve caught the glimpse of a neutral
face, a face that was not primed at all. This sagiports the notion that the primed face was
processed mainly automatically, and that individuabntent themselves with supraliminal
primed information. Hence, the ‘true identity’ diet politician was not unmasked.

In summary, results from each of the three con&rimat form the dependent outcome
variables complete each other (Figure 6, Figurard] Figure 8) Each outcome presents
similar trends on the ANOVA-graphics, and combirleely display message-persuasiveness.

In other words, strong arguments on average areeped as more negative. As explained
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previously, the automatically provoked distrustkga toward message-persuasiveness (as a
result of priming an untrustworthy face) might hapontaneously activated associations that
are incongruent with the given message (Schul, Magd Burnstein, 2004). In other words,
the source (an untrustworthy face) is incongrueith ihe message (strong arguments) it
communicates. Next, a trustworthy face and an shirrthy face have respectively a
positive and negative moderating effect. Furtheemoesults are in line with current notions
on information processing.

Results of the current study add up to the incnggsvidence that individuals perform
evaluations by monitoring their subjective affeetivesponses, instead of utilizing a cold
evaluation process with reasoned assessments agldtiwg only the component qualities of
the target. Subsequently, individuals tend to mytheir feelings, while they perceive these
feelings to contain valuable judgmental informati@g. in the case of attitude toward
politician). Hence, an affect-as-information franwelv(Pham et al., 2001, p. 167). ‘Affect’ is
indeed likely to influence persuasive outcome tgtoan effect on the extent and direction of
message processing (Nabi, 1999). “Thus, initialifige toward the target have judgmental
value not just because they are relatively fast emmsistent, but also because they direct

thinking toward motivationally relevant propertigisthe stimuli” (Pham et al, 2001, p. 185).

General discussion

Limitations and future research | Despite the interesting insights about profilingeself on

a political weblog and the role of thin-slice judgnts in this matter, the results of this present
study should be interpreted with respect to itgtétions. The first limitation concerns the
generalization of the results. Even though theltesresent distinct significant interactions,
relations, and a new view on image-formation inoafine-context, it should be taken into
account that the study was conducted among appadeiyn150 individuals. Future research
should investigate similar effects among a largeug of individuals.

The second limitation regards the simulation obhtisal weblog that was used in the
experiment. Although the layout of the weblog wasilar to the authentic Hyves-weblog, the
weblog-content was fictional. This limitation obusly has an effect on the persuasiveness
that was measured. Although argument-strength vgasl s a method to investigate the
moderating effect of face-trustworthiness, makirsg of authentic political weblog-content

will create a more real-life situation.

De Vries, B.J.H. (2009). Looks can be deceiving. tdiégs Thesis Communication Studies. University ofehte. 34



Furthermore, real-life weblog-content concerns ,tdxtperlinks, photo’s, video’s,
audio, or a combination of those. Future reseahcluld address the effects of these media.
The various types of media individually rank di#fat on a media richness scale. That is, the
various types of media stated above vary in thétylbd process information. They vary in
the ability of immediate feedback, the number oksuhey disclose, the amount of
personalization, and language variety (Pieters@Q92 Example given, in face-to-face
interpersonal communication, the receiver is ableespond instantly to a message, making it
possible to verify the messages’ interpretatione Various types of media mentioned above
could all be presented in one type of media, tHeaiqel weblog. The question remains, how
do these types of media influence each other?nestice judgments formed by these media
also used as a ‘lens’ to interpret the other typlesiedia? And, how can political weblogs
become more personalized? A question that refefgetdesign of political weblogs.

Subsequently, a third limitation that should beetaknto account is the simulation of
personal information. The priming of face-trustvinimess concerned computer generated
faces. Although these faces effectively substitutedfacial expressions of a real face, faces
of existing politicians might lead to additionatenesting notions. Even so, different facial
expressions or trying to provoke different thireeljudgments for that matter. For example,
what is the effect of other interpretations basedsocial cues, besides trustworthiness?
Furthermore, to simulate personal information, thg@eriment exclusively contained the
appearance of a face. Future research should ddisess the effects of other types of personal
information, such as hobbies or a curriculum vit@e. effects of stereotype appearances.
Example given, rightwing politicians drive big caend leftwing politicians always walk
around on sandals.

The fourth limitation concerns the recipients, mther their characteristics. In
analysing the results no interesting results werad liking the outcome to characteristics
such as gender of age. Other studies that are fooussed on this matter might lead to
interesting conclusions. This also concerns effe€tdor example, prior knowledge about
candidates, political preferences, level of invahemt, valence thoughts, need for cognition
(Cacioppo and Petty, 1979), need to evaluate (Bzed., 2004), Internet-usage, or level of
education. Another interesting issue regardingréutesearch is the extend to which gender,
age, and or race effect peoples’ sensitivenessdialscues, or certain types of social cues.
Example given, are women more sensitive to fenaded?
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Practical implications | The results of the present study have some integeshplications
for (political) bloggers, and for computer-mediataterpersonal communication in general.
The first implication concerns the profiling of genal information. It is important realize that
(considering the circumstances in this study) imtligls form thin-slice judgments about
physical appearance (nonverbal static cue) in dimedicontext similar to that of an offline
context. Subsequently, the personal informatioril(isl case a photograph) does effect image-
building, and subsequently the processing of auasige-message. The study also presented
the significance of the hierarchy in which informat is presented. Priming a face in the
initial stage of information processing, subseqlyergffected following information
processing. This indicates the importance of thepmsition of the information that is
presented. Example given, where should the persofommation be positioned within the
layout of the weblog? And, what first impressionldeant to establish ?

The second implication regards achieving a congryiéetween source and message.
As political weblogs facilitate a (new) for of commmication between de politician and the
voter, weblogs gain a more significant role in shgpcampaigns and public affairs (Brock
and Green, 2005; Drezner and Farrel, 2008). Siac®ws channels are within the political
communication landscape are utilized to ‘spread riessage’, it is crucial to take into
account acongruencybetween thavho (source) and theays what(message), in order to
achieve the right effect. The personal profilingwsld ‘fit' the message. A right fit between
ethos, logos, and pathos (e.g. an untrustworthg fead averse effect on interpretation of
strong arguments). Especially when no or limitedrmpknowledge is available and recipient
are left with only the information that is presehte

The third implication is concerns synchronizing mechannels (channel choice). The
infinite amount of choices forces voters to be ne®lective to the messages and providers of
information they tune out to (Brock and Green, 200%ith the use of new technologies, such
as weblogs, citizens have the ability to bypassianedverage and have a direct unfiltered
access to candidates. Although Internet-mediatadd@f communication do not replace the
traditional mass communication (e.g. printed prei$g$ proven that weblogs are helpful in
mobilizing opinions and influence the agenda sgttn political elites (e.g. journalists and
politicians) (Drezner and Farrel, 2008). As a cous®ice citizens make their own choice of
channel (Pieterson, 2009). To what type of mediall shturn, to inform myself about
candidates? Therefore, all types of media (chahrtekst are utilized to communicate a
political message should be synchronized regardiveg message itself, and should be

synchronized regarding the self presentation opthigician.
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Appendix 1: visual presentation study 1

£} Presentation Window
File:

Welk gezicht i bet meest ONBETROUWEALR?

Kies 1,2 of 3 en druk daarna op [Enter] of klik op 'Ga verder' om door te gaan.

Figure 9: Example of question concerning line-up ofaces (study 1)
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£} Presentation Window

Filz

Figure 10: Example of clock on the centre of the seen (study 1)
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£} Presentation Window
File

Figure 11: Example of exposure of face with time it of 0.1 second (study 1)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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File:

fs deze persoan Hetrogwhaar of nhetramwhasr?

Maak een keuze en druk daarna op [Enter] of klik op 'Ga verder' om door te gaan.

B ar Onbetrouwbaar

Ga verder

Figure 12: Example of question about trustworthines (study 1)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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File

Hae zeker fien jif over deze kevze?

Kies een wan de onderstaande cijfers, waarbij [1] staat voor 'zeer onzeker® en [5] staat voor 'zeer zeker'

Een kruis op het cijfer geeft de desbetreffende keuze aan. Druk daarna op [Enter] of klik op 'Ga verder' om door te gaan.

Zeer onzeker 1 2 1 5 Zeer zeker

Figure 13: Example of question about level of cordence (study 1)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente. 46
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Bied kunstinstellingen meer zelcerheid
gisteren, 1543

Het iz een feit. .. de kredietenisis begint nu ool in Nederland haar tol te etzen. Een aantal banken hebben
staatshulp nodig, somtmige spaarders zin hun geld vetloren en we staan wellicht aan het begin van een
econotnische recessie. De gevolgen wan de kredietcrizis zign ook metkbaar in de Nedetlandse
kunstsector. De grootste geldschieter, het WV3Efonds, heeft zelfs aangelondigd dat de kunstsubsidies
worden gehalveerd van 62 miljoen euro in 2008 naar 30 miljoen euro volgend jaar.

Deze situatie iz zeer betreurenswaardig en de stel dan ook voor dat het Eunst Erediet Plan (KETP) wordt
mgesoerd, Dit plan houdt in dat financiéle steun wordt geboden aan kunstinstelingen die als gevolg van
de kredietcrisis in de problemen geraken Een dnetal redenen ziyn naar min memng doorslaggevend om
vanuit het kabinet de betreffende nstellingen meer zekerheid te bieden.

1. Ten eerst kan het kabmet zich middels dit genereuze gebaar emdeligk positief profileren.

2. Eunstenaars krijgen op deze wiyze de waardering die deze groep hardwerkende mensen verdient.

3. En tot slot ben ik van mening dat goede kunst alleen tot stand komt wanheer daar een hoge

vergoeding tegenover staat.

Bied kunstmstelingen daarom meer zelcerheid!

Ga verder

Figure 14: Text with weak arguments (study 1)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.



Bied kunstinstellingen meer zelkerheid
gisteren, 15:43

Het iz eenfeit. .. de kredietenisis begint nu ook i MNederland haar tol te eizen. Een aantal banken hebben staatshulp nodig, sommige spaarders zijn hun geld verloren
en we staat wellicht aan het begin van een econotmsche recessie. De gevelgen van de kredietonisis zyn ook metkbaar in de Nederlandse kunstzsector. De grootste
geldschueter, het VSBfonds, heeft zelfs aangelondigd dat de kunstsubsidies worden gehalveerd van 62 miljoen eure i 2008 naar 30 miljoen euro volgend jaar.

Deze situatie 15 zeer betreurenswaardig en ik stel dan ook voor dat het Kunst Krediet Flan (KEP) wordt ingevoerd. Dit plan houdt in dat financiéle steun wordt
geboden aan kunstinstellingen die als gevolg van de kredietcnsis in de problemen geraken. Een achttal redenen ziin naar mijn mening doorslaggevend om vanuit het
kabinet de betreffende instellingen meer zekerheid te bieden.

1. Ten eerste iz een halvering van de gebrueelijke kunstaubsidie een groot probleem en een zwaar vetlies voor de culturele sector in zijn geheel

2. Kunstinstelingen vervullen een belangrjke finctie in onze samenleving, Een logische stap iz vervelgens dat de overheid haar verantwo ordelijktheid neemt en daar
waar nodig ondersteuning biedt,

3. Tewens 15 het mvoeren wan het Kunst Krediet Flan een duidelifk signaal aan de burgeryy dat de overheid de gehele sttuatie serieus neermnt en onder controle heeft.
4 COp dit moment baedt de overheid hoofdzaleeliyk financiéle steun aan (bepaalde) banken Voor een juiste balans binnen de Mederland BV acht ik het verstandig
ook andere sectoren te ondersteunen.

3. Een financiéle injectie zorgt woor het behoud van de werkgelegenheid in de kunstsector en in additionele sectoren, zoals de horeca en de transport sector.

6. Vervelgens 15 het in deze huidige situatie noodzakelijl te blijven mvesteren i kunstinstellingen om jong talent een kans te geven en de ontwrikkeling van de
Medetlandze kunst en cultuwur te stumuleren.

7. Enmdien dit huidige kabinet de kunstzector wil bevorderen om zelf meer mkomsten uit de markt te genereren, dan is dit het moment om de kunstsector hiermee
te helpen.

8. Titemndelyk mag de ontwikdceling van ons cultureel erfgoed met bjden onder een crisis die mede 15 veroorzaakt door de nalatigheid in toezmcht door het polibele
apparaat.

BEied kunstinstelingen daarom meer zekerheid!

Ga verder

Figure 15: Text with strong arguments (study 1)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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Hoe STERK vand fif de sargumentatie in de feksit?

Kies een van de onderstaande cijfers, waarbij [1] staat voor 'zeer zwak' en [/] staat voor "zeer sterk’

Een kruis op het cijfer geeft de desbetreffende keuze aan. Druk daarna op [Enter] of klik op 'Ga verder' om door te gaan.

Zeer zwak 1 2 3 5 6 i Zeer sterk

Ga verder

Figure 16: Example of question about determining sength of arguments (study 1)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente. 49



Appendix 2: visual presentation study 2

B Presentation Window

File

Figure 17: Example of clock on the centre of the seen (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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SIE== Help | Over ons.

ircnine sstus| online [ [ Enshous iy

HOME  VRIEWDEM  HYVES LEEUWARDEN SCHOLEN FOTO'S  VIDEO'S MUZIEK  BLOGS  GADGETS

Je bert hier: Hywer > S > Blogs > Bied Kunstinstallingsn Zoeken: O | reas i e
meor zekerfield
OVERZICHT PROFIEL VRIENDEN FOTD'S TIPS POLLS  CADGETS WIE WAT WAAR GETIKT

Bied kunstinstellingen meer zekerheid

gistenen, [543, 402 2 bekeken

Figure 18: Supraliminal priming (100ms) of untrustworthy face (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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Filz

L= 0= Help | Ower ans
,a“a e I o e
Vi enine scats [ oniine [ () Crchou

HOME _ VRICHDSN _ HYVES LEEUWARDEN SCHOLE FOTO'S  VIDEO'S MUZIEX _ BLOGS _ GADGETS

Je bert hier: Hyver > Sew > Blogs > Bied kunstinscallingan Zowken: O Iedan =il Ak
mecr zekerheld '

OVERZICHT PRAFIEL VRIENDEN retos [ECTTTEN 1ies  POLLS  GADGETS WIE WAT WAAR GETIKT

Bied kunstinstellingen meer zekerheid

gisteren, 1543, 402 bekaken

- — -
- - -

M - - -
—

Figure 19: Supraliminal priming (100ms) of trustworthy face (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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n] SIEE= Help | Bver 095
xi,av - L T I
™ Mirenie s online (4] (1 Snzhous i

O O R ON S NIREeS MURIEK. Snad GAREETS

Je berit hier: Hywer > 8 > Blogs > Bied Kunstnstallingan Toeken: O [RTEL] =l ak
mear zokerhicld

OVERZICHT PROFIEL VRIENDEN FOTD'S TIPS POLLS  CADGETS WIE WAT WAAR GETIKT

Bied kunstinstellingen meer zekerheid
gisteren, 1543, HE w bekeken

Het is een feit... de kredietcrisis begint nu cok in Nederland haar tol te eisen. Een aantal
banken hebben staatshulp nodig, sommige spaarders zijn hun geld verloren en we
staan wellicht aan het begin van een economische recessie. De gevolgen van de
kredietcrisis  zijn ook merkbaar in de Mederlandse kunstsector. De grootste
geldschieter, het VSBfonds, heeft zelfs aangekondigd dat de kunstsubsidies worden
gehalveerd van 62 miljoen eurgc in 2008 naar 30 miljoen euroc veolgend jaar. Deze
situatie is zeer betreurenswaardig en ik stel dan ook woor dat het Kunst Krediet Plan
(KKP) wordt ingevoerd. Dit plan houdt in dat financiéle steun wordt geboden aan
kunstinstellingen die als gevolg van de kredietcrisis in de problemen geraken. Een
drietal redenen zijn naar mijn mening deorslaggevend om wanuit het kabinet de

—_— " betreffende instellingen meer zekerheid te hieden.
- -
- 1. Ten eerst kan het kabinet zich middels dit genereuze gebaar eindelijk positief
—— W W prafileren.
— - 2. Kunstenaars krijgen op deze wijze de waardering die deze groep hardwerkende
G ———— - mensen verdient.
— —— 3. En tot slot ben Ik van mening dat goede kunst alleen tot stand komt wanneer daar
— n——- een hoge vergoeding tegenover staat.
- —
S Bied kunstinstellingen daarem meer zekerheid!
- -
— —
- - - -
e - 0
T —
———

Figure 20: Fictional Hyves-weblog with weak argumets (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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SR = Help | Ower ons

5 Y ESEL oo s g eni Stsan [ wamoma e
@ HY. L 4o GebrLikersTaan Wachtwodrd (71| | o
M cnine scaes [Gnine ) (1 Enhoue

s T 2 N IR L R e s R BB a2t B L R IR )

Je bent hier: Hywer > @ > Blogs > Bied Kunstinstaliingan Zoehen: | © (LU 1|}k
mecr 2ckerheid
OVERZICHT PROFIEL VRIENDEN FOTD'S TIPS POLLS  GADGETS WIE WAT WAAR GETINT

Bied kunstinstellingen meer zekerheid

gisteren. 543, 402 2 beksken

Het is een feit.. de kredietcrisis begint nu ook in Nederland haar tol te eisen. Een aantal
banken hebben staatshulp nedig, semmige spaarders zijn hun geld verloren en we staan
wellicht aan het begin van een eccnomische recessie. De gevolgen van de kredietcrisis
zijn ook merkbaar in de MNederlandse kunstsector. De grootste geldschieter, het
VSBfonds, heeft zelfs aangekondigd dat de kunstsubsidies worden gehalveerd van 62
miljoen eurc in 2008 naar 30 miljoen eurc volgend jaar. Deze situatie Is zeer
betreurenswaardig en ik stel dan ook voor dat het Kunst Krediet Plan (KKP) wordt
ingevoerd. Dit plan houdt in dat financiéle steun wordt gebeden aan kunstinstellingen die
als gevelg wvan de kredietcrisis in de problemen geraken. Een achttal redenen zijn naar
g — mijn mening doorslaggevend om vanuit het kabinet de betreffende instellingen meer
- . . zekerheid te bieden.
-

1. Ten eerste is een halvering van de gebruikelijke kunstsubsidie een groot probleem en

_‘_ - o een zwaar verlies voor de culturele sector in zijn geheel.
w— - 2. Kunstinstellingen vervullen een belangrijke functie in onze samenleving. Een logische
stap is vervolgens dat de owverheid haar verantwoordelijkheid neemt en daar waar nodig
- — . ondersteuning biedt.
— —— 3. Tevens is het invoeren van het Kunst Kradiet Plan een duidelijk signaal aan de burgerij
- - - dat de overheid de gehele situatie serieus neemt en cnder controle heeft.
- _—— 4. Op dit moment biedt de overheid hocofdzakelijk financiéle steun aan (bepaalde)
- banken. Voor een juiste balans binnen de Nederland BV acht ik het verstandig ook
- - andere sectoren te cndersteunen.
-——— — 5. Een financiéle injectie zorgt wvoor het behoud wan de werkgelegenheid in de
— - - kunstsector en in additionele sectoren, zoals de horeca en de transpert sector.

6. Vervolgens is het in deze huidige situatie noodzakelijk te blijven investeran in
kunstinstellingen om jong talent een kans te geven en de ontwikkeling wvan de
MNederlandse kunst en cultuur te stimuleren.
PR—— 7. En indien dit huidige kabinet de kunstsector wil bevorderen om zelf meer inkemsten uit
de markt te genereren, dan is dit het moment om de kunstsector hiermee te helpen.
B. Uiteindelijk mag de ontwikkeling van ons cultureel erfgoed niet |ljden cnder een crisis
die mede is veroorzaakt door de nalatigheid in toezicht door het politieke apparaat.

|Bied kunstinstellingen daarom meer zekerheid!

Figure 21: Fictional Hyves-weblog with strong argurents (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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V¥raag 1 wan 10: Naar mijn mening is het weblog-bericht van de politicus...

Niet informatief 1 2 3 5 6 1 Informatief

Figure 22: Example of question concerning messageedibility (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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Vraag b van 10: Naar mijn mening is het weblog-bericht van de politicus...

Interessant 1 2 3 5 b 7 Saai

Ga verder

Figure 23: Example of question concerning attitudéoward message (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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VYraag 1 van 5 Volgens mijn gevoel is de desbetreffende politicus...

Corrupt 1 2 3 5 6 7 Integer

Ga verder

Figure 24: Example of question concerning attitudeoward politician (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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De identiteit van de desbetreffende politicus was vanwege privacy bescherming niet zichtbaar. Persoonlijke informatie was dan ook niet duidelijk te zien.

Vraag: heeft u desondanks toch een glimp kunnen opvangen van de identiteit van de politicus ?

Nee

Ga verder

Figure 25: Question 1 concerning suspicion probe alit ‘catching a glimpse’ (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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Vlak voordat de persoonlijke Hyves-pagina van de politicus verscheen heeft u [zeer korf] een gezicht kunnen zien.

V¥raag: Welke wan de onderstaande gezichten denkt u gezien te hebben?

[Klik op het cijfer onder het gezicht van uw keuze. Let opl: ¥Wanneer u werkelijk geen idee heeft welk gezicht u heeft gezien, klik dan op het cijfer 4]

Figure 26: Question concerning suspicion probe abothe primed face (study 2)

De Vries, B.J.H. (2009). Looks can be deceivingstdes Thesis Communication Studies. Universitfoente.
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