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COMMUNICATION EFFECTIVENESS: 
APPROACHES AND MODELS 

Abstract:-Major part of human development and learning is formed by communication. Mass 
communication, intentional and unintentionally has very significant role in our life. Words, sounds and 
visuals form major part of mass media communication. Planned communication like Social marketing 
campaigns, political campaigns, advertising campaigns and PR events form a very intentional kind of 
communication event. These types of campaigns have affected millions all over the world in some way. If 
there is no effect of these campaigns then why would anyone spend millions on preparing message and 
spreading it across the world? Communication in every form is very distinct and measures of 
effectiveness largely depend upon the communication objectives. If the objective and strategies are 
fulfilled then communication is considered effective. Awareness and persuasion level are very 
significant in measuring communication effectiveness.

Keywords:Communication effectiveness, Mass media effects, Advertising Effectiveness, IMC 
(Integrated Marketing Communication)

1.INTRODUCTION

1.1 Communication As An Integral Part Of Life

Since the creatures exist, communication is there in this universe. The need to express themselves is perhaps born 
with every creature. A child cries when born and it has got some meaning to all of us.  Some universal vibes are inbuilt in every 
creature which communicates to the other. In the same way, a toddler communicates and every creature on this earth 
understands that manifestation. When one feels hungry, scared or injured then express that experience in sounds which is 
inbuilt in every being. Love, generosity, compassion, equanimity all these feeling can be felt very easily. When these are 
expressed in some way then the intensity of their expansion is such that everyone receives on this earth. In history, we read 
about the development of signs and symbols of expression. Cro-Magnons made some kind of paintings and sounds to express. 
Languages and mass media technology came later to send & receive messages. 

From the very beginning of human race on this planet, we find evidences of their communication patterns. We find 
that several languages were developed over a period of time and several vanished within a small time span as well. But, today, 
as we see verbal and non-verbal communication is an integral part of our life. Every day, we receive several messages just by 
non-verbal cues and also by verbal messages in several languages. Body language plays an important part in communication. 
One more thing is very important about communication is, perception. Whatever is being said is received by receiver's own 
perception. There is no total expression in words only, neither in signs & symbols. We have so many platforms to express our 
self and reach out to others with our message but still there is a part which is always not communicated to anyone in the world.  
We all have our own experiences, own point of reference and very unique circumstances. So our communication is always 
influenced by all these. The received part of communication between individuals or groups always depends on the individual's 
perception.

1.2 Mass Media As A Form Of Communication

Traditionally, we had several ways to communicate. Signs, symbols, paintings, writing, theatre etc. and several more 
we have developed with the passage of time. Today, we have much bigger platforms like mass media which takes the message 
to million within a friction of seconds. We have Books, Newspaper, Cinema, Radio, Television, Internet and again variation 
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within these formats make us communicate in a way we desire. Technologies are getting improved every day. Transmission and 
telecommunication technology has transformed the world of communication. Now, social media is enabling more instant 
interaction.

Communication encompasses a whole lot of things. It is about sharing ideas, information, perceptions, experiences 
and many more. Talking with self, someone close to us and with a social group and masses may bring out changes in many 
ways. Learning about society, life-style and profession is largely through communication. We are less or more influenced by 
information communicated to us by someone. Sometimes we keep it with us for long time consciously and sometimes it 
remains with us unconsciously. Whatever the perception about world we have today is because of the kind of things 
communicated to us by several people on different occasions. (McQuail, 2010)

Mass media play a very significant role in our learning. Somewhere it affects our choices and decisions also. An 
update about traffic in the city on radio channel may cause change in our schedule. News about some film-star may lead to form 
an opinion about his/her personality. We have never met so many people personally but know them through mass media. So, 
communication is playing an important role in our life in many ways.

2.OBJECTIVES AND METHOD OF THE STUDY

2.1 Objective

To review the literature on communication effectiveness and different dimensions associated with it. And to know 
about the measuring variables of communication effectiveness.

2.2 Method

The review design has three stages: 1. Identifying the research question and finding relevant literature 2. Selecting the 
literature for review and 3. Collating and summarizing the data.

3.MODELS ON COMMUNICATION EFFECTIVENESS

Lasswell's model of communication is the scientific study of the process of communication. He described the process 
of communication is to answer the following: Who says, What, To whom, In which channel, With what effect.

There are certain factors in order to be effective communication. There is an effect of message strength, and 
psychological and sociological influences on attitude and behavioral change. An angle of effectiveness to measure the quantity 
of effect was introduced. The size of the angle is dependent on both message strength and perceived social-psychological 
distance (A. Edward Foote, 1970).

The effectiveness of communication is indexed by the extent to which the intentions of the source are reflected in 
responses elicited from a specified receiver. Communication effectiveness, in other words, relates to the degree to which a 
source exercises influence over the actions and reactions of message recipients. Receiver may involve overt behavioral 
modifications, addition to knowledge or shift in attitudes or beliefs (Runkel, 1956).

Persuasion level reflects the effectiveness of communication. Persuasion may require both optimal total heterophily, 
and also optimum magnitudes and directional differences among determinant attributes of communication effectiveness 
(Alpert and Anderson, 1973). A homophilous source-receiver pair interacts more, this communication is relatively more 
effective, and hence creates greater consensus and similarity between them; this is rewarding which leads to a higher rate of 
interaction (Rogers and Bhowmik, 1970: 529).

The measures of communication effectiveness should reflect the three broad domains of behavior: cognitive, 
affective and behavioral (Vicki S. Freimuth, 1976). There is a close relationship between how much information people share 
and how effectively and successfully they communicate. The less confusion, the more effective the communication is 
considered to be (Shali Wu and Boaz Keysar, 2007). 

3.1 Mass Media Effectiveness Researches

Our minds are full of media-derived information and impressions. We live in a world saturated by media sounds and 
images, where politics, government and business operate on the assumption that we know what is going on in the wider world. 
Much money and effort are spent on directing the media to achieve such effects , especially by the way of advertising and public 
relations, and it is hard to believe that this would happen without a conviction that it works , more or less according to plan. 
Certainly, the media themselves seem confident of their capacity to achieve intended effects. Many of the potential effects of 
mass media are either too complex, subtle or long-term to be captured by the still rudimentary forms of measurement available. 
We should discriminate carefully between different types of effects and different situations. Most important, we should give 
due weight to the fact that the effects are determined at least as much by the receiver as by the sender.(Denis McQuial, 2010)

In the beginning, the investigations had relied very heavily on a model borrowed from psychology in which 
correlations were sought between degrees of 'exposure' to media stimuli and measured changes of, or variation in, attitude, 

Communication Effectiveness: Approaches And Models 

2Indian Streams Research Journal  |  Volume 3 | Issue  12  |  Jan  2014



.

opinion, information or behavior, taking account of numerous intervening variables. The renewal of effect research was 
marked by a shift of attention towards long-term change, towards what people learn from the media directly or indirectly than 
direct effects on attitude or opinions. More attention was paid to collective effects on climates of opinion, definition of social 
reality, ideology and to the structure of opinion and belief in a given population. Other kinds of effect were also considered, 
especially in cultural patterns and on institutional behavior. For instance, there were changes in political communication 
following the arrival of television and further changes as a result of newer communication media. Also important was the 
realization that the way media selects, process and shape content for their own purposes can have a strong influence on how it is 
received and interpreted and thus on longer-term consequences. (Denis McQuial, 2010)

Powerful media effects models were suggested by Joseph Klapper, the effects of mass communication, gave credence 
to the limited effects theory.

Elihu Katz, Jay Blumler and Michael Gurevitch (1973) introduced the uses and gratification approach to media, 
leading to a movement of studies on how people choose and use media and the ways in which they become dependent on media.

Leon Festinger begins a visible program of research on cognitive dissonance; which is to have a major on persuasion 
and attitude studies. William McGuire proposes inoculation theory to explain resistance to persuasion. Leon Festinger 
formulated the theory of cognitive dissonance in mid 1950s. He theorized that when an individual holds two or more elements 
of knowledge that are relevant to each other but inconsistent with one another, a state of discomfort is created. He called it as 
state of dissonance. 

4.HISTORY OF MEDIA EFFECTS RESEARCH AND THEORIES

Research into effects started formally during 1920s and 1930s. It was mainly limited to United States. Systematic 
research using survey and experimental methods was inspired initially by social psychology. Many books and articles were 
written about the power of propaganda. Initially, media was considered heavily influential.

The powerful effects model was effectively struck down in the 1940s. Studies conducted by Paul Lazarsfeld and 
colleagues showed that people's decisions about political candidates were not much affected by media; rather, people seemed 
to rely on those closest to them in forming their judgments. This model came to be known as personal influence, and it has also 
been described as a limited effects paradigm.

Research Contribution by: Lasswell (1927), Jowett and O'Donnell, Lazarsfeld.

From 1930s to 1960s researches on influence of films and television, effectiveness of democratic election campaigns 
were subject of interest of many media scholars. 

An important quote was given by Berelson on communication effects: 

Some kinds of communication on some kind of issues have brought to the attention of some kinds of people under 
some kinds of conditions have some kinds of effect. (Berelson, 1948: 172)

Joseph Klapper (1960) saw media effects in this perspective:

Mass communication does not ordinarily serve as a necessary or sufficient cause of audience effects, but rather 
functions through a nexus of mediating factors. 

It was not that the media had been found to be without effects or influence; rather there was no direct or one-to-one 
link to be expected between media stimulus and audience response. Media were shown to operate within a pre-existing 
structure of social relationships and a particular social and cultural context. Franklin Roosevelt's use of radio in his fireside 
chats was an example of the use of broadcasting to unite people around important issues and causes. (Denis McQuial, 2010) 
Some researches appeared about media having no or minimal affects but there are many evidences that media could indeed 
have important social effects and be an instrument for exercising social and political power. Several investigations were there 
in which correlation was sought between degree of exposure to media stimuli and measured changes of, or variation in, 
attitude, opinion, information or behavior and many other intervening variables. Noelle-Neumann (1973) coined the slogan 
'return to the concept of powerful mass media'. 

In 1990s, Signorielli and Moragan (1990) took forward the idea of 'Spiral of Silence' given by Noelle-Neumann 
(1973). This phase came out with models like Direct Effects, Conditional Effects, Cumulative Effects and Cognitive- 
Transactional effects. 

5.DISCUSSIONS AND CONCLUSIONS

Communication is an integral part of marketing activities. Many scholars examined role of communication strategies 
in case of brand popularity, brand image, company's financial performance and in comparison with other brand's 
communication strategies. Several index and measuring methods were developed to have an idea about effects. Some are 
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validated but many are not reliable. Here, another important fact is that communication strategies differ in every case because 
each brand has its own challenges and to combat with those challenges communication strategies are adopted. So, in every case 
planning and execution of communication is handled differently. 

A large amount of work is done on mass media effects. There are eight issues related to media effects: Timing 
(immediate vs. long term), Duration (temporary vs. permanent), Valence (negative or positive), Change (difference vs. no 
difference), Intention (or non-intention), Level of Effect (micro vs. macro), Direct (or indirect) and Manifestation (observable 
vs. latent). Still many uses & gratification and semiotic studies are going on to understand mass media critically. So, 
Communication in every form is very distinct and measures of effectiveness largely depend upon the communication 
objectives. If the objective and strategies are fulfilled then communication is considered effective. There is huge scope of 
research on this aspect of communication.
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