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ABSTRACT

Rumors could be true, but may also be false or guabis but no matter what the
rumors are, it always lack of authenticity. Rumatth negative point of views can be
affects a company’s image, the morale of the arfoexks, the price swings in the stock
markets and etc. Therefore, to rein in rumors & mhost important lesson for the
enterprise, organization and government. Rumoedrn the uncertain situation, and
credible resources can not be available. Explanaiso one of the defense rumor
strategies because it can reduce human uncertdirggtly. This study attempts to
explain the explanation by the assimilation-cortrd®ory. The marketer can use
immunization (feed-forward explanation) and neugedlon (feedback explanation) to
defense the rumors. This study also regards theugreference point message as the
negative rumor or passive evidence which explaia thmor. We discuss the

immunization and neutralization as the present rofethe passive evidence and



negative rumor. The aims for this study are asofadl: (1) to analyze the difference
defense effect of the different rumor types. (2nAto gain an understanding the
immunization and neutralization effect. (3) Aim twompare the effect of the

immunization and neutralization.

Keywords. anchoring effects, assimilation-contrast theory, immunization,
neutralization, reference point message, r umor



1. INTRODUCTION

The rumor is usually difficult to study, because tamor is lived everywhere, but

some rumor is too small to find. Some rumor is gréat the researcher found the

rumor exist so late that the rumor is past or etitedast period. The researchers use the

content analysis, case study or examine and iewrtihe rumor receiver. However, the

receiver may forget afterwards, or is unable teectfthe overall picture originally true.

It is more difficult that we build a false the rumand examine the rumor effect,

transmission and defense effect etc.

Bordia and DiFonza (2004) discuss the Rumors, lviging an explanation
arising from the collective sensibilities of themror public, restore a sense of predictive
control over ambiguous events or phenomena. Althotlgs idea has been present
nearly five decades, the dynamics of this processewnever elaborated and no
empirical analysis was performed because of thicdlify of acquiring naturalistic
data). This study attempts to explain the deferffecteby a assimilation-contrast
process theory. According to Chen’s 2004 reseatbtie, performance of idea
communication is affected by the idea classificat@md reference point message, this
rumor study base on the reference point messagibevilsed. This study has three aims:
The first aim is to analyze the difference defegi$ect of the different rumor types. The
second aim is to gain an understanding the preverand neutralization effect. The

third aim is to compare the effect of the prevam@od neutralization.



2. LITERATURE REVIEW
2.1 Rumors

Rumors are unverified accounts or explanationsvehss circulating from person
to person and pertaining to an object, event, sueisn public concern (Peterson and
Gist, 1951). Rumors arise in situations that amsgmeally relevant but ambiguous or
cognitively unclear, and when credible explanatiars not available from traditional
sources such as the massmedia, government agenciemroporate management
(Difonzo and Bordia 1998). Rumors are not alwaysefand hypocrutucal message. In
fact, rumors are probably factual but lack authestytiMowen, 1990). Even rumors
may be confirmed truth in the future and not grdassl utterances.

Rumors are spread in situations of ambiguity te mesolve feelings of uncertainty
(Rosnow, 1991). The resolution may involve creatmagpative or positive feelings
depending on whether the consequences of the rareanegative or positive. Wish or
Pope-dream rumors are those that predict pleasargequences and may represent
wishful thinking (Knapp, 1944). Unfortunately, Krap (1944) study of rumor in the
United States during World War Il found that ové9® of the rumors reported had
negative consequences and only 2% dealt with pi¢aszents (Kamins, Folkes and

Perner, 1997). These negative rumors are dread rsuuod wedge-driver rumors.



Positive rumors create the product goodwill, ma&egbe dream, and let people do the

positive things. However, negative rumors can affecompany’s image, the morale of

the armed forces, the price swings in the stockkatarand mental depression (Bordia

and Difonzo, 1994, 1998, 2000, 2004 ; Kapferer, 0}99Therefore, we should

understand and combat the negative rumors.

2.2 Evidences

Evidence consists of factual assertions, quantdainformation (like statistics),

eyewitness statements, narrative reports, andTdie. rational appeal is the message

which supports the opinion by number, evidence lang. Marketers let people do the

rational choices by the rational appeal. Factualestents originating from a source

other than the speaker, objects not created bykepeand opinions of persons other the

speaker that are offered in support of the speskdéaims (McCroskey ,1969).

The use of evidence produces more attitude chamme the use of no evidence

than the use of no evidence. By evidences, masketebstantiate their claims and

increase their credibility. Evidences are also mapé to change attitudes, the more

plausible and novel it is (Morley and Walker, 198When marketers let individuals

accept the idea promoted and do the actions thedistowith the idea, marketers must

let they know and understand the importance of ttfeange, so marketers should offer



the evidence.

The speaker can promote the people toward the wglgtby evidence. When the

negative rumors influence people toward reverse wayshould explain it by the true

evidence. The research regards the evidence apodigve message to combat the

negative rumor.

2.3 Reference Point M essage

The reference point information is often used i@ phice perception. A reference

price can be defined as any price in relation tactviother prices are seen (Biswas and

Blair, 1991). Reference price can be external a@erival reference price. External

reference price is often meant that the suppli@vides to the consumer. Internal

reference price is the price which the consumesidans. Internal reference price is

stored in the consumer’s memory. Internal referga®e serves as reference points for

evaluating the external price.

The reference point information is not only usedha price perception but also

used in the decision-making, salary, persuasionrth¢kahneman, 1992; Ordonez,

Connolly and Coughlan, 2000; Chen, 2004). Ordo@amnolly and Coughlan (2000)

examined the effects of two referents on ratingsabéry satisfaction and fairness. And

the results were that fairness ratings showedfardiit pattern of asymmetric effects of



discrepancies from the reference salaries: thel fgcaduate’s salary was judged

somewhat less fair when others received lower gffand much less fair when others

received higher offers. Chen (2004) discusses thmnuunication effect of the

persuasive ad which is used in non-reference pdimy-reference point and

high-reference point. IRltruism, the low-reference point is the best communication

effect. In Egoism, the high-reference point is Itest communication effect.

The reference point message is the reference pdormation which is used in

communication or persuasion. High-reference pointl dow-reference point have

different communication effect. This study regatie reference point message as the

passive evidence and negative rumor, and this siaohys:

Proposition 1. When the audiences receive therdifitereference point message, there

will be produced different effect.

2.4 Assimilation-Contrast Theory

Sherif (1963) proposed the Assimilation-Contrasédiy that explains the change

of the attitude. This is also called the “socialgment-involvement approach,” or more

simply the “social judgment theory.” He thought tblkeange of personal attitude is

mainly due to the interaction of following threetars: (1) audience original attitude; (2)

messages that might be cause the attitude chamgthgoother’'s opinion); (3) the



credibility of the messages.

Sherif (1963) established three zones of attitudgisudes of acceptance, rejection,
and non-commitment (see Fig.2-1). When referendet i® presented to accord with
the percept of audience’ expected, the assimilagftect is likely to occur, and it means
that the presented reference point is fallen ih® audienceaccepted area. On the
contrary, when reference point is presented toabgel than the percept of audience’
expected, the contrast effect is likely to occune Tatitudes of non-commitment are

those positions which are neither accepted noctesjie
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Fig. 2- 1 The Audience’s Comment on Product
SOURCE: Sherif (1963)

A person's position on an issue is dependent onp#rson's most preferred
position (their anchor point), the person's judgimanthe various alternatives (spread
across their latitudes of acceptance, rejectiod, raan-commitment), and the person's
level of ego-involvement with the issue. From thewpoints of ego-involvement,

highly involved individuals differ from less invadd persons in three ways. First, when



people are involved in, or care deeply about, #aas@sue, they have larger latitudes of

rejection relative to their latitudes of acceptamecal non-commitment (see Fig.2-2).

This means they reject just about any positionighabt in sync with their own. Second,

they contrast mildly disagreeable messages frorn #iitudes more frequently than

folks who are not as invested in the issue. Thitien concerned deeply about an issue,

people are apt to assimilate ambiguous messaggsvbein the arguments are generally

consistent with their preconceived sttitudes (Shext al, 1965).
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A. assmilation-contrast areafor an individual less-involved

Regjected Most Probable Also Acceptable Rej ected
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B. assimilation-contrast area for an individual highly-involved

Fig. 2- 2 assimilation-contrast area for an indirtiwith different degree of
involvement
source: Kotler (1975)

People evaluate issues based on where they stathé ¢opic. Persuasion occurs at

the end of the process where a person understaméssage then compares the position

it advocates to the person's position on that isBeeple have categories of judgment

by which they evaluate persuasive arguments. Whesy treceive persuasive



information, they use their categories of judgmeat assess it. They level of

ego-involvement affects the size of their latitudébey generally distort incoming

information to fit their categories of judgment. &imor moderate differences between
their anchor positions and the one being proposkdause people to change.

When applied to social judgments, these effectavstimt the most effective
position to advocate for changing another's atityjudgment is the most extreme
position within that person's "latitude of accep®i within which assimilation effects
will make your position seem more like their owrey®nd this latitude lies the latitude
of rejection, within which any position will be seas more different from one's own
due to contrast effects. This study discusses tredilmlity of the rumor by
Assimilation-Contrast Theory to explore the charajethe attitude, and this study
posits:

Proposition 2: When the presented reference pairialien into audiences’ accepted
area, there will be produced significantly the efffeOn the contrary, when the
presented reference point is fallen into audiencgjg’cted area, there will be not
produced significantly the effect.

2.5 Combating Rumors

Allport and Postman (1947) proposed the rumor trassion formula: rumor is



equal to importance multiplied by ambiguity. Theref to control the rumor is to

reduce the importance and ambiguity. The opiniorthis challenge recently, but

DiFonzo et al. (1994) proposed the rumor raisedhin situation that are personally
relevant but ambiguous or cognitively unclear, arddible explanations are not
available. Rosnow and Kimmel (2000) regarded theamas unverified message. The
message is not confirmed by not only the entergigealso personality, government
and so on. To response the rumor to reduce thegaimiss is the main defense strategy.
Enterprises usually use the preventing, ignorirgdy@mying strategies.

To be silent is a strategy that the rumor will catmdown .automatically. To
response positively makes people’s attention amdrtimor will transmit more fast
(Edward, 1989). DiFonzo et al. (1994) regards thoiing strategy as the weakest
neutralizing tactic. A rumor may be safely ignovelgen the rumor is so implausible that
it will die on its own and the rumor don't ariseiin people’s uncertain sensation and
anxiousness.

The most direct response decision is explanationrdmors that is divided by
feed-forward explanation and feed-back explanatleeed-forword explanation is to
explain the rumor when the rumor didn’t raise aagpgen. Feed-back explanation is to

explain the rumor when the rumor raises and happtGuire (1964) proposed the



inoculation theory that inoculation is used to digmc the attribution of greater

resistance to individuals or the process of supglynformation to receivers before the

communication process takes place in hopes thatitfeemation would make the

receiver more resistant. By preventing the rumengpbe can get the immunization for

the rumor, and this study posits:

Proposition 3: When audiences get the immunizafmmthe rumor, there will be

produced significantly the effect.

Feed-back explanation is to reduce people’s ambigwnd cognitively unclear.

Confirming the truth or refuting effectively is wkeAlthough sometimes a strong

refutation is needed to reduce confidence in thmoru caution is in order here.

Dishonesty, especially a false denial, doublesddm®age by tarnishing the reputation.

False denials also are doomed to fail because #reralways informants around. A

denial may actually increase credulity in a runiFonzo et al., 1994). Based on the

truth stands the best chance of diminishing somedradief in a rumor. Besides being

ethical, honesty also is the best policy. By feadkoexplaining the rumor, people can

get the neutralization for the rumor s, and thislgtposits:

Proposition 4. When audiences get the neutralimafar the rumor, there will be

produced significantly the effect.



What is the best combating strategy, neutralizatioimmunization? Not like both
literatures treat these neutralization or immumizags static, because it is not easy to
find the same rumor and examine the same time.eBurary research on attitude
change processes is reviewed for implications ciggrthe relative influence of
successive opposing messages on final judgmentae $esearches pointed out that
former will have the better effect, which is calldu primacy effect. Then, there are
evidences show that the latter will have the bettferct, which called theecency effect.
There is no conclusive evidence in favor of eithemacy or recency (Rowe, 1974;
Rowe & Rowe, 1976; Dewar, Cuddy, & Mewhort, 1977#po$3er,1995; Chao &
Knight,1996) In this study, we focus on the exptamaorder effect of reference point
message on combating the rumors. As previously ioveed, there are different results
about whether primacy effect or recency effect W@l occurred, and this study is to
examine the explanation order effect of combating tumors when the audiences
receive different presented order of referencetpoessage. Therefore, based on results
of prior research, this study posits:

Proposition 5: When audiences receive faces théerdiit rumor type, (a) the
immunization effect is better than the neutralateffect (b) the neutralization

effect is better than the immunization effect.



2.6 A Dynamic Process Model of Assimilation-Contrast Theory

Judging how far a message is from our own anchpesition is the first stage of

attitude change. Shifting our anchor in responsethis second (Griffin, 2006).

Anchoring and adjustment is a psychological heigrishich influences the way people

intuitively assess probabilities (Tversky & Kahnama974). Based on these theories,

people will adjust their attitude to accommodate tiew input. Sherif wasn’t specific

the distance that influences our persuasive effeat, he claimed that greater the

discrepancy, the more hearers will adjust theituate. However, an extreme distance

will be a boomerang effect that suggests peoplenofeverse the attitude positions

(Sherif, 1965).

People’s initial attitude is a blend of one’s ialtilatitude of acceptance and

rejection. Further, people’s updated attitude isnix of one’s updated latitude of

acceptance and rejection which are both influerfcech four sources, including an

individual’s initial attitude, initial latitude occeptance and rejection, current messages,

and width of acceptance area. Further, an indiVislugndated attitude is a mix of one’s

updated latitude of acceptance and rejection (Hua@@7). The audience receives the

reference point message by neutralization and inmation, the final anchor is partial

toward the reference point of the rumor or evidedg®l this study points:



Proposition 6a: When audiences get the neutradizdtir the rumor, the final anchor is

significantly partial toward the reference pointlo¢ evidence.

Proposition 6b: When audiences get the immunizéetothe rumor, the final anchor is

significantly partial toward the reference pointlo¢ evidence.

Lavidge & Steiner (1961) proposed the Hierarchyfiects that is the most often

used on the communication effect of advertisemaedtthe effect on the action process.

The Hierarchy of Effects of the communicationaleeffand separated into three parts,

and to know the communicational effect of audiehdé#gsal cognition, attitude, and

behavior intention after they received commerciaissages. Based on prior research,

the subject’'s assimilation-contrast area was shiftdlowing the given reference point

(Chen, 2006; Huang, 2007). The shift of assimilatontrast area (anchor) is the

communicational effect of audience’s ideal cogmitidVe operate the reference point as

the negative rumor and the passive evidence tousiscommunicational effect of

audience’s attitude and behavior intention.

Proposition 7: The anchor is partial toward thesrefice point of the evidence, there

will be produced the better communication effect.



4. Management Implications

The purpose of this study is to find a useful mdttwcirculate rumor and rumor

defense to objects and change their cognitiontudés and behaviors. This study

examines the effect of the immunization and neadbn. According the results of

this research, we will indicate the following camgibns and suggestion:

(1) The rumor is usually difficult to study, especiailythe static examination.

This study also regards the various reference poegsage as the negative rumor or

passive evidence which explain the rumor. The rekea can build the simply model

to discuss the rumor and the rumor defense.

(2) The rumors may be interesting news, tattles origesand they spontaneous

just for fun. They aren’t harmful and don’t influetine attitude of people. We don't

waste any time and money to prevent or refute thest,ignore them. We expect to

find some negative rumor don’t influence the attéwf people.

(3) The most positive strategy to response the rumtragreventing strategy.

Before the rumors appear, we can prevent to ah@dnjury and growth of the rumor.

However, the rumor is lived everywhere so that ae oot prevent all of rumors. We

will compare the effect of the immunization and talization in the different rumor

types. Based on the result of this study, we jasfeid-back explanation instead of

prevention in some rumor types.

16



(4) What the anchor is partial toward, there will b@duced the significant

communication effect. An audience forms updateitLid¢ of acceptance and rejection

on the basis of their initial one. It is said thattial latitude of acceptance and

rejection cannot be ignored. Getting to know ihitiatitude of acceptance and

rejection of audiences, it helps doing the rumdendse strategy and communicates

well and more effectively.

(5) Message, in this study we use reference pointpeamanipulated to change

the stands of the audience. It will help not ordycombat the rumor but also to

communicate with the audience and promote effelgtiaad efficiently.

17



References
Allport, G. W., and Postman, L. J. (1947), The Peyogy of RumorNew York: Holt,

Rinehart & Winston.

Biswas, Abhijit and Edward A. Blair (1991), Conteat Effects of Reference Price in
Retail Advertisementlournal of Marketing, 55, pp. 1-12.

Bordia, P. and DiFonzo, N. (2004), Problem SolvingSocial Interactions on the
Internet: Rumor as Social Cognitioigocial Psychology Quarterly, 67(1),
33-49.

Chao, L. L., & Knight, R.T. (1996). Prefrontal arRbsterior Cortical Activation
During Auditory Working MemoryCognitive Brain Research, 4, 27-37.

Chen, C. H. (2006). A study of Reference Point &meOrder and Audiences’
Assimilation-Contrast Area on Idea Communicatiofe&s. I-Shou University
Press

Chen, K. H. (2004). The Performance of Idea Comueation Affected by the Idea
Classification and Reference Point Message fromAapect of Assimilation
Contrast Theoryl-Shou University Press

Dewar, K. M., Cuddy, L. L., & Mcwhort, D. J. K. (9). Recognition Memory for
Single Tones With and Without Contexbudnal of Experimental Psychology:
Human Learning and Memory, 3, 60—67.

DiFonzo, N. and Bordia, P. (2002), Corporate ruractivity, belief and accuracy.
Public Relations Review, 28(1), 1-19.

DiFonzo, N. and Bordia, P. (2000), How top PR pssfenal handle hearsay:
Corporate rumors, their effects, and strategiesdnage themPublic Relations
Review, 26(2), 173-190.

DiFonzo, N. and Bordia, P. (1998), A set of two @wations: Managing Uncertainty

18



During Organizational Changdduman Resource Management Journal, 37,
295-304.

DiFonzo, N., Bordia, P., & Rosnow, R. L. (1994),ileg in rumors.Organizational
Dynamics, 23, 47-62.

Edwards, O. (1989). Leak soupQ, P.228.

Griffin, E. (2006), A First Look At communicatiorh€ory.McGraw-Hill Publishers.

Kahneman, D. (1992). Reference Points, Anchors,ms¥prand Mixed Feelings.

Organizational Behavior and Human Decision Processes, 51, 296-312.

Kamins, M. A., Folkes, V. S. and Perner, L. (199Zdnsumer Responses to Rumors:

Good News, Bad Newsournal of Consumer Psychology, 6(2), 165-187.

Kapferer, J. N. (1990). Rumors —Uses, Interpretati@and ImagesNew Brunswick:

Transaction Publishers.
Knapp, R. H. (1944). A Psychology of RumBublic Opinion Quarterly, 8, 22—-37.

Huang, K. L. (2007). A Dynamic Process Model of ixgkation-Contrast Theory on

Idea Marketingl-Shou University Press

McCroskey, J. C. (1969). A Summary of ExperimerfRaksearch on The Effects of
Evidence in Persuasive CommunicaticQuarterly Journal of Speech, 55,

169-176.

McGuire, W. (1964). Inducing resistance to persmasiSome contemporary

approachesAdvances in Experimental Social Psychology, 1, 191-229.

Monroe, K. B. (1990)Pricing: Making Profitable Decision (2"%ed.).NY: Harper and

19



Row.

Morley, D. D., and Walker, K. B. (1987). The Rolelmportance, Novelty, and
Plausibility in Producing Belief Chang€ommunication Monographs, 54,

436-442.

Lavidge, Robert J. and G.ary A. Steiner (1961). édél for Predictive Measurement

of Advertising Effectivenesslournal of Marketing, 25, 59—-62.

Ordonez, L. D., Connolly, T., & Coughlan, R. (2000)ultiple Reference Points in
Satisfaction and Fairness Assessméotirnal of Behavioral Decision Making,

13, 329-344.

Peterson, W., and Gist, N. (1951). Rumor and puttimion. American Journal of

Sociology, 57, 159-167.

Prosser, S. (1995). Aspects of Short-Term Audittdgmory as Revealed by
Recognition Task on Multi-Tone SequenceXxandinavian Audiology, 24,

247-253.

Rosnow, R. L., (1991). Inside rumor: A personalrj@l. American Psychologist, 46,

484-496.

Rosnow, R. L., and Kimmel, A. J. (2000). Rumdescyclopedia of psychology, 7,

122-123.

Rowe, E. J. (1974). Ordered Recall of Sounds Anddé/an Short-Term Memory.
Bullentin of the Psychonomic Society, 4, 559-561.

Rowe, E. J., & Rowe, W. G. (1976). Stimulus Suftttfects with Speech and

20



Nonspeech Soundslemory ¢ Cognition, 4, 128-131.

Sherif, M. A. (1963). Social Categorization as an¢tion of Latitude of Acceptance

and Series Rangéournal of Abnormal and Social Psychology, 67, 148—156.

Sherif, C.W., Sherif, M., & Nebergall, R.W.(1965).tthkude and Attitude Change.

Philadel phia: Saunders.

Tversky, A. & Kahneman, D. (1974). Judgment undereuntainty: Heuristics and

biasesScience, 185, 1124-1131.

21



