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ABSTRACT

For more than five decades, media scholars employed George Gerbner’s cultivation research
approach to understand and explain how exposure the fictional world of television shapes audience
members’ conceptions of social reality. While there is still enthusiasm and interest among scholars
to understand the effects of mass-produced messages on society, the core tenants of cultivation
theory may be facing challenges in this ever-changing media landscape. The emergence of new
media technologies, viewing devices and platforms is altering and transforming the traditional
television experience, while making it more accessible and convenient for audiences to watch and
consume more commercially-produced entertainment content. Therefore, it is imperative to
examine whether the assumptions of cultivation research tradition still hold up in the new media
environment. However, no prior study has subjected Gerbner's cultivation theory to examine
materialistic perceptions and orientations in Pakistani society, a predominantly Muslim society.
Likewise, no cultivation study to date has addressed the questions of whether exposure to the
fictional world of dramatized entertainment ambiguates audiences’ conceptions of social reality
and whether cultivation theory is relevant in this era of audience fragmentation and segmentation.
The present study fills these voids by examining these unexplored areas of cultivation research. A
survey was self-administered to 631 senior-level students at the International Islamic University
in Islamabad in which respondents filled out a questionnaire where they identified exposure to
dramatized entertainment on a television set as well online on free and subscription-based
platforms, materialistic perceptions and orientations, personal and social perceptions of the
salience of entity God in society and the salience of entity God in viewers’ consciousness,
demographic control items and religiosity. Employing a cross-sectional research design, regression

analyses were carried out to examine the relationships between dramatized entertainment exposure

ix
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and several dependent variables for cultivation and ambiguation outcomes. In order to examine
the impact of online dramatized entertainment exposure, social media exposure and religiosity on
the cultivation and ambiguation process, multiple hierarchical regression analyses were employed.
Results reveal that exposure to dramatized entertainment cultivates and ambiguates audience
members’ social reality perceptions and orientations. Findings also provide evidence for the ways
new media platforms and religiosity moderate the effects of television exposure to dramatized
entertainment. This study serves as stepping stone for further analysis into the implications of
cultivation in Muslim societies and provides foundation for further inquiry into differential impact

of new media platforms on cultivation outcomes.

Key Words: Cultivation analysis, television, media effects, materialism, religiosity, salience,

new media environment, social media.
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CHAPTER 1: INTRODUCTION

The study of mass media effects on culture and social reality perceptions of viewers has been
the focus of cultivation researchers for several decades and there is still a craving zeal and curiosity
among media scholars to investigate, understand and explain the effects of long-term exposure to
commercial media-produced cultural messages. A plethora of prior studies on cultivation effects
produced considerable volumes of findings, which have added value and expanded the existing

body of literature in the field of mass media and communication.

Decades of studies secking to understand the role of television in social life have provided
evidence that the medium provides its audiences with important pieces of information about social
reality. People make sense of the world, about social life, social roles and others through the lens
of television (Morgan, Shanahan & Signorielli, 2016) because “television is the source of the most
broadly shared images and messages in history,” and it is “the common symbolic environment into
which humans are born and in which humans all live out our lives” (Gerbner, Gross, Morgan,

Signorielli, & Shanahan, 2002, p. 17).

While cultivation research framework continues to attract enthusiasm and draw interest from
scholars about widespread cultural effects of exposure to cultural messages of entertainment
media, the th'eory is yet to answer some critical questions such as to what extent exposure to
fictional entertainment programming affects personal attitudes, values, and beliefs of audiences
and whether the traditional cultivation analysis paradigm still has relevancy in today’s new media

environment, and these are the main focus areas of this study.

Chapter one of the present study is divided into four related sections providing a general
description of the theme of this research. That is, section one presents the introduction, section two

1



deals with the background and significance of the study, section three presents the research

problem, and section four outlines the research questions.

1.1 Background of the Study

The mass-produced stories that we consume as audiences have an impact on our perceptions,
attitudes and behaviors toward different aspects of life and the larger social system in which we
live our lives. The inescapable and ritualistic consumption of the commercially-driven stories not
only shape our opinions and perceptions about different social realities (Morgan, Shanahan &
Signorielli, 2015), but also subtly cultivate a worldview that reflects the most common, recurrent

and pervasive patterns of the fictional world of dramatized entertainment (Gerbner & Gross, 1976).

For several decades, the study of mass media-constructed social reality has been the focus
of cultivation researchers, who departed from the early persuasion and propaganda research
paradigm of analyzing media effects in terms of some short-term change in viewers’ behaviors to
long-lasting and ubiquitous effects of long-term exposure to the profit-driven symbolic cultural

environment of fictional media on a societal level (Shanahan & Morgan, 1999).

Over the years, many researchers have demonstrated the cultivation effect in a variety of
areas, with the earliest studies exploring the relationship between television exposure and audience
members’ social reality perceptions about violence and victimization, and the recent studies
expanding to investigate topics such as religious and political orientations, minority and age-role
stereotypes, sex and gender roles, environmental attitudes, health, science, the family, occupations,

and numerous others, (Morgan & Shanahan, 2010; Morgan, Shanahan & Signorielli, 2017).

Since its inception in the 1960s, cultivation theory produced a plethora of literature and

earned a spot in the top three most-cited theories in the mass communication research from 1956
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to 2000 (Bryant & Miron, 2004), which shows health, strength and applicability of cultivation
analysis and indicates a promising future. Since 2000, over 125 studies relevant to cultivation have
been published, which have added value to the existing body of mass media knowledge, (Morgan

& Shanahan, 2010).

Despite its ubiquity and robust generalization, the existing literature on cultivation is yet to
address some important questions, including the question that to what extent exposure to
commercial media-driven cultural environment affects deeply-held personal attitudes, values, and
beliefs. While a number of researchers have investigated television viewing effects on first-order
outcomes spanning from perceptions of crime and violence to occupational prevalence and
affluence, (Shanahan & Morgan, 1999), not too many researchers have explored the influence of
exposure to the fictional world of dramatized entertainment on second-order social reality beliefs
and values. First-order cultivation outcomes deal with frequency or probability estimation of real-
world facts or events, while second-order outcomes assess viewers’ generalized beliefs about
social reality or their attitudes toward it. According to Hawkins and Pingree (1990), second-order
beliefs or attitudes appear to be separately influenced by exposure to mediated stories.
Nevertheless, television research primarily examined and provided evidence for first-order
cultivation outcomes (Shanahan & Morgan, 1999). Earlier, Hawkins and Pingree (1982) reviewed
cultivation research and tentatively concluded that although television viewing affects societal-
level judgments or first-order estimates, such effects were found to be minimal on personal-level

judgments or second-order value judgments.

Some 15 years ago, Shanahan and Morgan predicted that “New media . . . do present
measurement challenges for cultivation research™ (1999, p. 218). At present, there are multiple

platforms and devices that allow viewers to watch television. Viewers can now stream content on
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their Internet-connected Smart TV or on their TV through a streaming media device, view content
both live and time-shifted options such as DVRs, as well as access content on demand from cable,
Telco, and other free streaming services such YouTube and Hulu and subscription video on
demand service such as Netflix and Hulu Plus, using their smartphones, televisions, and computers

(Prince, 2018).

This abundance of television viewing devices and platforms does not mean that the new
technologies are replacing traditional television. Instead, these new ways of consuming television
content are supplementing traditional television and offering more and more viewing options to
consumers (Morgan, Shanahan & Signorielli, 2014). Research shows that the traditional way of
consuming television content is still the most popular form of viewing and that consumers still
devote their most of their free time to watching entertainment programming. For example, an adult
in the U.S. spends an average of nearly a week out of every month (more than 149 hours per month)
watching traditional live television, and another 15 hours on average watching time-shifted content
(Nielsen, 2016). The fact that viewing dramatized entertainment still consumes so much of our
time underlines the significance of understanding the continuing cultural dominance of television

(Prince, 2018).

While there is still a curiosity among researchers in understanding the widespread cultural
impact of long-term exposure to mass-produced stories and there continues to be a considerable
number of new studies grounded in the assumptions of cultivation theory, the most pressing at
hand is whether the traditional cultivation analysis paradigm still has relevancy in today’s new
media environment, which may be posing a challenge to cultivation’s assumptions, premises and
procedures (Morgan & Shanahan, 2010). In particular, the current and future paradigmatic status
of cultivation and its macro-level conceptions may seem less relevant due to the rise of fragmented
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audiences and interpersonal communication in an era of convergence among different technologies

and cultural forms (Morgan et al., 2015).

According to Gerbner, the fictional world of television makes clear and visible certain social
reality perceptions and beliefs that may otherwise be blurred, hidden or opaque (Shanahan &
Morgan, 1999). Based on the same assumption, the synthetic symbolic cultural environment also
has the potenti:.al to blur, hide or opaque social realities that are otherwise salient and visible in the
objective socio-cultural mainstream. For example, spiritual or metaphysical realities, including the
entity God, are prevalent and salient in the socio-cultural environment of Muslim societies but are
nonexistent in globally-produced messages, and are either rare or less common in the domestic

entertainment fare.

Cultivation literature is silent on the potential role of television in ambiguating social reality
perceptions, beliefs and values of audience members. Although Gerbner (1987a) pointed to the
role of 3Bs (blurring, blending and bending) in the cultivation process, cultivation scholars have
not looked into the ambiguation potential of the symbolic cultural environment. That is, the
fictional world of dramatized entertainment is saturated with messages that cut across genres and
television networks and that promote and maintains certain types of lifestyles, social realities,
beliefs and values through its pervasive, recurrent and consistent themes, images and characters

who dominate television screens.

The saturation and pervasiveness of certain messages and underlying lessons, worldviews
and ideologies are coming at an expense (cultivation effects). For instance, the social elites-
controlled media consistently portray black people in antisocial roles, and, exposure to which

would cultivate negative perceptions about the black community (Punyanunt-Carter, 2008).



Interestingly, the flip side (objective portrayal) is systematically excluded from the mass-produced

stories. Such exclusion also comes at an expense (ambiguation effects).

In context of this discussion, the present study is an endeavor to analyze the influence of
local and foreign entertainment programming on viewers’ social reality perceptions in Pakistani
society. Grounded on the assumptions of Gerbner’s cultivation theory, this study examined
cultivation effects of exposure to dramatized entertainment on audience members’ materialistic
orientation, and the perceived prevalence of materialism in society. It also introduced ambiguation
as another type of effect of dramatized entertainment by examining the relationship between
exposure to dramatized entertainment and the perceived salience of the entity God in viewers’
consciousness and the perceived social salience entity God. Finally, this study explored the
moderating role of online viewing platforms and social media platforms in both cultivation and
ambiguation outcomes. In so doing, the present study extended cultivation research by introducing
ambiguation as another type of effect of exposure to dramatized entertainment on the salience of
social reality perceptions and deeply-held values and beliefs; by examining the relationships
between exposure to entertainment programming and viewers’ perceptions and attitudes towards
materialism in a predominantly Muslim society; and by exploring the interaction effect of online
viewing platforms i.e., YouTube, Netflix, Amazon, and Dailymotion etc., as well as social
networking sites, i.e., Facebook, WhatsApp and Instagram etc. in cultivation and ambiguation

outcomes.

1.2 Statement of the Problem

Cultivation research paradigm regards television, upon which George Gerbner conceived
cultivation theory, as an overriding force in modeling contemporary society (Griffin, 2009). The

medium supplies large amounts of shared images, outlooks and messages across history and shapes
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the cultural environment in which people live and socialize (Signorielli & Morgan, 2001; Van den
Bulck, 2012). People make sense of the world, about social life, social and gender roles and others
through the lens of television because “television is the source of the most broadly shared images
and messages in history,” and it is “the common symbolic environment into which humans are
born and in which humans all live out our lives” (Gerbner, Gross, Morgan, Signorielli, &

Shanahan, 2002, p. 17).

Decades of studies seeking to understand the role of television in social life have provided
evidence that audience members construct their social reality perceptions and beliefs from the
symbolic cultural environment. Over the years, researchers used the cultivation research paradigm
to investigate the nature of mediated stories through messages system analyses and to analyze the
effects of mass-produced stories on audiences’ social reality perceptions on a range of topics and
to expand the cultivation analysis to political and religious attitudes and beliefs, gender roles,

environment, health and family values etc. (Morgan, Shanahan, & Signorielli, 2012).

Keeping in view television’s dominant power in society due to its potential of telling most
of the stories to most of the people in most of the time, it is important to understand the role of
fictional entertainment programming in cultivating norms, rules, and values of a society
(Henderson, 2007). A plethora of studies under the umbrella of cultivation theory indicates that
long-term exposure to television programming shape viewers’ social reality perceptions and
cultivates common and specific images, beliefs, values and ideologies that are congruent with the

most pervasive and dominant themes of the mass-produced messages and images (Morgan &

Shanahan, 2010; Morgan et al., 2014, 2015).



¢

While some researchers applied the cultivation analysis to investigate the impact of
television exposure on audiences’ social reality perceptions and their attitude toward materialism,
there has been hardly any empirical study on the effects of fictional entertainment programming
in a Muslim society. Pakistan is predominantly a Muslim society, which came into existence on
the basis of Islamic ideology and which draws its cultural references from the same ideology.
Among other deeply-held values, attachment to God holds a central position in the common

consciousness and daily interactions of Muslims (Ghobary Bonab, Miner & Proctor, 2013).

A presumptive profile of domestic and foreign media entertainment programming shows
that there is an apparent absence of spiritual matters, including references to God, and a saturation
of materialistic values, which may be having wide-ranging implications on standard cultural
practices, outlooks and values of the society, as well as on viewers’ social reality perceptions and
lifestyles (Khan, Siraj & Soomro, 1999). Therefore, the present study attempted to investigate the
relationship between exposure to dramatized entertainment and materialistic perceptions and
attitudes of audience members in Pakistani society. Existing literature is also silent about the
question like whether exposure to dramatized entertainment ambiguates deeply-held personal
beliefs and values such as the salience of God as entity in viewers® consciousness? In light of the
central cultivation hypothesis, it is important to investigate what type of materialistic values are
becoming assimilated into people’s personal value structures, as well as to assess whether exposure
to entertainment programming ambiguates the salience of entity God in audience members’

consciousness.



1.3 Objectives of the Study

The key objectives of this study are:

® To examine perceptions and attitudes towards materialism among TV viewers
® To examine perceptions and beliefs about the salience of entity God among TV viewers
® To examine the differential effects of online and social media use variables on perceptions

and beliefs

1.4  Significance of the Study

The present study is significant in terms of its conceptual, operational, theoretical and

methodological contributions to the existing body of knowledge on cultivation effects as follows:

Although new media technologies such as YouTube, Facebook, Hulu, Twitter, Netflix and
TiVo etc. have changed the way audiences now receive and consume mass-produced stories,
Morgan et al. (2015, p. 18) argue that important aspects of their content remain largely unchanged
and that there is “more TV than ever before.” In some key respects, the stories are still formulaic
and homogeneous in nature, regardless of whether consumed in an interactive, selective, or virtual
environment. However, the new media environment could be challenging the idea of
mainstreaming, as new media platforms appear to be providing greater diversity of channels and
messages and giving rise to fragmentation of audiences. Therefore, the scholars emphasized the
need for revising existing theoretical models to “consider the ways in which our new social media
environments (and the shifting communities they give rise to) may intersect with and either bolster

or shortcircuit the cultivation process,” (Morgan et al., 2015, p. 19).

Putting this into context, this study used new independent variables such as exposure to

dramatized entertainment online at a macro-level, based on cultivation's assumption that messages
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are systems, which are by definition as macro as one can get; and social media use at a micro-level
to incorporate mediated interpersonal communication and fragmented audiences in cultivation
analysis. In this regard, online viewing platforms (i.c., YouTube, Dailymotion and Netflix etc.)
and social networking platforms were used in this study to determine how and to what extent
cultivation theory has become redundant in the presence of new media use. The application of
these new variables provide interesting insights into cultivation effects, including the idea of
mainstreaming, in a time of new technologies, more fragmentation and less collective

consciousness.

According to Morgan and Shanahan (2010), the new media environment is actually making
it more convenient and easier for audiences to access and consume dramatized entertainment
content — meaning they may be spending more time than ever before in watching largely the same
content. “As long as there are popular storytelling systems and purveyors of widely shared
messages, Gerbner’s main ideas are likely to persist. If the storytelling system itself collapsed, it
is difficult to imagine what would replace it: a world in which everyone is producer, distributor,
and consumer of messages seems far-fetched,” (Morgan & Shanahan, 2010, p. 350). Moving on,
some cultivation researches have explored viewing effects on prevalence perceptions or judgments
(O'guinn & Shrum, 1997; Shrum, Wyer Jr & O'Guinn, 1998). However, not too many scholars
examined the relationship between television exposure and more centrally-held personal values,
which differ from prevalence outcomes in fundamental ways (Schnauber & Meltzer, 2016; Shrum,

Lee, Burroughs & Rindfleisch, 2011).

This study filled these gaps in literature and extend cultivation research in three ways: First,
it examined the influence of exposure to dramatized entertainment on both first-order social reality
perceptions and deeply-held second-order value judgments and attitudes. Second, the study
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introduced ambiguation as a new type of media effects and attempted to de-westernize the concept
of materialism in accordance to local settings. The process of conceptualization and
operationalization of these variables helped find more knowledge and added to the overall body of
knowledge, while serving as a reference point for future studies in a Muslim society like Pakistan.
Third, the study tested the applicability of cultivation theory in the ever-changing media landscape
by exploring the moderating role of online viewing and social media use variables in cultivation
and ambiguation processes. Both online viewing and social networking platforms were applied as
moderators employed as moderators to determine whether and to what extent these new platforms
influence the relationships between exposure to dramatized entertainment on television and social

reality perceptions and beliefs of audience members.

Prior studies show that exposure to the world of television shapes viewers’ social reality
perceptions in the direction of the most stable and consistent content patterns (Shanahan &
Morgan, 1999). Yet to date, little to no attention has been paid to examine ambiguation of certain
beliefs, values and social realities, which are centrally-held in the common consciousness of people
but are systematically excluded from the media message system. In light of cultivation’s central
hypotheses, the fictional world of television recurrently excludes certain values, beliefs and social
realities from its cultural mainstream which appears to be having far-reaching socio-cultural
implications for Pakistani society, including the potential to have ambiguation effects, which the

present study has examined.

Similarly, some scholars (Fox & Philliber, 1978; O'guinn & Shrum, 1997; Potter, 1991;
Shrum, O'Guinn, Semenik & Faber, 1991) explored television viewing effects on audiences’
perceptions about other people’s affluence within the U.S. society, only a handful of studies (Kang
& Morgan, 1988; Moschis & Churchill Jr, 1978) explored the idea that the U.S. entertainment
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industry may be cultivating capitalist values such as materialism among international viewers.
However, there is hardly any traceable scholarly evidence of studies of comparable stature
conducted in a Muslim society, or specifically Pakistan. Hence, studying cultivation theory’s
propositions in a different cultural and geographic context is considered to be an important
scholarly initiative that subjects George Gerber’s cultivation theory to an absolutely different

socio-economic and media setup.

Elsewhere, mass media are often blamed for having an impact on Islamic values and norms
due to their incompatible and incongruent contents (Khan et al., 1999; Olenick, 2000; Ullah, 2014).
However, there hasn’t been any formal attempt to document the effects of those contents on the
audience under a social scientific paradigm. By testing cultivation theory’s propositions in a
Muslim society, this study undertook an important scholarly initiative that subjected George

Gerber’s cultivation analysis to an absolutely different socio-cultural landscape and media setup.
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CHAPTER 2: LITERATURE REVIEW

2.1 Introduction

The purpose of this chapter is to outline the theoretical underpinnings of the study and to
present a comprehensive review of literature related to the present study, organized into three
sections. Part one describes the origins and formative research and core concepts of cultivation
theory, and provides a general overview of the literature related to the primary theoretical
assumptions of cultivation theory. It also discusses a brief illustration of cultivation analysis and
some controversial points revolving around this theory, as well as presents the refinements and
growth of cultivation. Part two of this chapter discusses the existing research examining cultivation
and elaborates challenges faced by cultivation theory in the new media environment, as well as
offers a review of existing research on materialism, in order to contextualize the present study. The
main themes of the materialistic values of interest to this study will also be presented here. The
third and final part of the chapter presents the summary of the literature and hypotheses of the
study. Finally, part three of this chapter provides a summary of the literature and hypotheses of the

study.

2.2 Conceptual and Theoretical Framework

Cultivation analysis is one component of the decades-long research program called “cultural
indicators,” or CI program, which was developed by George Gerbner and his colleagues in 1960s
(Romer, Jamieson, Bleakley & Jamieson, 2014) as a complement to the more common idea of an
economic or social indicator, a kind of barometer of important cultural issues (Gerbner, 1969,
1970). The CI program of research is based on a three-pronged research framework: (1) the

institutional process analysis prong, which looks into organizational structures of media
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institutions, policy formation, decisions-making considerations and processes that produce cultural
messages; (2) the message system analysis prong, which inquires into broad structures and
consistent patterns in mass-produced messages in the aggregate, as opposed to in any particular
program or genre; and (3) the cultivation analysis prong, which examines the cultural effects of
fictional entertainment programming on viewers (Gerbner, 1970; Morgan et al., 2016, 2017;

Shanahan & Morgan, 1999).

Although cultivation analysis examines the impact of cultural messages on values and beliefs
of audience members, it is important to note that cultivation is not a cause-and-effect theory that
views television as an agent of social change that has a unidirectional flow of influence on its
audience. Instead, cultivation effects theory is about the implications of audience members’ long-
term exposure to stable, repetitive and pervasive symbols, images, lessons and ideologies ingrained
in television stories. The theory views television as a socialization agency in modern societies that
has a continual, dynamic and ongoing intrinsic influence on cultural identities and social realities

through its reparative messages (Shanahan & Morgan, 1999).

Cultivation assumes that television, as a medium, is different from other mass media given
its penetration and reach in the society and its power to pervade the cultural environment of the
home and subtly shape how people conceive social reality over time (Gerbner, Gross, Morgan &
Signorielli, 1980). This assumption stems from Gerbner and his colleagues’ view that television
has become the cultural arm of modern societies, which receive most of the stories most of the

time from this new message delivery system, (Gerbner et al., 1980; Morgan & Shanahan, 2009).

The synthetic environment so created by the fictional world of the dramatized entertainment

on television, including plays, series, reality shows, game shows, movies, cartoons, comedies and
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commercials, constructs and cultivates social reality perceptions, values, beliefs and attitudes of
audience members. As such, television functions as an agent of the established social order that
constructs, maintains and propagates the dominant cultural ideology and values through its

recurring and ritualized messages and symbols, (Gerbner & Gross, 1976; Gerbner et al., 1977).

The main proposition of the theory states that the more time audience members spend living
in the dramatic world of television, the more likely their social reality beliefs will be compatible
with fictional realities of television (Morgan et al., 2017). As such, heavy viewers of dramatic
programming are more likely to establish assumptions about social reality different from light
television viewers (Shanahan & Morgan, 1999). In other words, cultivation theory suggests that
the time people spend in the fictional world of dramatized entertainment and the experiences they
gain from mass-produced fictional stories would influence their real-life experiences and develop

and maintain their social perceptions and beliefs (Shrum & Bischak, 2001).

Cultivation is a media effects theory that looks at long-term relationships between exposure
to fictional entertainment programming as a message system and audience members’ social reality
perceptions and beliefs about the world (Shanahan & Morgan, 1999). The fictional world of
television creates the common symbolic cultural environment that integrates dominant images,
outlooks, and worldviews and messages into everyday life, creating and shaping common
consciousness in the direction of the most recurrent and pervasive patterns of those mass-produced

and mass-consumed fictional stories (Morgan & Shanahan, 1997; Morgan et al., 20 16).

While cultivation research framework continues to attract enthusiasm and draw interest from
scholars about widespread cultural effects of exposure to cultural messages of entertainment

media, the theory is yet to answer some critical questions such as to what extent exposure to
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dramatic programming affects second-order personal attitudes, values, and beliefs of audience
members (Schnauber & Meltzer, 2016) and whether the traditional cultivation analysis paradigm

still has relevancy in today’s new media environment (Morgan & Shanahan, 2010).

2.3 Gerbner’s Concept of Cultivation

George Gerbner’s original conception (1958) of cultivation was an attempt to devise an
approach to the social and cultural implications of living with the fictional world of television.
Gerbner deviated away from the then-dominant paradigms of persuasion and propaganda as well
as the effects tradition of scientism and positivism. Gerbner wanted to go beyond the traditional
approaches to investigate cultural issues that could not be explained in or limited by such
approaches that had been used “to find the most suitable ways of “selling" (or disguising) policies

which serve institutional objectives” (Gerbner, 1966, 1998a).

Gerbner suggested that the object of inquiry should be the institutional objectives of elites-
controlled cultural messages and symbols. Instead of “serving institutional objectives,” researchers
should critically analyze the nature and consequences of those objectives in a democratic society
(Gerbner, 1958). Gerbner viewed communication research as a basic cultural inquiry rather than
as a tool for selling a product, or a political candidate (Shanahan & Morgan, 1999). Gerbner
defined communication as ‘‘interaction through messages’’ and conceptualized mass
communication as the mass production and distribution of messages with far-reaching social and

cultural implications. Gerbner wrote:

“The cultural transformation of our time stems from the extension of the industrial technological revolution into the
sphere of message-production. The mass production and rapid distribution of messages create new symbolic
environments that reflect the structure and functions of the institutions that transmit them. These institutional processes

of the mass-production of messages short-circuit other networks of social communication and superimpose their own
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forms of collective consciousness — their own publics—upon other social relationships. The consequences for the
quality of life, for the cultivation of human tendencies and outlooks, and for the governing of societies, are far-
reaching.” (Gerbner, 1970, p. 71).

Gerbner’s conceptualization is based on six ideas that he said should be considered while
subjecting cultivation research paradigm in examining the potential role and impact of television
messages on society. Firstly, audiences spend more time in watching and consuming mediated
stories on television “than all other media activities combined” (1977, p. 147). Secondly, unlike
other media, television is available to audience members in their homes all the time just like a
member of their families, enabling viewers to interact with the world of television and watch
fictional entertainment content at their convenience with less activity. Thirdly, in contrast to
newspapers, magazines and books etc., television content does not require its audiences to be
literate, which makes it more appealing and accessible to all segments of society, creating a shared
culture for otherwise heterogeneous audiences. Morgan et al. (2015) note that these assumptions
see television as providing what appears to be an early version of today’s “feed” of stories on

social media, which are ubiquitous, unified, and undifferentiated.

Gerbner’s fourth assumption sees the totality of television’s messages as a system that fulfills
the socialization function previously served by religion, myth or legend. “It makes no sense to
study the content or impact of one type of program in isolation from the others. The same viewers
watch them all; the total system as a whole is absorbed into the mainstream of common
consciousness” (1977, p. 147). The fifth assumption views television as serving the needs of all
different audiences, i.e., such as children, parents and grandparents, all at the same time, with no
scparate story-systems existing within television. Finally, Gerbner assumes that the world of

television further marginalizes minority groups by forcing them to see their portrayal and
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(mis)representation through mass-produced messages designed by the powerful elites for the

majority population.

These assumptions became the foundation of cultivation research tradition that grew out of
the long-term research project, called “Cultural Indicators,” or CI, which began during a time of
turmoil, social unrest and violence in the U.S. in the late 1960s. Over the years, the CI project has
mainly focused on carrying out message system analyses, capturing cultivation effects of mediated
stories and carving out the socio-cultural implications of growing up and living with the world of
television. As such, Gerbner’s cultivation theory attempts to tap broad consequences and
implications of television and its messages. Specifically, cultivation is based on Gerbner’s
assumption that television viewing is ritualistic, that is, audiences consume television content non-
selectively (Gerbner, 2013), meaning that audience members are exposed to aggregate patterns of
messages throughout their life and construct social reality perceptions and attitudes aligned with

the dominant patterns of the symbiotic cultural environment (Gerbner, 1977).

As discussed earlier, the CI program is premised upon a three-part research framework for
investigating the ownership structure, institutional objectives and needs, processes and influences
that underlie the production and distribution of mass-produced cultural messages; analyzing the
most dominant, recurrent and aggregate patterns of audio-visual cultural messages, images and
symbols; and examining the cultivation effects of those mediated messages on social reality
perceptions of audiences. However, Gerbner notes that a research inquiry any one of these three
areas would have implications for the other two. Therefore, most cultivation studies have focused
on analyzing the message system of television and cultivation effects of those messages on

viewers.

18



Gerbner and his associates posit that the symbolic cultural environment created by television
has long-term cultural influences and consequences similar to other social institutions like religion.
“Television provides a daily ritual that elites share with many other publics. The heart of the
analogy of television and religion, and the similarity of their social factors, lies in the continual
repetition of patterns which serve to define the world and legitimize social order” (Gerbner,

1998a).

2.4 First- and Second-Order Cultivation Effects

Cultivation researchers initially focused on investigating the relationship between heavy
television viewing and perceptions of social reality, referred as first-order outcomes in cultivation
literature. First-order cultivation outcomes refer to the effects of television on audience members’
general estimation of a phenomena i.e., violence in the society, or statistical facts about the real-
world social reality. Over the years, this probe into cultivation effects of television advanced to
the idea of distinguishing second-order cultivation outcomes from first-order outcomes (Gerbner
et al. 1986). Second-order cultivation outcomes refer to general beliefs, values and outlooks that
audience members imply from mediated cultural messages, images and symbols (Schnauber &

Meltzer, 2016).

Long-time cultivation critics Hawkins and Pingree (1982) were first to argue that cultivation
uses "demographic” and “value system” measures as two types of dependent variables. The first
kind of demographic measures, generally referred to as first-order effects, tap the differential effect
between real world social reality facts and television’s social reality, using both real-world and
television answers. As such, these demographic dependent measures are used to determine the
extent to which heavy television viewers’ conceptions of social reality, or facts, are closer to the

real-world facts or to the television facts. Value-system dependent variable(s), or second-order
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effects, capture general impressions including beliefs and values and other general aspects of the

social world (Shrum et al., 2011).

In a nutshell, first-order cultivation effects probe the relationship between television
exposure and viewers’ social reality perceptions i.e., the frequency of violent crimes in society, or
the probability estimation of becoming crime victims. Second-order cultivation, on the other hand,
investigates the extent to which television viewing shapes audience members’ beliefs, values and
outlooks i.e., heightened levels of fear, mistrust and pessimism. Although scholars have
distinguished first-order cultivation from second-order cultivation, the basic assumption is that
these two distinct effects may interrelated. That is, second-order cultivation measures are inferred
from first-order cultivation measures, implying that if heavy television viewing distorts viewers’
estimation of real-world facts about a social phenomenon (first-order cultivation), heavy viewers
are more likely to perceive the world as more dangerous and unsafe (second-order cultivation,

(Miller, 2005: 287; Severin and Tankard, 2010:270).

However, Gerbner and his associates used the first-order and second-order measures in
cultivation analysis mainly as methodological procedures and not as theoretical features. In other
words, Gerbner et al. found no theoretical explanation for a link between the two dependent
measures, given the nature and complexity of the relationship and differences between them. The
first-order and second-order terms were coined primarily to categorize and clarify different types
of methodological procedures as well as to enable researchers and audience members to make both
qualitative and quantitative judgments. Potter (1991) supports this assertion and notes that the
distinct nature of the first-order and second-order cultivation outcomes can be understood at the

operational level, not at a theoretical level because Gerbner et al. did not develop theoretical
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implication of such distinction. According to Potter (1991), audiences are likely to be subject to

second-order cultivation effects if they are first-order cultivated.

On the contrary, Hawkins and Pingree (1990), Hawkins, Pingree, and Adler (1987) argued
that first-order and second-order effects are distinct because of the differences in the processes
involved in the learning of these two kinds of effects (Miller, 2005:287). Severin and Tankard
(2010:270) point out evidence that link television viewing with first-order cultivation effects, and
that other variables i.e., such as audience members’ neighborhood, are at play with television

exposure for second-order cultivation outcomes.

“Realizing that this apparently simple distinction generates distracting complexity (and since the issue is not really
central to cultivation theory but is, rather, more germane to problems of cognition and learning in general), Gerbner
et al. subsequently decommissioned the terms, leaving others welcome to explore these troublesome issues (and

several researchers accepted the invitation)” (Morgan & Shanahan, 1999, p. 177).

2.5 Cultivation and New Media Environment

The emergence of new media technologies, the abundance of television channels and the
apparent diversification of television programs has led some to question the relevance of
cultivation as a viable approach to studying television and its impact on viewers’ social reality
perceptions, outlooks and attitudes. The theory has been criticized since 1980s when the
emergence of cable channels and VCRs challenged the central place of television in the society as
the biggest storyteller, with critics of cultivation theory suggesting that Gerbner’s message system
assumptions may no longer be valid in the presence of more programs producers, content choices
and the availability of more interactive and selective viewing devices and technologies. For

example, Secunda (1990) saw the emergence and adoption of VCRs as a threat to the dominance
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of big American networks and argued that VCRs have led to the end of the era of “watching TV

by the clock.”

However, it did not turn out that way and the prediction by some cultivation critics that the
emergence of new technologies such as cable and VCRs would make cultivation redundant proved
to be wrong. The availability of more channels and apparently more diverse television programs
actually resulted to new levels of violence and sex levels, far more than those offered by major

television networks (Shanahan & Morgan, 1999; Shanahan, 2012).

For instance, Morgan and Rothschild (1983) found even stronger correlation between
television viewing and sex-role stereotypes among audience members who had cable in their
homes. Likewise, Morgan, Shanahan, and Harris (1990) found that VCRs actually amplified the
cultivation effects by allowing heavy viewers to watch and consume “more of the same™ content.
Dobrow (1990) found that heavy television viewers used the VCR technology to extend their
viewing habits, and lighter viewers, on the other hand, became even more selective their
consumption of programming. Similarly, Perse, Ferguson, and McLeod (1994) found a strong
association between heavy viewers of videotaped movies and interpersonal mistrust, compared to
light viewers. In short, new technologies offered heavy viewers with higher doses of formulaic
fictional entertainment programming, which actually intensified versions of traditional network
fare. This led Gerbner and his associates to argue that new technologies should be viewed as new
“delivery vehicles” for "more of the same" content, in particular for heavy viewers (Morgan et al.,

2015).

Having survived the challenges and threats posed by cable and VCR technologies the theory

now faces challenges from digital media technologies, which are not only challenging Gerbner
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and his colleagues’ assumptions of television, but also questioning the underpinnings, premises
and procedures of the theory and its applicability in this ever-changing and ever-evolving media
environment. The biggest question is whether the theory is still relevant in an era that provide more
channel and programming choices, numerous content delivery devices, on-demand and streaming

options and more fragmented audiences.

While new media platforms and the availability of more and more television channels appear
to offer greater diversity in content and flexibility in consuming dramatized entertainment, the
underlying themes, patterns, common messages and lessons have not changed and there’s even
more television than ever before and even more violence, sex levels and distortion of social
realities. And because cultivation is more concerned about aggregate messages, it may be even
more critical to analyze the impact of such messages in a time of more fragmentation and less

collective consciousness.

2.6 More Television Than Ever Before?

Although new media technologies and viewing platforms such as Netflix, YouTube, Hulu
and TiVo etc. have changed the way mass-produced stories are reccived and consumed by
audience members, Morgan et al. (2015, p. 18) argue that important aspects of fictional
entertainment programming remain largely unchanged and that there appears to be “more TV than
ever before.” The mass media-produced stories continue to be formulaic, commercial and
homogeneous in many aspects, regardless of the fact whether they are consumed in an interactive,

selective, or virtual environment.

It is also important to note Gerbner’s original conception of television. Gerbner and his team

viewed television as a system in which the overall themes, patterns and images were of more
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interest from the cultivation research tradition than individual programs and/or programming
decisions by some big networks (Gerbner, 1998a). Gerbner conceptualized television as the
dominant cultural force that produces a limited range of stories for diverse audiences and that
shapes their social reality perceptions and worldviews, as opposed to focusing on analyzing
immediate effects of television exposure on audiences (Gerbner, Gross, Morgan & Signorielli,
1986). Putting this into context, television continues to hold its central position as the dominant
storyteller in today’s societies and audience members continue to spend on average 7 to 10 hours
a week watching television dramatic programming, in spite of all of the technological changes in

the media environment.

“Although the way we now receive our “stories™ (whether fiction, news, or reality programs) has changed, along with

the ways we consume them, we tend to forget that important aspects of their content arguably have not” (Morgan et
al., 2015).

However, the changing media landscape may be posing more challenges to theoretical
assumptions of cultivation, especially the idea of mainstreaming, as new media platforms appear
to be offering more diversity of channels and content, which may be giving rise to fragmentation
of audiences. As such, cultivation scholars emphasized the need for revising existing theoretical
models to “consider the ways in which our new social media environments (and the shifting
communities they give rise to) may intersect with and either bolster or short-circuit the cultivation

process,” (Morgan et al., 2015, p. 19).

Some 15 years ago, Shanahan and Morgan predicted that “New media . . . do present
measurement challenges for cultivation research” (1999, p. 218). At present, there are multiple
platforms and devices that allow viewers to watch television. Viewers can now stream content on

their Internet-connected Smart TV or on their television set through a streaming media device,
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view content with both live and time-shifted options such as DVRs, as well as access content on
demand from cable, Telco, and other free streaming services such as YouTube and Hulu and
subscription video on demand service such as Netflix and Hulu Plus, using their smartphones,

televisions, and computers (Prince, 2018).

This abundance of television viewing devices and platforms does not mean that the new
technologies are replacing traditional television. Instead, these new ways of consuming television
content are supplementing traditional television and offering more and more viewing options to
consumers. Research shows that the traditional way of consuming television content is still the
most popular form of viewing and that consumers still devote their most of their free time to
watching entertainment programming. For example, an adult in the United States spends an
average of nearly a week out of every month (more than 149 hours per month) watching traditional
live television, and another 15 hours on average watching time-shifted content (Nielsen, 2016).
The fact that viewing dramatized entertainment still consumes so much of our time underlines the

significance of understanding the continuing cultural dominance of television (Prince, 2018).

2.7 Cultivation of Materialistic Values

Materialism may be one the most representative and pervasive capitalist values entrenched
in elite-controlled dramatized entertainment content. This observation resounds in content
analyses of television programming that show materialism is among the most commonly and
favorably portrayed capitalist values in mass-produced cultural messages and symbols (O'guinn &
Shrum, 1997). Studies also reveal that entertainment content is saturated with affluence, abundance

and luxury lifestyles, linking success, happiness and satisfaction with materialistic values (Shrum

et al., 2014).
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The fictional world of dramatized entertainment is different from the real world due to its
(mis)representation of both objective and social realities. The symbolic cultural environment
created by mass-produced messages and images is saturated with capitalism-driven consumer and
materialistic values (Kasser, 2011) such as affluence, prosperity, luxuries, material possessions
and privileged social class. The saturation and pervasiveness of materialistic values in
entertainment programs not only have wide-ranging effects and far-reaching socio-cultural
implications (McDonald, 2004) but these values also become the yardstick through which
audiences compare and judge the quality of their life and that of others (Kasser, 2002), construct

perceptions about other members, their lifestyles and material possessions.

The recurrent and dominant pattern and program themes show characters living comfortably
in spacious and luxurious homes, wearing expensive branded clothes, dining at large restaurants
and driving in big cars. These characters are also portrayed as successful and happy individuals
who always appear to have time to relax and enjoy given the abundance of money and possession
in their life. As such, the fictional world of dramatized entertainment pulls over a world that not
only distorts social reality perceptions of audiences but also further push away marginalized, and
exploited minority groups and communities. Mass media scholars and commentators contend that
the dominant representation of the privileged social class in television's message system develops,
projects and cultivates capitalism-driven consumeristic and materialistic values, belief systems and
conceptions of social reality (Bindah & Othman, 2011; Burroughs, Shrum & Rindfleisch, 2002b;

Shrum, Burroughs & Rindfleisch, 2005).

Cultivation literature provides evidence for the relationship between television exposure and
social reality perceptions and judgments about affluence and possessions with heavy viewing
positively correlating with exaggerated levels of wealth and affluence in society (Burroughs,
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Shrum & Rindfleisch, 2002a; O'guinn & Shrum, 1997; Shrum et al., 2014; Shrum et al., 1998).
Research also found evidence for the association between heavy television viewing and

materialistic values of viewers (Shrum et al., 2011; Shrum et al., 2005).

For instance, Hennigan et al., (1982) note that wealthy characters, their professions,
possessions and activities dominate television screens with entertainment content generally
weighted towards upper- and middle-class lifestyles. Likewise, Leichter et al., (1994) analyzed
prime-time entertainment programs on four major broadcast networks in the U.S. and found that
there were more upper middle-class characters such as lawyers, doctors and business executives
in those programs than in real life, with only one out of four characters having low-status
occupations. Some researchers found income disparity between television characters and the actual

U.S. population (Condry, 1989).

The prevalence of wealthy characters and middle and upper middle-class lifestyles and
professions influence conceptions of social reality and value-system of audience members who
spend more time in watching fictional entertainment content (Behal & Soni, 2018; Harmon, 2001,
2008). Several researchers have documented the effects of heavy television viewing on
materialistic perceptions and values of viewers. For examples, Churchill and Moschis (1979)
examined the relationship between television exposure and materialism and found that television,
as an “outside-of-home” socialization agent, influence adolescents’ learning of consumer attitudes

and orientations among U.S. adolescents.

Weimann’s (1984) carried out a study to analyze the effects of television viewing on Israel
students’ orientation toward materialism. The researcher found that heavy exposure to U.S.

television content positively correlated with respondents’ perceptions and worldviews about
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affluence and prosperity in the U.S. with heavy viewers idealizing and overestimating standard of
living, wealth and material possessions. Elsewhere, Cheung and Chan (1996) found that heavy
television viewing cultivated mean world values among Hong Kong adolescents. The researchers
defined mean world values as a combination of prevalence of materialism and declining moral
values and used perceived realism in television programming and repeated exposure as additional

variables in the analysis.

O’Guinn & Shrum, (1997), explored the relationship between heavy television viewing and
audience members’ perceived prevalence of affluence and wealth in the American society. Heavy
television viewers were more likely than light viewers to exaggerate various indicators of
affluence, including ownership of luxury cars, regular wine with dinner, and attendance of charity
balls. In similar studies, Shrum, Burroughs, & Rindfleisch, 2005; Shrum, 2009; Shrum etal., 2011;
Shrum & Lee, 2012, examined cultivation of materialistic values and found that heavy exposure

to the world of television positively correlated with materialistic values of U.S. viewers.

However, not all studies on the topic found the posited relationship between entertainment
media exposure audience members’ perceptions about affluence. For example, Fox and Philliber
(1978) did not find a relationship between television viewing and audiences’ perceptions about
affluence in the U.S. The effect disappeared after the researchers controlled for the impact of
demographic variables i.e., age, gender, education and income, etc. Meanwhile, Carlson (1993)
suggested that exposure to specific types of television programs, not global exposure to television,
shapes and influences viewers’ perceptions of affluence. Carlson’s study found that heavy
exposure to situation comedies and news programming significantly correlated with perceptions
of affluence. Some recent studies on the topic of media exposure and materialism highlights media
role in the consumer socialization process. The fictional world of dramatized develops, maintains

28



and sustains consumer perceptions. Audiences constructs and cultivates conceptions of

materialistic perceptions and consumer values through their long-term exposure to television

programming.

2.8 Cultivation Research in Pakistan

A review of most studies labeled as “cultivation” by Pakistani scholars indicates a weak
grasp of theoretical assumptions and research procedures of cultivation analysis, due the lack of
published work in the peer-reviewed research journals. As such, most studies fail to make any
contribution to the body of knowledge on media effects and more precisely on cultivation effects
(Khan, Zafar & Abbasi, 1998). It is important to note that Pakistan has seen a rapid growth of
media channels and mass media institutions in the past two decades (Rasul & McDowell, 2012;
Rasul & Proffitt, 2013). However, there has not been a single message systems analysis study that
gs applied the cultivation research tradition to document the aggregate patterns, themes and images
ﬁ of dramatic content produced by media channels. Also missing is scientific evidence for cultivation
“\g\éeﬂ'ects in the country, as most studies under the rubric of cultivation indicate misrepresentation

and misunderstanding of cultivation analysis on part of the researchers on the following theoretical

underpinnings:

¢ Contrary to what Pakistani scholars believe, cultivation is not about examining the effects
of exposure to any specific genre and/or program type. Instead, cultivation is about
examining the effects of overall message system on audience members’ conceptions of
social reality (Morgan et al., 2016).

e Cultivation is not about studying short-term and direct effects of mass-produced messages

on small groups of audience members. Instead, cultivation investigates long-term effects
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of exposure to television messages on broad belief structures of large groups of viewers
(Gerbner et al., 1986).

Cultivation research does not focus on the effects of some political ad campaign or
newscast on voters’ perceptions and assumptions about a political figure. Nor does
cultivation study the impact of commercials on consumers’ buying behaviors.

The theory is not about examining the relationship between children’s exposure to violent
programming and their aggressive behaviors. Nor does it study the relationships between
exposure to foreign dramas and marriage ceremonies, food habits, language and dressing
etc.

Cultivation is not about asking audience members at the start of the questionnaire to
indicate how many shows they watch regularly or what type of programs or channels they
like to watch. Instead, Cultivation’s research tradition has its own method of measuring
exposure to dramatic content by asking audience members to indicate the average number

of hours in a day they spend watching dramatic programming (Shanahan & Morgan, 1999)

The review also suggests weaknesses and shortcomings in terms of conceptual, operational,

theoretical and methodological footings, as local mass media researchers do not pay much

attention to applying standard research procedures and methods to formulate and identify broad

research problems that have real social significance (Khan et al., 1998). As a result, those

studies fall short of the established standard to make any independent contributions to the

existing body of knowledge on media effects.

In sum, quantitative research inquiries labeled as cultivation in Pakistan suffer from

numerous problems ranging from theoretical misunderstandings and misrepresentations to

conceptual, operational, methodological and other technical issues. Barring a few exceptions,
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most media effects studies in Pakistan have not generated any scientific body of knowledge in

the field.

2.9 Presumptive Profile of Message System in Pakistan

In the absence of empirical data on message system profile of locally- and globally-
produced dramatized entertainment content in Pakistan, nothing definitively can be said.
Therefore, the following may, be taken as only a presumptive profile of entertainment
programming in the country. The symbolic cultural environment appears to be saturated with
materialistic values, lifestyles and artefacts (Harmon, 2001). Of the materialistic values and
lifestyles, expensive mobile phones, luxury cars and fast-food products, for example, are
instruments of romantic exchanges between unmarried individuals (Zafar, Arafat & Sial, 2017).
Most of the characters are young, handsome and physically attractive who live and interact in posh
settings. Most of the women wear full make-up on most occasjons, are young and dressy, romantic,
authoritative and stubborn (Ashfaq & Shafiq, 2018). Headscarf is used but only by elderly women.
Women rarely do house chores. Children rarely defer to parents who are mostly retrograde and
backward-looking. Women empowerment verges on liberalism. Corruption and injustice are
common, law enforcement tardy and criminals are not easily caught. Investments and rewards are
unequally distributed. Status ascription is quite common, upward mobility and achievement rare,
and wealth can only be generated through corrupt means. Love or pursuit of knowledge and science
is either rare or the traits of the eccentric. Islam or muslimness is associated with the elderly or a
retrograde mullah and mostly with poor classes, less educated, fatalist, and retrogressive. Spiritual
or metaphysical realities are less common and the world hereinafter non-existent. Society is mostly

Godless and engrossed in pursuits of material possessions, etc. (Khan et al., 1999).
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The symbolic cultural environment is saturated with inmodest and impudent values (Faiz,
Khalid & Mahmood, 2020), obscene and absurd acts, emotions and thoughts embedded messages,
images and characters who often involve in acts of adultery, fornication, rape, molestation, and
other obscene or absurd actions. The forces of spirituality and goodness appear to be superseded
by material interests and degrading impulses incongruent to the spirit of Islamic teachings and its
normative code of public morality. Material objects and goods are linked with identity and
wellbeing, and beauty and affluence are communicated as central goals of life. The symbolic
cultural environment also defines what it means to be beautiful, attractive, happy and successful
in life. In so doing, the line between good and bad, and right and wrong is blurred, while the
intellectual and spiritual quest, the conception of this worldly life and the connection to God are
excluded from commercially produced entertainment content. The overt de-Islamizing impact of
such recurring patterns of television social reality in Pakistan, under the assumptions of CI social

reality cultivation theory, is far from obscure.

Keeping in mind the prevalence and recurrence of these ideologically incongruent values
and images in the mass-produced stories and the impact potential of these messages under
cultivation research paradigm, the domestic and foreign message systems may be weakening the
hold of Islamic ideology and its cultural impressions in Pakistani society, while maintaining and
strengthening the manifestation of paradoxes between professed and practiced values and beliefs
at both individual and societal levels (Khan, Zafar & Abbasi, 1998). For example, Pakistanis
profess honesty but practice corruption; proclaim meritocracy but promote favoritism; profess
religious tolerance but spread hatred on religious and sectarian grounds; profess Islamic cultural
values but imitate Western ways of life; profess justice but practice injustice in daily routines;

profess respect for human dignity but violate human rights; profess the supremacy of the
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constitution but support violators of the constitution; profess respect for the law but violate the
rules in everyday affairs of life; profess spiritual values but chase an easy worldly life; profess
high moral values but aspire status, power and material possessions; profess cleanliness but pollute
the environment; desire equitable resource distribution but indulge in hoarding; profess simplicity

but desire lavish lifestyles etc.

2.10 Cultivation and Ambiguation

Cultivation is about the implications of stable, repetitive, pervasive and virtually inescapable
patterns of images and ideologies that the fictional world of television provides. Audience
members live and die in the symbolic cultural environment, form impressions about themselves
and others, and develop and maintain conceptions of social reality, worldviews, beliefs, values,
attitudes. The central proposition of cultivation is that the more time people spend watching
dramatized entertainment on television, the more likely they are to cultivate assumptions of social
reality aligned with television’s social reality (Gerbner, 1969, 1970). As such, cultivation
demonstrates the ability of commercially-produced messages to shape social reality perceptions
and attitudes of audience members in the direction of its most stable message patterns. In other
words, the more pervasive and recurrently a social reality is portrayed in the symbolic world of
dramatized entertainment, the more salient it would be in the consciousness of those audiences

who spend more time watching television entertainment programming,.

The salience and pervasiveness of certain types of images, beliefs, values and conceptions
of social reality in the fictional world of dramatized entertainment comes at a cost of excluding
some other types of worldviews and values which may otherwise be present in the socio-cultural
environment of the society as well as in the common consciousness of its people. The non-

existence or marginalization of those social realities also has the ability to ambiguate them in the
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common consciousness of those audience members who are more exposed to the fictional world
of television. Therefore, the world of television also has the potential to ambiguate deeply-held,

personal-level assumptions of social reality, beliefs and values of audience members.

The term “ambiguation” originates in its antonym, the rhetorical device of “disambiguation,”
which is the removal of ambiguity or uncertainty. In plain words, ambiguation is the act of
ambiguating, or making a situation or something more ambiguous. While ambiguation is mainly
used as a sociological and a legal term, it is also viewed as a kind of semantic negotiation that
typically comes into play in an attempt to negotiate, evade, in some cases to explore the volatile
interface of social interactions and cultural values (Wardle, 2002). Ambiguation is also viewed as
an act of tying. That is, it functions to blur the link with some attributes, and emphasize the link

with others.

In his detailed account of how social meanings are constructed, Lessig defined ambiguation
as a technique in which the “the architect tries to give the particular act, the meaning of which is
to be regulated, a second meaning as well, one that acts to undermine the negative effects of the
first” (1995, p. 1010). To further clarify the process, Lessig quoted the example of Jews when they
were forced to wear yellow stars by the Nazis and this gave the wearing of yellow stars a certain
social meaning. However, ambiguation emerged when non-Jews such as Dane also started to wear
yellow stars and thereby created an ambiguity about what it meant to wear a yellow star. In this
sense, Lessig argued that while tying is about establishing that X is like Y, ambiguation is about
establishing that X is like Y or Z. It simply adds a link without denying an existing link, and

thereby blurs just what it is that X is (Lessig, 1995).
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From the standpoint of cultivation, The saturation of culturally and ideologically incongruent
values and images in media programming, in particular the prevalence of the portrayals of wealth,
status, money, power, possessions and affluence, the underrepresentation of the less affluent and
weaker groups or minorities, and the nonexistence of the spiritual aspects of the Islamic social
reality, not only reflects the ubiquity of capitalism-driven materialistic values and beliefs in society
but also indicates the inextricable commercial nature of foreign and domestic media institutions.
In a sum, the mass infusion and consumption of hegemonic cultural messages has the potential of
what Gerbner (1987b) called “blurring, blending, and bending” of standard cultural practices,
norms and values of the society in the direction of its most stable, repetitive and pervasive content

patterns.

2.11 Key Literature Themes and Gaps

What follows is a summary of key points, themes and gaps that emerged from the foregoing

review of cultivation literature:

* That cultivation is a media effects theory that looks at long-term relationships between
exposure to fictional entertainment programming as a message system and viewers’ social
reality perceptions and beliefs about the world.

o That the theory has expanded to provide framework for a variety of topics, including
political outlooks, sex-role expectations, views about different social groups, and so forth,
from its initial focus on relationships between violent television programs, and cultivation
of fear and distrust.

* That televised fiction creates the common symbolic cultural environment that integrates

dominant images, outlooks, and worldviews and messages into everyday life and that
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cultivates and shapes common consciousness in the direction of the most recurrent and
pervasive patterns of those mass-produced and mass-consumed stories.

That materialism is a capitalist value that is favorably and commonly embedded in all
genres and formats and that may be becoming assimilated into the common consciousness
of the people and their personal value structures and that may be running counter to the
ideological premises of the society.

That the relationship between media exposure and materialism is underexplored in
cultivation scholarship, with only a handful of scholars examining the impact of
commercial programming on materialistic perceptions, beliefs and values, and with some
finding a weak support for cultivation.

That there is no empirical investigation into the ambiguation of existing outlooks, beliefs
and values of audience members or how does the process of blurring, blending and bending
take place.

That there is hardly any traceable scholarly evidence of cultivation studies of comparable
stature conducted in a Muslim society like Pakistan, which have absolutely different socio-
cultural, socio-religious and media setups.

That a strong evidence exists for societal-level judgments or first-order type estimates,
which require the frequency or probability estimation of real-world events or facts, but
there has been little research on personal-level judgments or second-order value judgments,
which differ from prevalence judgments in fundamental ways.

That the technology-driven new media environment may be posing much stronger
challenges to the classic assumptions of cultivation, especially mainstreaming, than those

from cable and VCRs in the mid-1980s, as different viewing platforms with different styles
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of storytelling and outlooks in different formats and genres might be drawing viewers’
worldviews and outlooks in different directions on a variety of issues.

e That television continues to hold its central position as the dominant storyteller in societies
and audience members continue to spend on average 7 to 10 hours a week watching
dramatized entertainment programming, in spite of all of the technological changes in the
media environment.

o That a possibility exists for even stronger evidence of cultivation in the new media
environment, as mass-produced stories continue to be formulaic, commercial and
homogeneous in many aspects, regardless of the fact whether they are consumed in an

interactive, selective, or virtual environment.

2.12 Research Questions

This study focused entirely on finding answers to the following research questions:

RQ1. What is the relationship between exposure to dramatized entertainment and viewers’ beliefs

and perceptions about materialism?

RQ2. What is the relationship between exposure to dramatized entertainment and viewers’

perceptions and beliefs about the salience of entity God?

RQ3. Whether and how time spent online influence the relationship between exposure to

dramatized entertainment on television and social reality perceptions and beliefs?

2.13 Research Hypotheses

On the basis of research questions, it is imperative to examine the relationship between

exposure to dramatized entertainment and viewers’ social reality perceptions and beliefs
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materialism the salience of God, as well as to carefully examine the moderating role of new media

platforms and religious attitudes in the cultivation process.

Cultivation theory is based on the proposition that heavy and long-term exposure to
dramatized entertainment programs, including commercial fare, construct and cultivate viewers’
social reality perceptions in the direction of the social reality promoted by such programs.
Cultivation effects occur after persistent exposure to everyday media experiences (Riddle, 2010).
The theory postulates that television cultivates a different social reality in heavy viewers,
compared to light viewers or non-viewers (Shanahan & Morgan, 1999). Because the fictional
world of dramatized entertainment is saturated with capitalism-driven materialistic values, and
because it lacks recurrent references to spiritual or metaphysical aspects, it is argued that the
Pakistani society may be “engrossed in pursuits of material possessions, etc.” (Khan et al., 1999,

p. 246). Therefore, it is hypothesized:

H1: Exposure to dramatized entertainment will predict viewers’ social reality perceptions
and beliefs about materialism. Specifically, hypothesis H1 posits that:

H1a: Exposure to dramatized entertainment will positively predict the perceived social
prevalence of materialism in society, after controlling for the relevant demographic
variables.

H1b: Exposure to dramatized entertainment will positively predict materialistic orientation

of viewers after controlling for the relevant demographic variables.

Heavy and long-term exposure to the fictional world of the dramatized entertainment
cultivate specific assumptions, beliefs, values, ideologies and perspectives, and create a relative
homogeneity and a cultural mainstream regardless of viewers’ membership in different

demographic or social subgroups in a given social structure (Khan et al., 1999). It does so by
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“blurring traditional social distinctions, blending otherwise divergent groups into the mainstream,
and bending the mainstream in the direction of the medium's interests in profits, populist politics,

and power ” (Gerbner, 1987b, p. 4).

In cultivation, social reality perceptions tend to become exaggerated relative to social reality
shown in media messages, whereas, in ambiguation, social reality perceptions become blurred. If
cultivation of perceptions is considered as a continuum then cultivation would be a distal end, and
ambiguation would be at the proximal or lower end of the continuum where the perceptions tend

to become blurred and faded away, or less salient from human consciousness.

While scholars have studies cultivation effects of long-term exposure to the most recurrent
and dominant entertainment programming on viewers’ social reality perceptions (Shanahan &
Morgan, 1999), little to no attention has been paid on examining whether persistent exposure to
entertainment programming ambiguates viewers’ existing perceptions, beliefs and values, which
are centrally-held in their common consciousness but are systematically excluded from the mass-
produced cultural messages. The absence of certain values, beliefs and social realities such as the
salience of God from the cultural mainstream may have ambiguation effects. Therefore, it is

hypothesized:

H2: Exposure to dramatized entertainment will negatively predict (ambiguate) the salience
of entity God. Specifically, hypothesis H2 posits that:
H2a: Exposure to dramatized entertainment will negatively predict (ambiguate) the
perceived social salience (mindfulness) of entity God.
H2b: Exposure to dramatized entertainment will negatively predict (ambiguate) the

salience of the entity God in viewers’ consciousness.

39



The emergence of new media technologies and the ever-increasing variety of new media
platforms may have altered traditional television viewing patterns and transformed the way
audiences spend time in the fictional world of dramatized entertainment and consume cultural
messages. The proliferation of new media devices, services and viewing platforms have given rise
to content choices, selectivity, and fragmented audiences, with the potential of having far-reaching
implications on the current and future paradigmatic status of cultivation and its macro-level
conceptions (Morgan & Shanahan, 2010; Morgan et al., 2014, 2015). From the standpoint of
cultivation theory, the new media environment is categorized into two types of platforms: (1)
online viewing platforms which have the potential to amplify television viewing effects as these
facilitate audiences to watch even more fictional entertainment programming than ever before; and
(2) social networking platforms which have the ability to attenuate television viewing effects as
these types of platforms enable users to interact virtually with others. Therefore, this study used
online viewing platforms such as YouTube, Dailymotion (free streaming sites), and Netflix
(subscription-based streaming platform) as a moderator that increases viewers’ exposure to
dramatized entertainment and that has the potential for both positive and negative interactions in
cultivation and ambiguation outcomes. On the other hand, virtual social networking platforms such
as Facebook, Instagram and WhatsApp etc., appear to have the potential to neutralize or attenuate
television viewing effects, as these platforms mirror the objective social world in terms of social
relationships and interactions. As such, social networking platforms are used as a moderator in
potentially attenuating the cultivation and ambiguation effects of exposure to dramatized

entertainment on perceptions and attitudes of audience members. Therefore, it is hypothesized:
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H3: Type of new media use will differentially moderate the relationships between exposure
to dramatized entertainments on television and viewers" attitudes and perceptions about
materialism and salience of entity God. Specifically, hypothesis H3 posits that:

H3a: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
materialistic orientation such that high online viewers of dramatized entertainment will
reflect higher materialistic orientation, compared to low online viewers.

H3b: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
perceived social prevalence of materialism such that high online viewers of dramatized
entertainment will reflect higher perceived prevalence of materialism in society, compared
to low online viewers.

H3c: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and the salience
of entity God in viewers’ consciousness such that high online viewers of dramatized
entertainment will reflect lower salience of entity God in their consciousness, compared to
low online viewers.

H3d: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and the perceived
social salience of entity God such that high online viewers of dramatized entertainment
will reflect lower perceived social salience of entity God, compared low online viewers.
H3e: The amount of time spent with social networking platforms will moderate the

relationship between exposure to dramatized entertainment on television and viewers’
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materialistic orientation such that high social media users will reflect lower materialistic
orientation, compared to low social media users.

H3f: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
perceived social prevalence of materialism such that high social media users will reflect
lower perceived prevalence of materialism in society, compared to low social media users.
H3g: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and the salience
of entity God in viewers’ consciousness such that high social media users will reflect higher
salience of entity God in their consciousness, compared to low social media users.

H3h: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and the perceived
social salience of entity God such that high social media users will reflect higher perceived

social salience of entity God, compared to low social media users.

Keeping in mind the prevalence and recurrence of these ideologically incongruent values

and images in the mass-produced stories and the impact potential of these messages under

cultivation research paradigm, the domestic and foreign message systems appear to be weakening

the hold of Islamic ideology and its cultural impressions in Pakistani society, while projecting,

maintaining and strengthening the manifestation of materialistic beliefs and values at both

individual and societal levels.

There appears to be an undeclared, unrealized and unseen ideological and cultural war

going on in our minds through the daily injection of culturally and ideologically incompatible and

incongruent domestic and foreign media content. The mass infusion of commercially-produced
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cultural messages into Pakistani society could be tearing apart our social fabric by blurring,
blending, and bending standard cultural practices, norms and values of Pakistani society, which
came into existence on the basis of Islamic ideology and which draws its cultural references and
philosophical underpinnings from the religious teachings of Islam. Therefore, the role of religiosity
cannot be ignored in the cultivation process in a Muslim society like Pakistan. From the standpoint
of cultivation effects in Pakistan, religious commitment is an important variable to specify when
and under what conditions cultivation and ambiguation effects are likely to appear and whether
the level of religious commitment of audience members moderate the relationships between
exposure to dramatized entertainment and social reality perceptions and beliefs about materialism

and salience of entity God. Hence, it is hypothesized that:

H4: Religious commitment of viewers will moderate the relationships between exposure
to dramatized entertainment and their attitudes and perceptions towards materialism and
the salience of entity God. Specifically, H4 posits that:

H4a: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and viewers’ materialistic orientation such that
viewers with more positive attitudes towards religious values will reflect lower
materialistic orientation, compared to viewers with less positive attitudes towards religious

values.

People with more positive attitudes towards religious values and higher religious
commitment exhibit a lot of sensitivity towards materialism because it contradicts Islamic values

and beliefs and runs counter the Islamic belief system about life in this world and the world

hereafter. People with more positive attitudes towards religious generally tend to uphold their
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religious commitments. As such, there is a likelihood that they may consider a smaller change

perception about materialism to be higher due to their level of religiosity. Hence, it is hypothesized:

H4b: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and the perceived prevalence of materialism in
society such that viewers with more positive attitudes towards religious values will reflect
higher perceived prevalence of materialism in society, compared to viewers with less
positive attitudes towards religious values.

Hé4c: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and the salience of entity God in their
consciousness such that viewers with more positive attitudes towards religious values will
reflect relatively lower ambiguation effects, compared to viewers with less positive
attitudes towards religious values.

H4d: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and the perceived social salience of entity God
such ﬁat viewers with more positive attitudes towards religious values will reflect
relatively lower ambiguation effects, compared to viewers with less positive attitudes

towards religious values.



CHAPTER 3: METHODOLOGY

3.1 Introduction

This study uses quantitative analysis to investigate the effects of exposure to fictional
entertainment programming on values and beliefs of viewers. The study employs survey research
methods to measure viewers’ orientation toward materialism and the salience of God as an entity
in their consciousness. The researchers usually do many things in a single survey such as
measuring variables and testing of hypothesis. The survey methods are often used to study the
audience attitudes towards any trend, program preferences or their buying habits (De Vaus,
2002b). The data collection procedures and sample are described below, followed by a description
of the items used to measure the variables of interest. In the final section of this chapter, the data

analyses conducted to answer each research questions are presented.

3.2 Research Design

Research design is one of the key ingredients of research, as it provides a framework within
which investigations progress from the preliminary research questions to a number of conclusions
prompted by those questions (Yin, 2006). Research design organizes the research process in such
a way that the collected data can conclusively and convincingly answer the relevant research
questions of an intended study. Research design is a logical issue, and not an issue of logistics. It
ensures that all the relevant concepts are included to collect relevant information for all the relevant
variables and that hypotheses are tested validly. As such, research design is meant to ensure the

internal validity of a study.

This study to employed a cross-sectional design where data was collected in one point of

time and one point in time, (De Vaus, 2002b). The cross-sectional design is generally considered
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as a more appropriate method for descriptive as well as explanatory research. The design helped
to ensure that the distribution of variables in this study's population could easily be recorded and

relationships between variables could be well specified.

For data collection, a self-developed questionnaire was used for data collection on
materialistic values, beliefs and perceptions, as well as on the salience of entity God. In most cases,
data collection using the survey method has been traditionally linked with cross-sectional,

longitudinal, and panel study designs etc.

3.3 Research Model

In view of the significance and hypotheses presented earlier, this study examined the
relationships between exposure to dramatized entertainment and several dependent variables. The
three exposure variables are used as predictors: (1) time spent watching dramatized entertainment
on television in a day (2) time spent watching entertainment programming online in a day; and (3)

time spent on social networking platforms in a day.

The present research specifically explores the direct relationships between (1) exposure to
dramatized entertainment and perceived prevalence of materialism in society, (2) exposure to
dramatized entertainment and viewers’ materialistic orientation, (3) exposure to dramatized
entertainment and perceived social salience of entity God, (4) exposure to dramatized
entertainment and salience of entity God in viewers’ consciousness and (5) the likely influence of
several moderators that could help specify the nature of effects on selected dependent variables.
The study’s moderator variables included (1) online exposure to dramatized entertainment (2)
exposure to social networking platforms (3) religious value orientation, after controlling for the

potential influence of several demographic variables, namely (1) gender, (2) age, (3) education,
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(4) family income, (5) type of schools attended, (6) ritual observance and (6) residential

background of the respondents (rural-urban background).

The role of moderator variables in this study is in line with the argument of the original
proponents of cultivation theory by specifying the main effects through moderators. They maintain
that although the main effects, which are the impact of the independent variables on dependent
variables, are equally important, they can only provide information about the presence of some
general effects. Therefore, “finding an interaction between television viewing and direct
experience is important to understanding the processes that underlie cultivation effects” (Shrum &

Bischak, 2001).

Figure 1 A model describing the relationships between independent, dependent and moderator
variables
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34 Population of the Study

The present study’s population consisted of senior-level students enrolled in the 2020/2021
academic year at the International Islamic University, Islamabad. Specifically, the study’s
population comprised the seventh and eight semesters from undergraduate programs, and all the
graduate and postgraduate-level students. These students represent a slice of the second-youngest
population in the South Asian region (Dawn, 2018), who may be more vulnerable to the effects of
fictional entertainment programming due to their tender age, the sociological changes in their lives,
unsettled sense of direction and personal judgment. These students may also be more susceptible
to entertainment industry’s messages because of their ritualistic exposure to mass media, their
presence on new media platforms, their reasoning abilities, hero worshipping of media celebrities,
and lack of real-world life experiences (Gruber & Grube, 2000). The student population was
selected due to feasibility reasons; viz, lack of funding support and time constraints. Since this
study was aimed at finding the potential effects of mass-produced messages on audience members,
the student population seems to possess the rightful criteria required for such type of studies.
Moreover, social and behavioral scholars tend to contend that the audience members, rather than
the media organizations or the message itself, should be the subject of media effects studies

(Salwen, 1991).

Generally, university students, their gender notwithstanding, have been found to exhibit
most robust cultivation effects across 20 years of research, with the undergraduate students
watching huge amounts of television (Morgan and Shanahan, 1995). In essence the relationship
between the youth, both males and females, and dramatized entertainment seem to posses the two
possibilities as inseparable entities. The youth could also provide for the biggest audience for both

social networking platforms and online entertainment viewing platforms (citation). Media scholars
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have used youth in their studies as it provides the biggest television audience besides being the

most vulnerable subgroup to cultivation effects, Khan et al. (1992).

3.5 Sample Size and Sampling Procedure

The data used in this study was collected through multistage cluster sampling procedures.
The methods are time- and cost-efficient and are useful in randomly selecting a sample from a
large population size where sampling frame is not easily available. The sample comprised senior-
level students enrolled at various departments of the International Islamic University, Islamabad,
during the 2019/2020 academic year. These departments formed the basis upon which clustering
was performed. The sample was drawn from an estimated total population of 28,000 students by

using the multistage cluster sampling procedures.

Firstly, the researcher obtained the lists of all the departments along with their enrolled
student batches to cluster the departments by size with the largest departments forming small

groups and the smallest forming larger group of clusters.

Cluster I composed of the departments of Management Sciences and Shari ah, with 25 and
22 batches respectively; departments of Mathematics and Mechanical Engineering formed cluster
1T with 20 batches each; cluster III comprised departments of Education and Computer Sciences
with 18 batches each; departments of English (15 batches), Urdu (14 batches) and Electrical
Engineering (15 batches) formed cluster 1V; departments of Physics (10 batches), Economics (11
batches), Psychology (13 batches) and History (13 batches) were grouped into cluster V; cluster
VI consisted of departments of Tafseer, Anthropology, Media, Politics and IR, and Dawah with 9
batches each; departments of Sociology (8 batches), Environmental Science (7 batches), Hadith (8

batches), Law (8 batches), Arabic (8 batches) and Aqeedah (7 bathes) formed cluster VII; and,
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lastly, departments of Seerah and Comparative Religion (6 batches each), Islamic Arts (4 batches),
Biological Sciences (4 batches), Centre for Interdisciplinary Research in Basic Science (4 batches)

and Persian (1 batch) formed cluster VIII.

In the next step, simple random method was used to obtain a final list of departments from
each of the eight clusters by coin flipping. Hence, one department each was obtained from clusters
I-IV: Management Sciences from cluster I, Mathematics and Statistics from cluster II, Computer
Sciences from cluster III and English from cluster IV. Departments of Physics and Economics
were randomly selected from cluster V; departments of Anthropology, Media and Politics & IR
from cluster VI, departments of Environmental Science and Law from cluster VII and Biological

Sciences and Centre for Interdisciplinary Research in Basic Science from cluster VIII.

A total of 13 departments were obtained for the final sample. Next, the selected
departments were stratified by gender to obtain a representative sample of senior-level student
batches, comprising batches of BS VII and BS VIII from undergraduate programs and all batches
of all postgraduate programs. In total, the researcher randomly obtained 14 BS-level and 29
postgraduate-level male student batches; and 20 BS-level and 30 postgraduate-level female

batches.

A total sample of 750 male and female students was selected, allowing a sampling error of
5 percent. Students were used in this study because they represent youth more than any other
groups in society. Also, it is the youth population that may be more vulnerable and exposed to
potential influence the domestic and international entertainment media fare. Hence, the student
population was selected in spite of some disapproval over the use of students as respondents in

research work.
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Critics argue that research findings connected to student respondents have been deficient
of external validity mainly due to their inability to provide adequate substantiation for a
representative sample of general population. Similarly, the atmospheres for data collection may
cause bias to the findings. The above concerns were corrected through sampling students from the
ITUI male and female campuses. The researcher supervised the entire data collection process and
adequately briefed the respondents before distributing the questionnaire. The decision to self-
administer data collection and collect in-person responses was intended to mitigate the likely

influence of blind and/or incomplete responses.

3.6 Instrumentation

In order to obtain the desired information on the study’s constructs, a self-administered
questionnaire was designed, and employed for data collection. The instrument was divided into
four sections, with the first part consisting of the items pertaining to materialism variables, the
second part contained demographic items, the third part of the questionnaire pertained to items
about the predictor variables, and the fourth part contained ambiguation items. The main criterion
variables for cultivation outcomes were included prior to the exposure items because cultivation
studies have shown that if television exposure is measured prior to cultivation responses, the
magnitude of cultivation effects may be seriously reduced (Shrum, Wyer, & O’Guinn, 1998;
Shanahan & Morgan, 1999). This sequence was designed to prevent a spurious effect from

thinking about television while specifying views on other topics.

Items pertaining to materialism variables tapped information about respondents’
materialistic orientation and perceived social prevalence of materialism. Respondents’
demographic information was collected through items pertaining to gender, age, family income,

religiosity, type of schooling, rural-urban background, and offline interactions. Inclusion of such
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demographic variables is due to the fact that previous studies have always found gender, age and
income to correlate well with other measures used in typical cultivation type studies (Shrum &
Bischak, 2001). Items pertaining to ambiguation outcomes such as salience of entity God and
perceived social salience of entity God were included in the final part because of the open-ended

nature of one the variables. This was done to minimize the chances of incomplete responses.

The instrument was later pre-tested twice on a comparable group of undergraduate youth
audience in order to determine the effectiveness of the items in collecting the desired information,
gauge respondents’ understanding of the questions/items, and estimate the time required to fulfill
the questionnaires. The respondents of the two pilot studies did not constitute part of the final
sample. Revisions were eventually incorporated into the final instrument as per the findings of the
final pilot study. The final pre-test study was carried out on 44 cases to ensure that the incorporated
revisions were appropriate, and the instrument was ready for use. Generally, the Cronbach alpha

reliability test measuring the internal consistency of indices ranged between 0.7 and 0.95.

3.7 Data Collection

After making the necessary changes dictated by the two pilot studies, the final
questionnaire was used for data collection. The researcher went class-by-class and surveyed every
second student present in the class at the time of the visit. The researcher first read the instructions,
thoroughly briefed the respondents about the questionnaire and then distributed the questionnaires
to the respondents of the selected classes. Participants were requested to complete the survey in
class, and were further advised to return all surveys to the researcher who waited at the front of
the room. The researcher collected the completed surveys and offered chocolates and candies to

each of the respondents as a token of thanks.

52



A total of 750 questionnaires were distributed to the respondents at the male and female
sections. Since all selected batches were not expected to converge at the same time for lectures,

the data collection exercise was completed in four weeks from 15th November, 2020.

The response rate was overwhelming. About 91% (682) of the questionnaires across both
campuses were returned out of a possible 750. The male respondents returned 305 out of the 350
questionnaires distributed with a response rate of 87%, while the female respondents returned 368
out of 400 questionnaires distributed with a response rate of 92%. The higher response rate at the
female campus may be attributed to the support of their respective head of the department and a
more disciplinary environment in the campus. A total of 281 respondents were picked from IIUI’s

male campus, and 350 from the female campus, after excluding 41 incomplete responses.

The collected data revealed a cross section of respondents’ profiles across age, gender,
marital status, education level, household income and residential background. The youngest
respondent was aged 18 years old while the oldest was 56 years old, with the mean age being 22.97
(SD = 4.10). For the purpose of convenience, respondents’ ages were grouped. Hence, most of the
respondents fell in the 21-24 age-group, typical of undergraduate university going students. The
smallest numbers of respondents by age-group were in the 27-29, and 30 and above age-groups.

Table 1 shows the respondents’ profile.
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Table 1: Respondents’ profile (N=631)

Item Category Frequency Valid %

Age 18-20 127 20.1
21-23 347 55.0
24 -26 162 14.4
27-29 30 48
30 and above 36 5.7
N 631 100

Marital Status Single 560 88.7
Married ) 113
N 631 100

Gender Male 281 45
Female 350 55.5
N 631

Out of the total respondents, 281 (44.5%) were male and 350 (55.5%) were female (SD =
.497). This distribution is broadly in line with the gender distribution at the International Islamic

University, Islamabad.

3.8 Concepts and Measures

This study comprised of the following concepts which are categorized as independent,
dependent, moderating and control variables. The independent variables were time spent watching

dramatized entertainment on television in a day and time spent watching dramatized entertainment
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online in a day. Time spent watching dramatized entertainment on television in a day sounds more
ritualistic from cultivation’s point of view, while time spent watching dramatized entertainment
online in a day presupposes audience activity. Further, from a theoretical point of view, combining
these two exposure variables would lead to multicollinearity which, in turn, could suppress the

effects of one of the independent variables on the dependent variables.

The dependent variables of this study were several first-order and second-order cultivation
and ambiguation variables, namely materialistic orientation, perceived prevalence of materialism
in society, salience of the entity God in consciousness and the perceived social salience of entity

God.

Perceived prevalence of materialism in society tested the first-order cultivation criteria, as
it examined estimations of frequency, beliefs about the everyday world, and societal-level
knowledge about the real world, such as prevalence of materialism in society. According to
Hawkins and Pingree (1990), first-order effects are “estimations of frequency and probability of
aspects of social reality that seem to be empirically observable and verifiable in the real world™ (p.

49). Likewise, the perceived social salience of entity God was first-order ambiguation criteria.

On the other hand, viewers’ materialistic orientation was second-order cultivation criteria
and salience of entity God in viewers’ consciousness was second-order ambiguation criteria. These
two variables were categorized as second-order items because they measured respondents’

attitudes towards materialism and their feelings or thoughts about the entity God.

This study employed time spent watching dramatized entertainment online in a day, time
spent on social networking sites in a day and religious values orientation as moderator variables.
This study’s control variables were age, gender, household income, type of schooling, rural-urban

background, offline interactions and ritual observance.
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3.8.1 Exposure to Dramatized Entertainment

Cultivation literature defines television exposure as a non-selective exposure to television
programming and it has been indexed through hours spent per day with the message system or
week of viewing (Gerbner, Gross, Signorielli, Morgan & Jackson-Beeck, 1979; Shanahan, Morgan

& Stenbjerre, 1997).

From the cultivation perspective, the ideal measures provide estimates of the average
number of hours the respondent watches each day, as opposed to how many shows they watch
regularly or what types of shows or channels they like most, (Shanahan & Morgan, 1999).
Cultivation researchers usually examine television exposure through several indicators of the
amount of time respondents spend while watching television in a typical day. The relativity of the
terms usage allows researchers to determine what constitutes heavy, medium and light viewing
based on specific samples (Gerbner 2000). The present study uses procedures similar to those
applied in prior studies (Nabi & Riddle, 2008; Nabi & Sullivan, 2001; Shrum et al., 1998) to

measure the overall exposure to dramatized entertainment.

Therefore, exposure to dramatized entertainment is conceptualized as exposure to
dramatized and fictional entertainment content, including TV shows, serial films, movies, dramas,
soap operas, advertisements, cartoons, and any other commercially-produced entertainment fare
etc., on a television set. Hence, exposure to dramatized entertainment is defined as the amount of
time viewers spend watching dramatized and fictionalized commercial fare on a television set

during a typical day.

In the same vein, exposure to dramatized entertainment online is conceptualized as
exposure to all dramatized and fictional entertainment content, including reality shows, serial

films, movies, dramas, soap operas, advertisements, cartoons, and other commercially-produced
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entertainment fare etc., online on free streaming platforms such as YouTube and subscription-
based sites such as Netflix. Hence, exposure to dramatized entertainment is defined as the amount
of time viewers spend watching dramatized and fictionalized commercial fare online during a

typical day.

The participants were asked to estimate the number of hours they spend watching
dramatized entertainment on a television set in a day and the number of hours they spend watching
dramatized entertainment online in a day. More specifically, the respondents were asked: “Usually
in a day, how much time in hours do you spend with a television set for watching dramas, movies,
seasons, TV shows, reality shows, sitcoms, and any other type of entertainment?” “Usually in a
day, how much time in hours do you spend online (for example on YouTube, Dailymotion, Netflix,
Amazon or any other such site) for watching dramas, movies, seasons, reality shows, sitcoms, or

any other type of entertainment?”

The response option for the two questions were finalized by seeing the pre-test results. The
following scale was created from zero hours or less to 8 hours or more.: Less than 1 hour, 2 hours,

3 hours, 4 hours, 5 hours, 6 hours, 7 hours, 8 hours or more.

The findings indicated that the overall mean score for hours spent watching dramatized
entertainment programs on television in a day is M=1.36, SD=1.45. This suggests that the average
time spent by the students watching fictional entertainment fare on a television set is slightly over
1 hour (1.36 hours) in a typical day. The distributions, means and standard deviations are presented

in tables 2 below.
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Table 2: Mean and standard deviations of hours of watching dramatized entertainment on a TV
set (V=631)

No Hours % Overall % Mean SD

L 0 32.7 100 1.357 1.453
2. 1 328

3. 2 184

4. 3 8.5

5. 4 3.8

6. 5 1.7

7. 6 1

8. 7 3

9. 8 8

Note: SD is used to represent standard deviation.

The set of distributions for online exposure to dramatized entertainment are particularly
interesting because viewers do relatively more of their overall viewing on online platforms
compared to traditional television set viewing. The overall mean score for hours spent watching
dramatized entertainment programs online in a day is M=2.832, SD=1.842, more than the overall
mean score of M=1.357, SD=1.453 for television viewing in day. The distributions, means and

standard deviations are presented in table 3 below.
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Table 3: Mean and standard deviations of hours of watching dramatized entertainment online
(N=631)

No Hours % Overall % Mean sD
1. 0 4.6 100 2.832 1.842
2, 1 209
3. 2 27.9
4, 3 16.7
5. 4 134
6. 5 7.3
7. 6 4.0
8. 7 20
9. 8 3.2

Note: SD is used to represent standard deviation.

3.8.2 Exposure to Social Networking Sites

Exposure to social media platforms is defined as the amount of time users spend on social
networking platforms such as Facebook, WhatsApp, Instagram and Snapchat, Skype, WeChat or

any other such platform during a typical day.

In order to capture social media users’ exposure, the respondents were asked: Usually in a
day, how much time in hours do you spend on social networking platforms such as Facebook,
Instagram, WhatsApp, Snapchat, WeChat or any other such platform? A nine-point response scale

was provided, with options ranging from 1= zero hour or less, to 9 = 8 hours or more.

The findings indicated that the overall mean score for hours spent on social networking
sites in a day is M = 4.184, SD = 2.011. This suggests that the average time spent by the students
using social media platforms is more than 4 hours (4.18 hours) in a typical day. The distributions,

means and standard deviations are presented in tables 4 below.
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Table 4: Mean and standard deviations of hours on social networking sites (N=631)

No Hours % Overall % Mean SD
1. 0 2 100 4.184 2,011
2, 1 6.6
3. 2 17.7
4, 3 15.9
5. 4 215
6. 5 13.6
7. 6 9.8
8. 7 4.6
9. 8 10.1

Note: SD is used to represent standard deviation.

3.8.3 Materialistic Orientation

Materialism has been a much-studied construct throughout recorded history and it continues
to be the focus of academic debate and discourse, with different scholars using varying
conceptualizations for the materialism construct (Belk, 1983; Richins & Rudmin, 1994).
Researchers from various disciplines define materialism from different perspectives such as a way
of life, a value orientation, a cultural system, a personality trait, a second-order value, an aspiration
(Bindah & Othman, 2011). According to Fournier and Richins (1991), the construct is best
conceptualized as a value orientation in which materialists place a high value on acquisition as a
means to reach important life goals. The consumer behavior literature describes materialism as the

importance a consumer places on worldly possessions (Belk, 1985).

There are two main approaches to materialism in the contemporary empirical research. One
that views materialism as the personality trait and other that sees materialism as a part of personal
value system. According to Belk (1983), materialism can be defined as “the importance a person

60



attaches to material possessions and the belief that certain possessions are the primary source of
happiness. At the highest levels of materialism, such possessions assume a central place in a
person’s life and are believed to provide the greatest sources of satisfaction and dissatisfaction”
(Belk, 1984, p. 291). Belk’s scale relates materialism to the personality traits of possessiveness,

non-generosity, envy, and preservation, which was added later (Belk, 1985; Ger & Belk, 1996).

Another widely accepted approach to materialism suggest that materialism can be viewed as
a value that consumers gives to possessions. Proponents of this approach argue that materialism
should be studied within the context of the larger value systems that individuals hold (Burroughs
& Rindfleisch, 2002; Kasser & Ryan, 1996; Richins & Dawson, 1990). Richins and Dawson
(1992) defined materialism as “the importance a person places on possessions and their acquisition
as a necessary or desirable form of conduct to reach desired end states” (p. 307). The definition
features three domains: First, the “acquisition centrality” is the extent to which possessions and
acquisition are a central focus of one’s life. Second, the “pursuit of happiness through acquisition™
is the belief that acquiring more or different things will increase happiness and well-being. The
third facet, “possession defined success” is the tendency to gauge the success of oneself and of

others by possessions (Richins, 2017, p. 484).

Thus, materialism is characterized as a set of value-laden beliefs that guide people’s daily
lives and their consumption decisions. Subsequent studies using the scale have exhibited high
internal reliability (Richins, 1994; Roberts & Clement, 2007). As defined, materialism is a set of
centrally-held beliefs about the importance of possessions in one’s life (Richins & Dawson, 1992)
or as an attitude orientation emphasizing possessions and money for personal happiness and social

progress (Moschis & Churchill Jr, 1978). Materialism has received relatively little attention in the
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context of cultivation effects. Scholars who did study the relationship between television exposure

and materialism primarily used Richins’ conceptual and operational definition of materialism.

In order to capture audience members’ perceptions and beliefs about materialism in Pakistani
society, the present study conceptualized materialism as an orientation that places more value in
worldly life, its pleasures and comforts, wealth and material possessions and their acquisition. For
the attainment of these objectives, a person with materialistic orientation is likely to give little
consideration to the morality/legitimacy of the means adopted. A person with materialistic
orientation is likely to give importance to a pragmatic approach in meeting the desired end goals
of life in this world. Success and happiness for a person with a materialistic orientation may be
considered as coterminous and synonymous states in this life contingent primarily on material
possessions. It is also based on perceptions that materialism is predominant in society and is a

prerequisite for success and happiness in life.

The differentiating aspects of this definition from others are that it (a) attempts to de-
Westernize the conceptual and operation definitions of materialism to account for the cultural
context of Muslim societies; (b) views materialism as an orientation that sees acquisition of wealth
and material possessions as important goals of life; (c) gives preference to pragmatic approach to
achieving material goals of life than moral and ethical approach and; (d) incorporates social reality

perceptions about materialism in society.

In order to capture materialistic orientation of the respondents, a self-report format was
deemed appropriate because it allows participants to report their attitudes, values, beliefs about a
given phenomenon (Free, Boltan, & Kreps, 2000). The respondents asked to indicate their level of
agreement or disagreement to a set of statements on a five-point Likert-type scale that ranged from

1= Strongly disagree to 5= Strongly agree. As such, a person’s high score on the scale indicates
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that the individual is more inclined towards materialistic beliefs and values, and a person's low

score on the scale indicates the individual is less oriented towards materialistic beliefs and values.

The items were “Life rewards those people more who act more rationally than morally in
life,” “To get ahead of others in life, it is sometimes necessary to be an opportunist,” “I would
adjust my ideals if a situation demands for making immediate gains in life,” “Being rich is
important for living an ideal version of life,” *‘My life would be better if I get filthy rich in the near
future,” “Success in life is determined by how much wealth one has got,” “I'm more concerned
with what salary I get from my work rather than what work I do,” “Being wealthy is NOT a priority
to me,” “One’s ability to buy anything one wants indicates one’s success in life,” “As far as
material possessions are concerned, enough is never enough,” “My life would be better if I owned
a bungalow in a posh neighborhood,” “I like to own things that signal prestige to others,” “I am
prepared to achieve my goals in life regardless of the means I adopt,” “I would be happier in life
if could afford to buy all the things I want,” “It bothers me quite a bit when I compare my material
possessions to those above me,” “Achieving material success in this worldly life is very important
to me,” “It is important to me to live this worldly life to its fullest before it ends,” “To me life
without physical pleasures/enjoyments is empty,” “I want to enjoy all the pleasures of life in this
world unhindered by anything,” “I would be happier in life if I have the freedom from any and all
rules to pursue my desires,” and “To me life in this world is more a festival than a place for moral
discipline.”

Before computing scale items to create an index of respondents’ attitudes towards
materialism, the items were tested for reliability. The 19-item yielded an alpha of .87 with
corrected inter-item correlations ranging between .30 to .61. The findings indicated that, overall,

the mean score for the respondents’ materialistic orientation is M = 60.04, SD = 11.52). Table 5
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presents the means and standard deviations for the respective items for the students’ materialistic

orientation.

Table 5: Mean and standard deviations of respondents’ materialistic orientation (N=631)

Level of Agreement %

Overall
Item 1 5 (%) Mean STD

No SD SA

1. Life rewards those

people more who act
more rationally than 25 20.1 174 458 14.2 100 3.51 1.04

morally in life.

2. To get ahead of others
in life, it is sometimes
necessary to be an
opportunist.

2.0 12.3 16.9 56.2 12.6 100 3.65 917

3. I would adjust my
ideals if a situation
demands for making 40 184 23.1 454 9.1 100 334 1.04
immediate gains in
life.

4, Being rich is
important for living an
ideal version of llil;-g_ 8.1 274 179 343 123 100 3.13 1.22

5. My life would be

better if I get filthy
rich in the near future. 8.6 217 237 358 10.2 100 3.18 1.15

6. Success in life is

determined by how
much wealth one has 16.4 330 212 231 6.3 100 2.69 1.18

got.

7. I'm more concerned

with what salary I get
from my work rather 15.1 30.8 223 25.5 6.3 100 2.77 1.17

than what work I do.




No

Item

Level of Agreement %

SD

SA

Overall

(%)

STD

10.

11.

12.

13.

14.

15.

16.

Being wealthy is NOT
a priority to me.

One’s ability to buy
anything one wants
indicates one’s
success in life.

My life would be
better if  owned a
bungalow in a posh
neighborhood.

1 am prepared to
achieve my goals in
life regardless of the
means I adopt.

I would be happier in
life if could afford to
buy all the things I
want.

It bothers me quite a
bit when I compare
my material
possessions to those
above me.

Achieving material

success in this worldly

life is very important
to me.

It is important to me
to live this worldly
life to its fullest
before it ends.

To me life without
physical
pleasures/enjoyments
is empty.

6.5

1.5

11.9

9.6

11.5

32.0

21.6

35

30.5

21.1

28.2

28.0

15.6

16.6

29.0

26.4

9.3

17.3

18.4

229

20.2

14.8

19.8

240

38.0

19.7

30.7

373

33.0

320

44.6

40.1

5.2

7.5

66.0

9.6

154

6.3

8.3

17.9

18.9

100

100

100

100

100

100

100

100

100

2.83

3.19

2.78

2.96

331

297

2.96

3.49

351

1.06

1.07

1.13

1.22

1.21

1.12

1.18

1.17

1.13
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Level of Agreement %

Overall

17. Iwant to enjoy all the

Pleasurcs of U o 50 165 201 426 1538 100

by anything.

3.49 1.09

18. I would be happier in
life if I have the
freedom from any and 6.0 20.6 20.6 385 14.5 100 3.35 1.14
all rules to pursue my
desires.

19.  To me life in this

world is more a
festival than a place 109 323 219 249 10.0 100 2.92 1.19

for moral discipline.

Note: SD and SA are used to represent strongly disagree and strongly agree, respectively. STD is
used to represent standard deviation.

3.8.4 Perceived Social Prevalence of Materialism

Although perception has a different meaning for many scholars, almost all scholars regard
perception by consensus as a process, or procedure. Perception is, therefore, the procedure by
which the brain dynamically organizes, and construes sensory information. It relates to how people
make sense of their environment (al., 2008). Perception involves the detection, and interpretation
of stimuli, which are consciously recorded on people’s senses (Rookes & Willson, 2005). In the
same way, it is considered to be a process by which a person chooses, assesses, and organizes
stimuli from his or her external environment. In this respect, perceptions are those ways in which

an individual experiences the world (Donsbach & Traugott, 2007).

According to Gerbner et. al. (1979), social reality is a “coherent picture of what exists, what is
important, how things are related, and what is right,” signifying that social reality perceptions are

general observations about socially shared beliefs in society. Generally, in most cultivation
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studies, prevalence estimates are used to measure social reality beliefs or perceptions (Riddle,
2007), denoting first-order cultivation effects. In addition, the original social reality scale of
George Gerbner tackled television violence (Griffin et al., 2009) with emphasis on the prevalence
estimates of crime. A review of literature shows that prevalence is defined as dominance,
pervasiveness, existence of a common practice, and behavior on a large scale (Insch & Florek,

2009).

Henceforth, in this study, the perceived prevalence of materialism in society means an
individual’s assessment of the pervasiveness of materialistic attitudes and behaviors in society
such that materialism is predominant in society and the acquisition of wealth and material
possessions is perceived as a prerequisite for success in life. In short, the perceived social
prevalence of materialism is a person’s perceptions of how pervasive or prevalent materialism is
in society.

Respondents’ perceptions about the perceived prevalence of materialism in society were
tapped through three question items comprising: “In your view, about what percent of people in
our society may be regarded as materialistic?” “In your view, about what percent of people in our
society seek happiness in material possessions?” “In your view, about what percent of people in

our society consider wealth/material possessions a sign of success in life?”

A nine-point response scale (1= 10% or fewer people to 2= 90% or more people with an
interval of 10%) was provided, with a possible minimum score of 3 and possible maximum score
of 27. These response ranges were developed from the focus group discussions conducted with the
prospective population of this study. The items were tested for reliability, yielding an alpha of .77

with corrected inter-item correlations ranging between .55 to .65.
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The data revealed that the overall mean score for the respondents’ perceptions about the
perceived prevalence of materialism in society is M = 21.11, SD = 4.59, meaning that
overwhelmingly majority of the respondents believe that materialism is highly prevalent in
Pakistani society. Table 6 presents the means and standard deviations for each of the three items

tapping respondents’ perceptions about materialism in society (M = 7.036).

Table 6: Mean and standard deviations of perceived prevalence of materialism in society
(N=631)

Perceived Prevalence of Materialism in Society (%)

Item 10% 90% Overall
or 20% 30% 40% 50% 60% 70% 80% or (%) Mean SD
No fewer more ®

In your view,
about what
percent of
1 peopleinour 8 27 35 55 113 109 222 179 25.2 100 686 194
society may be
regarded as
materialistic?

In your view,
about what
percent of

people in our
2 society seck 8 22 41 56 98 128 187 239 221 100 686 1.89

happiness in
material
possessions?

In your view,
about what
percent of
people in our
3 :‘(’xi‘ger 3 15 22 41 71 178 169 279 322 100 739 17
wealth/material
possessions a
sign of success
in life?

Note: SD is used to represent standard deviation.

68



3.8.5 Salience of Entity God

Salience is determinant of attitude strength. It is the likelihood that an attitude will be
automatically activated from memory on encountering the attitude object. Fazio (1990) depicts
attitudes as structures in long-term memory, with the same properties as other structures in long-
term memory. Meanwhile, Anderson (1983) sees memory as an associative network in which
concepts are the nodes and the relations between concepts are the links. The links between two
concepts become stronger when the concepts are activated together. Hence, salience is a cognitive
process that depends on the strength of the associative link in memory between the representation
of the object and the evaluation of the object. The stronger the memory link between the object
and an evaluation, the more quickly the attitude will come to mind. On the contrary, if the memory
link between the object and its evluation is weak or is conexistent, an evaluation ‘may be
constructed on the spot on the basis of whatever information and features of the object happen to

be salient at that moment’ (Dovidio & Fazio, 1992, p. 206).

Therefore, the present study sees salience as a cognitive process implying that the
frequency and salience of a social reality in audio-visual inputs would determine the strength of
the salience of that social reality in audience members’ consciousness. The more prominently and
frequently a social reality is entrenched and depicted in mass-produced fictional entertainment
stories, the more salient and accessible it would likely be in the common consciousness of
audiences. At the other end of the spectrum, if a social reality is nonexistent or is only located on
the periphery of the fictional world of dramatized entertainment, it is likely to be less salient in the
consciousness of heavy consumers of that entertainment content. For the purpose of the present

study, salience of entity God is being used as a surrogate for ambiguation effects. It is defined as
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a deeply- and firmly-held value that refers to the ease with it comes to viewers’ consciousness in

daily situations of life.

Salience of entity God in respondents’ consciousness was indexed by asking them a set of of
open-ended questions that required them to list the first three thoughts or feelings that occurred to
them in response to those questions. The responses were assigned a value based on the following
criteria: 1= Not at all salient, 2= Sometimes salient, 3= Often salient, 4= Almost always salient.
The scores were added to create an index. The lower the score on the index, the less the salience
of entity God in respondents’ consciousness and higher the ambiguation effect. The items were
tested for reliability, yielding an alpha value of .81, with corrected inter-item correlations ranging

between .39 to .55.

The respondents were asked: What occurs to your mind “when you visit a beautiful place,”

99 && 99 <k,

“when you hear good news, when you serve guests at home,” “when you get help,” “when someone

or something makes you very happy,” “when you get some bad news,” “when you suceed in

solving some problem,” “when you reach home safely after a long journey,” “when you buy some

expensive things,” “when things don’t go according to your plans,” “when you or your loved ones

recover from some ailment,” and “when you see something very beautiful.”

The findings indicated that, overall, the mean score for the salience of entity God in
respondents’ consciousness is M=21.32, SD=4.82, slightly above the middle point. Based on those
results, it can be concluded that the salience of entity God in students’ consciousness is half split.
Table 7 presents the means and standard deviations for the respective items for the salience of

entity God in students’ consciousness.
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Table 7: Mean and standard deviations of self-perceived salience of entity God (N=631)

Self-Perceived Salience of Entity God (%)

4
Item 1 OV;““ Mean  SD
2 3 Almost (%)
Not alwa
Salient \ ys
No salient
1. When you visita 732
beautital place 414 45.8 10.8 2.0 100 176 .
2. When you hear good 410 43.1 13.1 2.8 100 181 .776
news
3. When you serve guests 18.5 54.6 24.7 2.2 100 214 718
at home
4.  When you get help 25.7 48.7 224 32 100 204 769
5. 'When someone or
something makes you 29.5 489 19.4 22 100 1.95 .749
very happy
6. When you get some bad 59.5 30.8 1.5 2.2 100 1.56  .736
news
7. When you succeed in 524 38.0 8.6 1.0 100 159  .694
solving some problem
8. 'When you reach home
safely after a long 35.3 56.1 7.1 1.5 100 1.77 648
journey
9.  When you buy some
expensive thi 71.8 249 33 0.0 100 137 567
10. 'When things don’t go
fing to your plans 65.6 27.1 6.0 1.3 100 146  .667
11. 'When you or your loved
ones recover from some 184 58.9 20.9 1.8 100 2.08 .686
ailment
12.  When you scc something 54 ¢ 51.7 9.0 2.5 100 178 714

very beautiful

Note: SD is used to represent standard deviation.
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3.8.6 Perceived Social Salience (Mindfulness) of Entity God

This study conceptualizes perceived social salience of God as a person’s assessment of the
salience of entity God in the common consciousness of other people in society. That is, the more
the people are perceived to be mindful of God in their daily affairs, matters and actions of both
public and private life, as well as their inward states, the more will be the perceived social salience

of entity God.

In order to tap respondents’ perceptions about the salience of entity God in society, they
were first sensitized about the perceived social salience (mindfulness) of God with a statement that
some people are mindful of God in everyday affairs, situations and events of life while some are
not. Then they were asked to report the extent to which they think that people in Pakistani society
are mindful of God in everyday affairs, situations and events of life. A five-point response option
was provided with the following options: 1=Not at all mindful, 2= Rarely mindful, 3= Sometimes
mindful, 4= Often mindful and 5=Almost always mindful. The scores were added to create an
index. The lower the score on the index, the less the perceived social salience of entity God and
higher the ambiguation effect on respondents’ perceptions about salience of God in society. The
items were tested for reliability, yielding an alpha value of .78, with corrected inter-item
correlations ranging between .29 to .58. All items were kept in the final index, as dropping

individual items was meagerly improving the alpha value.

Specifically, the respondents were asked: “To what extent do you think people in our
society are mindful of God in their daily routines and events?” “To what extent do you think people
in our society are mindful of God in their relationships?” “To what extent do you think people in
our society are mindful of God in their dealings with other people?” “To what extent do you think

people in our society are mindful of God in their good times?” “To what extent do you think people
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in our society are mindful of God in their bad times?” “To what extent do you think people in our
society are mindful of God in their business/work?” *“To what extent do you think people in our

society are mindful of God in their dealings with relatives?”

The data revealed that the overall mean score for perceived social salience (mindfulness)
of entity God is M= 2.87, slightly above the middle point, meaning that the perceived social
salience of entity God is on the lower end of the spectrum. Table 8 below presents the mean and

standard deviations of the respondents’ perceived social salience of entity God in society.

Table 8: Mean and standard deviations of the perceived social salience of entity God (N=631)

Perceived Social Salience of God %

1 5
Item Overall Mean SD

Not at 2 3 4 Almost (%)
all always
No salient salient

1. To what extent do you
think people in our
society are mindful of 9.1 310 393 17.9 2.7 100 2.75 941
God in their daily
routines and events?

2. To what extent do you
think people in our
society are mindful of 7.6 32.0 343 229 3.2 100 2.83 979
God in their
relationships?

3. To what extent do you
think people in our
society are mindful of 11.3 34.5 36.8 15.1 23 100 2.64 950
God in their dealings
with other people?

4. To what extent do you
think people in our
society are mindful of 9.1 318 328 194 6.8 100 2.83 1.053
God in their good
times?
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Perceived Social Salience of God %

Ttem ! 5 Overall  prean  sD
Not at 2 3 4 Almost (%)
all always
No salient salient
5. To what extent do you
think people in our
society are mindful of 6.6 149 17.7 36.5 242 100 3.58 1.19
God in their bad
times?
6. To what extent do you
think people in our
society are mindful of 8.8 284 400 189 40 100 2.82 976
God in their
business/work?
7. To what extent do you
think people in our
society are mindful of 12.2 32,0 37.8 15.1 3.0 100 2.66 978
God in their dealings

with relatives?

Note: SD is used to represent standard deviation.

3.8.7

Demographic Variables

Gerbner and his colleagues (2000) have stressed the use of various demographic variables

as controls in several studies that they conducted. The most common variables that were used

separately or simultaneously included gender, age, race, education, income, and political self-

designation. Nonetheless, Gerbner argues that other variables could be added as determined by the

nature of the study.

3.8.7.1 Family Income

Social status is usually measured as information regarding education and income of the

respondents (Chun & Sohn, 2009). This study, however, dropped education as a component of

social status due to the nature of the respondents. The surveyed population comprised of university

students whose education level was a near constant. As a result, the estimated monthly household
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income of respondents was treated as the sole indicator of social status in the present study.
Therefore, the respondents were asked to select the option that best described their estimated

monthly household income.

Rs. 30,000 or less Rs. 31,000 - 60,000
Rs. 61,000 — 90,000 Rs. 91,000 — 120,000
Rs. 121,000 — 150,000 Rs. 151,000 — 180,000
Rs. 181,000 — 210,000 Rs. 211,000 — 240,000

Rs. 241,00 or more

The results revealed that the overall mean score and standard deviation for income as a
construct is M = 3.45, SD = 1.94. These results imply that the average household income of 34.4
percent of the respondents is 60,000 or less. Nearly 32.7 percent of the respondents’ estimated
monthly household income is between 61,000 and 90,000, and 32.9 percent of the respondents’
estimated household monthly income is between 91,000 and 241,000 or more. Table 9 below

presents the information about the respondents’ estimated household/parental income.

Table 9: Mean and standard deviations of respondents’ monthly household income (N=631)

No Household Income (%) Overall% Mean SD
1. Rs. 30,000 or less 8.7

2, Rs. 31,00 — 60,000 25.7

3. Rs. 61,000 — 90,000 327

4, Rs. 91,000 — 120,000 7.1

5. Rs. 121,000 — 150,000 11 100 345 1.94
6. Rs. 151,000 — 180,000 36

7. Rs. 181,000 — 210,000 31

8. Rs. 211,000 — 240,000 0.3

9. Rs. 241,000 or more 53

Note: SD is used to represent standard deviation.
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3.8.7.2 Religiosity

A review of literature showed that there is no single agreed-upon definition of religiosity
with different scholars conceptualizing and measuring religiosity in different ways. Religiosity is
broadly viewed as a person’s religious orientation in terms of beliefs, norms, values, ideology, and
rituals etc. Hence, many studies have consistently conceptualized religiosity in terms of
respondents’ religious affiliation, religious belief and religious activity. The present study
conceptualized religiosity as a person’s religious activity and operationalized the concept as
information about respondents’ observance of religious prayers, entailing that one fulfills certain
ritualistic acts which God has commanded in the religion of Islam, whether they deal with the inner

self or the outer body, and whether they be obligatory or voluntary.

The items used to measure ritual observance comprised statements concerning five daily
prayers and recitation of the Holy Qur’an. For example, “I pray five times a day,” “I recite some
verses of the Holy Qur’an everyday” with response options ranging from 1= very rarely to 5 =
almost always. The items were tested for reliability, with the two-item scale yielding an alpha of

74 (M = 6.87, SD = 2.09).

The findings show that the overall mean score and standard deviation for respondents’
ritual observance of prayers is M= 3.44, SD =1.18. These results imply that most of the
respondents’ self-reported observance of daily prayers is above the middle point, meaning that the
respondents consider themselves to be fairly religious. Table 10 shows the information about the

respondents’ observance of religious duties.
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Table 10: Mean and standard deviations of ritual observance (N=631)

Frequency of Prayers %
Ttem 1 5 0‘(’;3'“ Mean  SD
Very 2 3 4 Almost
No Rarely Always
1 How
frequently do
you offer the 38 19.6 16.6 358 24.2 100 3.58 1.16
five daily
prayers?
2 How
frequently do
you recite 55 267 199 30 179 100 329 L19
some verses of
the Holy
Qur’an daily?

Note: SD is used to represent standard deviation.

3.8.7.3 Religious Value Orientation

A review of literature shows that scholars do not agree on the concept of religious value
orientation (attitudes towards religious values). Scholars also hold varied views on what are the
important religious value orientations. For instance, some scholars view religious value orientation
as the way an individual is religious in terms of their adherence to religious values and beliefs,
while others contend that religious value orientation refers to the way an individual approaches or
avoids religious values (Krauss & Hood Jr, 2013). As scholars hold different views on the
definition of religious value orientation, the present study used the concept to refer to the way an

individual approaches or avoids religious values.

Religious values orientation was tapped through a set of statements or propositions
concerning values such as forgiveness, patience, courtship and dating, religious obligations, moral
values etc. For example, “If someone misbehaves with me, I respond to him in the same manner,”

“I get irritated when things don’t go according to my plans,” “Premarital close relations with
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opposite sex contribute to a happier marriage.” “I do not bring religious obligations in my worldly
affairs,” “One can live a moral life without being religious,” and “I do not enjoy the company of
religious people.” The respondents were asked to express their level of agreement or disagreement
to these statements, with response options ranging from 6 = completely disagree to 1 = completely
agree. As such, a person’s high score on the items means less positive attitude towards religious

values and a person’s low score on the items means more positive attitude towards religious values.

Before computing individual items to create an index of respondents’ attitudes towards
religious values, the scale items were tested for reliability. The six items yielded an alpha of .69
with corrected inter-item correlations ranging between .24 to .59. The alpha value of the scale
improved after the item that had the lowest inter-item correlation of .24 (“I get irritated when things
don’t go according to my plans™) was dropped, with the final five-point yielding an alpha of .71

(M =14.46, SD = 5.29).

The findings show that the overall mean score and standard deviation for respondents’
religious value orientation is M= 2.89, SD = 1.56. These results imply that most of the respondents’
religious value orientation is slightly below the middle point, meaning that the respondents
consider themselves to be moderately religious. Table 11 below presents the information about the

respondents’ religiosity.
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Table 11: Mean and standard deviations of respondents’ attitude towards religious values
(N=631)

Level of Agreement %

Overall
Item 1 6 (% ) Mean SD

No CD CA

1. If someone
misbehaves with
me, I respond to 9.0 136 210 174 274 11.6 100 325 1.50
him in the same
manner.

2 Premarital close
relations with
opposite sex 7.8 17.1 143 16.6 216 22.7 100 305 1.63
contribute to a
happier marriage.

3. I do not bring
religious
obligations in my
worldly affairs.

7.3 146 144 136 22.7 274 100 293  1.60

4. One can live a
moral life without

being religious. 7.8 12.5 144 136 274 22.7 100 285 1.63

5. I do not enjoy the
company of

religious people. 43 74 94 149 29.8 342 100 239 144

Note: CD and CA are used to represent completely disagree and completely agree, respectively.
SD is used to represent standard deviation.

3.8.7.4 Type of School Attended

In order to measure to the respondents’ type of schooling prior to enrolling at the university
level, a single item was included in the questionnaire. The respondents were asked to indicate the
type of secondary school they attended at secondary and higher-secondary levels. The options they
picked from included (1) Urdu Medium Only, (2) Both Urdu and English Medium, (3) English

Medium/A/O Levels Only. The mean and standard deviation for the respondents’ type of
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secondary school attended is indicated, as per the results of the study (M = 2.38, SD = .607). Based
on the findings, the mean implies that, most of the students joined Urdu and English medium and
English medium and A/O levels en route to enrolling for university education. The mean and

standard deviation is presented in table 12.

Table 12: Mean and standard deviations of type of school attended (N=631)

Type of School %
Item Both Urdu and English Overall% Mean SD
Urdu Medium English Medium and
No Medium A/O levels
Type of
1. school 6.5 44.1 494 100 2.38 .607
attended

Note: SD is used to represent standard deviation.

3.8.8 Residential Background of Respondents

A single item was included in the questionnaire to tap information on respondents’
residential background in terms of being rural or urban. This item was structured this way. “For
the most part of your life, you have lived in,” with the following three response options: (1) large

cities, (2) small cities/towns, and (3) villages.

The collected data showed that the overall mean score for residential background (rural-
urban background) is M = 1.70, SD = .751, meaning that majority of the respondents have lived
the most part of their life in urban areas and only a small percentage of the respondents have a
rural background. Table 13 below shows the mean and standard deviation for respondents’

residential background.
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Table 13: Mean and standard deviations of respondents’ residential background (N=631)

Urban-rural background
Item - Small _ Overall % Mean SD
No Large cities cities/towns Villages
For the most
1. E‘;: ;2‘1’1‘:,‘, 4338 34 17.2 100 170 .51
lived in

Note: SD is used to represent standard deviation.

3.9 Preliminary Data Analyses

Before proceeding to the final data analysis process, preliminary data analyses were carried
out to ensure compliance with the key assumptions of multiple regression. Those assumptions
usually focus on normality, linearity, multicollinearity and homoscedasticity. Of the total
responses collected, 51 were not included in data analyses due to incomplete responses. Hence,

the data analysis process involved 631 responses.

Residual analysis was conducted and the outliers were looked at to ensure that all the
assumptions were met. Likewise, regression standardized residual histograms and normal
probability plots of the regression standardized residuals were performed in order to test for
normality of variables. According to Pallant (2013), a distribution is considered normal, if it
produces a symmetrical and a bell-shaped curve on the regression standardized residual
histograms. Such a distribution should be with a reasonably straight line on the normal probability
plots of the regression standardized residuals. As such, all variables, in the multiple regression

analysis were subjected to the normality test by examining the distribution of each variable.

Similarly, scatter plots were generated to ensure non-violation of the assumptions of
linearity. In most correlation analyses, Pallant (2013) indicated that these correlations are expected

to be linear. Hence, these scatter plots help to identify whether the relationship between two
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variables is curvilinear or linear. The generated scatter plots helped the researcher to know whether

the data generated linear relationships which could be relied on in the analyses.

One of the assumptions of multiple regression analysis is that the independent variables
should not be highly intercorrelated. Multicollinearity, which is the existence of high
intercorrelations (r=0.9>) among independent variables, tends to lead to an unstable correlation
matrix; the core of multiple regression (De Vaus, 2002a). Pallant (2010) argued that
multicollinearity is considered to be present when the criterion variables are highly intercorrelated.
De Vaus (2002a) explained that multicollinearity could be detected through examination of the
bivariate correlations, multiple correlation analyses, and multicollinearity diagnostics within
multiple regression procedures-variable inflation factor, and tolerance measures. De Vaus further
suggested that multicollinearity could be dealt with by dropping the most problematic variable,
and combining the variables that are highly intercorrelated. Besides those measures, and in order
to mitigate the multicollinearity problem, the entire criterion variables were mean-centered by

subtracting the mean of the variable from the variable itself.

Another violation of assumptions of multiple regression emanates from the existence of
outliers. These are extreme values that inflate of deflate estimates. Outliers could be detected
through the examination of the frequency distributions and standard deviations of univariates, and

inspecting scatter plots of bivariates and multivariates.
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CHAPTER 4: DATA ANALYSIS AND RESULTS

4.1 Introduction

This study was conceived to address three research questions: (1) What is the relationship
between exposure to dramatized entertainment and viewers’ materialistic perceptions and
attitudes? (2) What is the relationship between exposure to dramatized entertainment and the
salience of the entity God in viewers’ consciousness? (3) Whether cultivation effects theory has

become redundant in the new media environment?

In order to answer these questions, several hypotheses were developed and tested. In this
section, data analysis and findings related to the stated research questions and hypotheses are

presented.

4.2 Hypotheses

At the outset, the present study primarily sought to test the following hypotheses:

H1: Exposure to dramatized entertainment will predict viewers® attitudes and perceptions
about materialism. Specifically, hypothesis H1 posits that:

Hla: Exposure to dramatized entertainment will positively predict materialistic orientation
of viewers after controlling, for the relevant demographic variables.

H1b: Exposure to dramatized entertainment will positively predict the perceived social
prevalence of materialism in society, after controlling for the relevant demographic
variables.

H2: Exposure to dramatized entertainment will negatively predict (ambiguate) the salience

of entity God. Specifically, hypothesis H2 posits that:
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H2a: Exposure to dramatized entertainment will negatively predict (ambiguate) the
salience of the entity God in viewers’ consciousness.

H2b: Exposure to dramatized entertainment will negatively predict (ambiguate) the
perceived social salience (mindfulness) of God.

H3: Type of new media use will differentially moderate the relationships between exposure
to dramatized entertainments on television and viewers’ attitudes and perceptions about
materialism and salience of entity God. Specifically, hypothesis H3 posits that:

H3a: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
materialistic orientation such that high online viewers of dramatized entertainment will
reflect higher materialistic orientation, compared to low online viewers.

H3b: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
perceived social prevalence of materialism such that high online viewers of dramatized
entertainment will reflect higher perceived prevalence of materialism in society, compared
to low online viewers.

H3c: The amount of time spent with online entertainment platforms will moderate the
relationship between exposure to dramatized entertainment on television and the salience
of entity God in viewers’ consciousness such that high online viewers of dramatized
entertainment will reflect lower salience of entity God in their consciousness, compared to
low online viewers.

H3d: The amount of time spent with online entertainment platforms will moderate the

relationship between exposure to dramatized entertainment on television and the perceived
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social salience of entity God such that high online viewers of dramatized entertainment
will reflect lower perceived social salience of entity God, compared low online viewers.
H3e: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
materialistic orientation such that high social media users will reflect lower materialistic
orientation, compared to low social media users.

H3f: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and viewers’
perceived social prevalence of materialism such that high social media users will reflect
lower perceived prevalence of materialism in society, compared to low social media users.
H3g: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and the salience
of entity God in viewers’ consciousness such that high social media users will reflect higher
salience of entity God in their consciousness, compared to low social media users.

H3h: The amount of time spent with social networking platforms will moderate the
relationship between exposure to dramatized entertainment on television and the perceived
social salience of entity God such that high social media users will reflect higher perceived
social salience of entity God, compared to low social media users.

H4: Religious commitment of viewers will moderate the relationships between exposure
to dramatized entertainment and their attitudes and perceptions towards materialism and
the salience of entity God. Specifically, H4 posits that:

H4a: Religious commitment of viewers will moderate the relationship between exposure

to dramatized entertainment on television and viewers’ materialistic orientation such that
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viewers with more positive attitudes towards religious values will reflect lower
materialistic orientation, compared to viewers with less positive attitudes towards religious
values.

H4b: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and the perceived prevalence of materialism in
society such that viewers with more positive attitudes towards religious values will reflect
higher perceived prevalence of materialism in society, compared to viewers with less
positive attitudes towards religious values.

H4c: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and the salience of entity God in their
consciousness such viewers with more positive attitudes towards religious values will
reflect relatively lower ambiguation effects, compared to viewers with less positive
attitudes towards religious values.

H4d: Religious commitment of viewers will moderate the relationship between exposure
to dramatized entertainment on television and the perceived social salience of entity God
such that viewers with more positive attitudes towards religious values will reflect
relatively lower ambiguation effects, compared to viewers with less positive attitudes

towards religious values.

Major Statistical Tool

This study has employed the hierarchical multiple regression as the main statistical tool to

test the stated hypotheses. Specifically, hierarchical multiple regression was applied due to its

greatly tested potential in providing suitable ways of exploring a set of variables (de Vaus, 2002),

in line with the assumptions of the present study.
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Multiple regression is a host of techniques that can be used to explore potential
relationships between a continuous dependent variable and several predictors. Since it is primarily
based on correlation, therefore it has the ability to allow a more complex examination of the
interrelationship amongst a set of variables (Pallant, 2010). Pallant argued that such prowess makes
multiple regression ideal for addressing a varicty of research questions, telling how a set of
variables can predict a particular outcome, and investigating more complex real life research
questions. Similarly, multiple regression has the ability to provide information on a model, and the
relative contribution of each of the constituent individual subscales. Besides being used to control
for an additional variable, multiple regression allows the researcher to test whether an added
variable contributes to the analytical ability of the model. As such, multiple regression was found

to be appropriate for the nature of the present research, hence it was duly applied.

All control variables, mainly demographic and social relations, with an apparent potential
to exert some amount of influence on the dependent variables’ social reality perceptions were
entered as block 1 at step 1 of the regression. Subsequently, the two independent variables — time
spent watching dramatized entertainment on TV in a day and time spent watching dramatized

entertainment online in a day — were entered at steps 2 and 3 of the model, respectively.

4.4 Zero-Order Correlations

Before performing the multiple regression analysis, a bivariate, or zero-order, correlation
coefficient was performed to have an early idea of the nature of relationships between this study’s
independent, dependent and moderating variables, in line with the assumptions of multiple
regression equation. As indicated in Chapter 3, preliminary data analyses were conducted in order
to avoid any violation of normality, linearity and homoscedasticity. A linear regression equation

is developed when the correlation coefficients are adequately large enough to illustrate a

87



meaningful relationship between variables (Sirkin, 2006). Usually, these correlations are used to
demonstrate the strength and direction of the linear relationship between two continuous variables

(Pallant, 2010).

In this study, the zero-order correlation was performed for the predictor and criterion
variables. Table 14 provides an idea of the impact of the predictor variables — time spent watching
dramatized entertainment in a day on a television set, time spent watching dramatized
entertainment in a day online and time spent on social networking sites in a day — on the criterion
variables; the several social reality perceptions and attitudes. The findings demonstrate that all

variables were significantly correlated in the expected direction.

Time spent watching dramatized entertainment on a television set in a day show
statistically significant correlations with audiences’ attitude towards materialism (r = .336, n =
631, P <.000), perceived prevalence of materialism in society (r=.125,n=631, P <.002), salience
of entity God in consciousness (r=-.260, n =631, P <.000), and perceived social salience of entity

God (r = -.140, n = 631, P <.000).

Similarly, time spent watching dramatized entertainment online in a day also showed
statistically significant correlations with respondents’ attitude towards materialism (r = .334, n =
631, P <.000), perceived prevalence of materialism in society (r=.155,n =631, P <.000), salience
of entity God in consciousness (r = -.355, n = 631, P <.000), and perceived social salience of entity

God (r =-.156, n =631, P <.000).

In the same vein, time spent on social networking sites in a day showed statistically
significant correlations with audiences’ attitude towards materialism (r = .260, n = 631, P <.000),

perceived prevalence of materialism in society (r =.168, n =631, P <.000), salience of entity God
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in consciousness (r =-.141, n = 631, P <.000), and perceived social salience mindfulness of entity

God (r=-.089, n =631, P <.026).

Elsewhere, religiosity variables exhibited statistically significant correlation with
respondents’ perceptions and beliefs about materialism and salience of entity God, except
perceived prevalence of materialism in society. Ritual observance of daily prayers shown a
statically negative correlation with audiences’ attitude towards materialism (r = -.284, n = 631, P
<.000), and but is not significantly correlated with perceived prevalence of materialism in society
(r = -.019, n = 631, P <.635). Ritual observance shows significant positive correlations with
salience of entity God in consciousness (r =.314, n = 631, P <.000), and perceived social salience
of entity God (r=.208, n =631, P <.000). Likewise, respondents’ attitude towards religious values
is negatively correlated with their attitude towards materialism (r = -.326, n = 631, P <.000), with
a nonsignificant correlation with perceived prevalence of materialism in society (r=.042, n =631,
P <.295); and shown positive correlations with salience of entity God in consciousness (r = .260,

n =631, P <.000), and perceived social salience of entity God (r =.209, n = 631, P <.000)

Given the fact that respondents’ education level, type of schooling, residential background
and marital status did not show statistically significant correlations with perceptions and beliefs
about materialism and salience of entity God, these variables were not included in the zero-order
correlations table. The remaining demographic variables, namely age, gender and household
income shown statistically significant correlations with dependent variables of this study.
Respondents’ age shown statistically significant negative correlation with attitude towards
materialism (r = -.158, n = 631, P < .000), and statistically significant positive correlation with
perceived prevalence of materialism in society (r = .113, n = 631, P < .004). The correlation

between age and salience of entity God in consciousness is statistically significant (r = .087, n =
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631, P < .028) and nonsignificant with perceived salience of entity God (r = .051, n = 631, P <
.205). Respondents’ household income level flagged a statistically positive correlation with
perceived prevalence of materialism in society (r = .104, n = 631, P <.009) and a statistically

significant negative correlation with salience of entity God in society (r=.112, n =631, P <.005).

Generally, the correlations between the predictor and criterion variables were significant
in almost all circumstances. Time spent watching dramatized entertainment on television and
online in a day flagged significant correlations with all criterion variables, while time spent on
social networking sites in a day is also significantly correlated with all criterion variables. The
direction of the correlations was in line with the study’s expectation and predicted direction. Table
14 shows zero-order correlations between this study’s variables. It should be noted that the
significant correlation between exposure to dramatized entertainment and the five dependent
variables fell in the direction of the first two hypotheses. The interaction patterns of the
independent and dependent variables displayed in the zero-order correlation was further elaborated

in the multiple regressions through which the hypotheses were put into rigorous tests.
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Table 14: Zero-order correlations between the study’s variables

Predictor & Criterion

Variables 1 2 3 4 5 6 7 8 9 10 11 12
Predictors

1 DETV® 1

2 DE Online ® 125 1

3 SM Use © 171" 423" 1
Criterions

4  MPerceptions? 125 155" .168" 1

5 M.Orientation® .336" .334" 260" .068 1

6 GS Society T -.140"* -.156" -.089" -097° -.129" 1

7 GS Self & -260" -355" -141" -015 -419* .191" 1

8 Religiosity®  -.111"* -227"" -157" -019 -284" 208" 314" 1

9 RVO! -169" -201" -063 .042 -326" .209" .260" .354" 1

10 Age 037  -141* -181" .113* -158" -051 .087° .054 -.020 1

11 Gender 187" (156" .113* 041 053 -018 -065 .107"" .051 -.135" 1

12 Income -022 045 048 .104" -034 -.112" -018 -057 -002 .188" -012 1

* Hours spent watching dramatized entertainment in a day on a television set

® Hours spent watching dramatized entertainment in a day on online viewing platforms

¢ Hours spent on social networking platforms in a day

4 Perceived prevalence of materialism in society

¢ Attitudes towards materialism
I Perceived social salience of entity God

¢ Salience of entity in viewers’ consciousness

B Ritual observance of daily prayers

! Attitude towards religious values
**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).
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4.5 First Hypothesis

Multiple regression analyses were performed to examine whether time spent watching
dramatized entertainment on television in a day and time spent watching dramatized entertainment
online in a day exert any influence on respondents’ attitudes and perceptions about materialism
and whether the relationships hold after controlling for demographic variables. Specifically, the
analyses were aimed to find out the impact of the two independent variables on respondents’
materialistic orientation and the perceived prevalence of materialism in society. Table 15 and table

16 summarized the results of these analyses.

Age, gender, income, residential background and type of schooling were entered at Step 1.
However, residential background and type of schooling possessed betas, which were insignificant
to the model, hence they were dropped. The remaining demographic variables such as age, gender
and income explained a 2.4% variance in respondents’ materialistic orientation. The two
independent variables were entered at Step 2, and the total variance explained by the model as a
whole was 21.6%, F (3,627) = 5.039, p < .002, with an R? of .024. The two independent measures
explained an additional 19.2% of the variance in materialistic orientation after controlling for age,
gender and income R squared change = 21.6, F change (5, 625) = 34.39, p < .000. In the final
model, only three variables were statistically significant, with entertainment TV time recording a
higher beta value (beta = .32, p <.000) than entertainment time online (beta = .29, p < .000) and
age (beta= -.12, p < .005). As such, the results indicate that time spent watching dramatized
entertainment on television in a day and time spent watching dramatized entertainment online a
day is positively correlated with respondents’ materialistic orientation, in line with the posited
hypothesis (H1a) of this research that exposure to dramatized entertainment will positively predict

materialistic orientation of viewers after controlling, for the relevant demographic variables. In
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other words, exposure to dramatized entertainment is a significant predictor of audience members’
attitudes towards materialism, implying that the more time people spend in the fictional world of

dramatized entertainment, the more likely they are to form materialistic attitudes.

Table 15: Regression of viewers’ attitude towards materialism on demographic and
entertainment exposure variables (N=631)

B Std. Error i
Block 1
Age -50.6 14.6 -.14"
Gender (1=M, 2=F) 126.8 118.3 .04
Income -4.8 30.5 -01
Incremental R? (%) 24"
Block 2
Age -44.6 13.3 -.12*
Gender -174.7 109 -.06
Income -12.9 275 -.02
DE Online 285.7 364 29"
DETV® 1978.9 228.8 32"
Incremental R? (%) 19.2"
Total R? (%) 21.6"
* Final standardized coefficients

b Hours spent watching dramatized entertainment in a day on online viewing platforms
¢ Hours spent watching dramatized entertainment in a day on a television set

*p<.01
*p<.05
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The possible contributions to the variance in the perceived prevalence of materialism in
society by time spent watching dramatized entertainment on television in a day and time spent
watching dramatized entertainment online in a day were also examined using hierarchical
regressions. Specifically, the analyses aimed at examining whether exposure to dramatized
entertainment on television and online was separately related to the respondents’ perceived
prevalence of materialism in society and whether these relationships hold after controlling for

demographic variables. The findings of the regressions are summarized in Table 16.

Age, gender and income were entered at Step 1, explaining 2.3% of the variance in
materialistic perceptions. After entry of time spent watching dramatized entertainment online and
time spent watching dramatized entertainment on television in a day at Step 2, the total variance
explained by the model as a whole increased to 5.8%, and an F valued of F3,627=4.91, p < .002,
and an R? of .023. The two independent variables explained an additional 3.6% of the variance in
materialistic perceptions after controlling for age, gender and income R squared change = 5.8 F
change (5, 625) = 7.776, p < .000. In the final model, only three variables were statistically
significant, with entertainment exposure online recording a higher beta value (beta= .15, p <.000)

than entertainment time TV (beta = .10, p < .000) and age (beta= -.12, p <.005).

The findings presented in table 16 supported H1b that exposure to dramatized
entertainment will positively predict the perceived social prevalence of materialism in society,
after controlling for the relevant demographic, as exposure to dramatized entertainment explained
a significant amount of variance in audience members’ perceptions about the prevalence of
materialism in society. That is, the more time people spent watching dramatized entertainment, the

more likely they are to exaggerate the prevalence of materialism in society.
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Table 16: Regression of perceptions about perceived prevalence of materialism in society on
demographic and entertainment exposure variables (N=631)

B Std. Error p*
Block 1
Age 10.24 3.96 a1
Gender (1=M, 2=F) 44.97 32.11 .06
Income 17.5 8.29 .09*
Incremental R? (%) 2.3"
Block 2
Age 11.59 3.95 12
Gender 11.86 3241 02
Income 15.87 8.18 .08
DE Online ® 41.61 10.82 15"
DETV® 171.78 68.0 .10
Incremental R? (%) 3.6"
Total R? (%) 58"
® Final standardized coefficients

b Hours spent watching dramatized entertainment in a day on online viewing platforms
° Hours spent watching dramatized entertainment in a day on a television set

*p<.01

*p<.05
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4.6 Second Hypothesis

Hierarchical multiple regressions were also performed to examine the ability of time spent
watching dramatized entertainment on television in a day and time spent watching dramatized
entertainment online in a day to ambiguate the salience of entity God in respondents’
consciousness (H2a) and the perceived social salience of entity God (H2b), after controlling for

the influence of age, gender and income.

Age, gender and income were entered at Step 1, and they explained 1.2% of the variance
in respondents’ self-perceived salience of entity God. The two independent variables, time spent
watching dramatized entertainment on television in a day and time spent watching dramatized
entertainment online in a day, at Step 2, and the total variance explained by the model as a whole
was 16.8%, F (3, 627) = 2.59, p < .051, with an R? of .012. The two measures explained an
additional 15.6% of the variance in respondents’ self-perceived salience of entity God after
controlling for age, gender and income R squared change = 16.8 F change (35, 625) = 58.528, p <
.000. In the final model, only two variables were statistically significant, with entertainment online
time recording a higher beta value (beta = -.32, p <.000) than entertainment time TV (beta = -.21,

p <.000).

The findings imply negative relationships between time spent watching dramatized
entertainment on television in a day and time spent watching dramatized entertainment online in a
day, and the salience of entity God in respondents’ consciousness, meaning that higher the
exposure to dramatized entertainment, the lower the self-perceived salience of entity God. This
finding supports H2a that exposure to dramatized entertainment will ambiguate the salience of

entity God in viewers’ consciousness, as shown in table 17.
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Table 17: Regression of self-perceived salience of entity God on demographic and entertainment
exposure variables (N=631)

B Std. Error p*
Block 1
Age .00 .00 09°
Gender (1=M, 2=F) -.01 .01 -.05
Income -.00 .00 -.03
Incremental R? (%) 1.2°
Block 2
Age .00 .00 .06
Gender .00 01 .03
Income 00 .00 -.01
DE Online ® -.02 .00 -32"
DETV*® -09 02 -21%
Incremental R? (%) 15.6"
Total R? (%) 16.8"
* Final standardized coefficients

® Hours spent watching dramatized entertainment in a day on online viewing platforms
¢ Hours spent watching dramatized entertainment in a day on a television set

*p<.01

‘p<.05
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In the same vein, regression analyses were performed in order to examine the ability of the
two independent variables; hours spent watching dramatized entertainment on television in a day
and hours spent watching dramatized entertainment online in a day, on respondents’ perceived
social salience of entity God. Specifically, the analyses aimed to examine the impact of the
independent variables on the respondents’ perceived social salience of entity God after controlling

for the influence of age, gender and income. Table 4.5 summarizes the results of these regressions.

Age, gender and income were entered at Step 1, explaining 1.4% of the variance in the
perceived social salience of entity God. After entry of exposure to dramatized entertainment online
and dramatized entertainment on a TV set at Step 2, the total variance explained by the model as
a whole was 5.3%, F (3, 627) = 2.97, p < .031. The two control measures explained an additional
3.9% of the variance in the perceived social salience of God after controlling for age, gender and
income R squared change = 5.3 F change (5, 625) = 12.92, p < .000. In the final model, only three
variables were statistically significant, with entertainment time online showing a higher beta value
(beta = -.15, p <.000) than entertainment time TV (beta = -.13, p <.000) and income (beta=-.,10,

p <.005).

As such, the correlation between the two independent variables and the perceived social
salience of entity God is in conformity with the posited hypothesis of this study that exposure to
dramatized entertainment will negatively predict the perceived social salience (mindfulness) of
God, as shown in table 18. This finding implies that higher the exposure to dramatized
entertainment, the lower the perceived social salience of entity God. Therefore, exposure to
dramatized entertainment on television and online was a significant predictor of respondents’

perceptions about the salience of entity God in society.

96



Table 18: Regression of perceived social salience of entity God on demographic and
entertainment exposure variables (N=631)

B Std. Error B
Block 1
Age -.04 .04 -03
Gender (1=M, 2=F) -20 34 -.02
Income -23 .09 -11*
Incremental R? (%) 14"
Block 2
Age -.05 .04 -.05
Gender 17 34 02
Income -21 .09 -10°
DE Online -41 11 -15"
DETV® -2.24 71 -13*
Incremental R? (%) 39"
Total R? (%) 5.3"
* Final standardized coefficients

b Hours spent watching dramatized entertainment in a day on online viewing platforms
cHours spent watching dramatized entertainment in a day on a television set

*p<.01

*p<.05
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4.7 Third Hypothesis

A hierarchical multiple regression was performed to examine the ability of the interaction
between time spent watching dramatized entertainment on television in a day and time spent
watching dramatized entertainment online in a day to exert influence on respondents’ attitudes and
perceptions about materialism. Time spent watching dramatized entertainment on television in a
day was entered together with time spent watching dramatized entertainment online in a day at
Step 2 of the model. The two variables an additional 14.8 percent of the variance in respondents’
attitudes towards materialism after the effects of age and ritual observance of daily prayers were
removed. It also registered a significant F value, F4,626=50.44, p < .000, as indicated in table 4.6.
Initially, gender, age, marital status, income, offline interactions, rural-urban background and ritual
observance of daily prayers were included as control variables. However, gender, age, marital
status, income, offline interactions and residential background the respondents were removed from
the equation as they were not significantly correlating with the independent variable. The
interaction variable of time spent watching dramatized entertainment on television in a day and
time spent watching dramatized entertainment online in a day was entered at Step 3. It contributed
a meagre 0.2 percent of the variance in respondents’ materialistic orientation over and above what

was already explained, with a significant F value, F5,625=40.68, p < .223.

Hence, no interaction effects were found in the process and H3a was not supported. This
implies that time spent watching dramatized entertainment online in a day was not strong enough
to change the direction or add some power to the relationship between time spent watching
dramatized entertainment on television in a day and respondents’ materialistic orientation. Table

19 summarizes the results of these regression analyses.

98



Table 19: Regression results indicating impact of the control, predictor and moderator variables
on attitudes towards materialism (N=631)

B Std. Error B
Block 1
Age 46.8 13.7 -13%
Religiosity ® -1.7 1.1 -27*
Incremental R? (%) 9.5"
Block 2
Age -40.7 12.7 -11"
Religiosity ® -5.2 1.0 -.18"
DE Online © 237.5 36.2 24"
DETV¢ 1812.3 221.6 29
Incremental R? (%) 14.8*
Block 3
DE Online ¢ x DE TV ¢ -177.8 145.8 -.04
Incremental R? (%) 0.2
Total R? (%) 24.6"
* Final standardized coefficients
PRitual observance of daily prayers

¢ Hours spent watching dramatized entertainment in a day on online viewing platforms
4Hours spent watching dramatized entertainment in a day on a television set

*p<.01

*p<.05
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Figure 2: Normal P-P plot of regression standardized residual for attitudes towards materialism
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Time spent watching dramatized entertainment on television in a day and time spent
watching dramatized entertainment online were also tested to establish their impact on the
perceived prevalence of materialism in society. When the independent variable was entered
simultaneously with time spent watching dramatized entertainment online in a day at Step 2 of the
model, they both explained 4.0 percent of the variance in the perceived prevalence of materialism
in society with a significant F value, F4,626=8.83, p < .000, after controlling for the effects of age
and religiosity. It is also worth noting that gender, marital status, income, offline interactions and
rural-urban background were also controlled for but later removed from the equation as they were
not significantly correlating with the dependent variable. When the interaction variable of time
spent watching dramatized entertainment on television in a day and time spent watching
dramatized entertainment online in a day was entered at Step 3, it registered a mere 0.4 percent of
the variance in the perceived prevalence of materialism in society over and above what was already
explained, with a significant F value, F5,625=7.66, p < .092, after removing the influence of age
and ritual observance of daily prayers. Hence, no interaction effects were found in the process and

H3b was not supported, as summarized in table 20.
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Table 20: Regression results indicating impact of the control, predictor and moderator variables
on perceptions about materialism (NV=631)

B Std. Error p
Block 1
Age 11.2 39 a1
Religiosity ® -.16 31 -.02
Incremental R? (%) 1.3*
Block 2
* Age 12.8 39 13"
Religiosity ® 23 31 03
DE Online © 45.5 11 A7
DETVH 175.8 67.3 10"
Incremental R? (%) 4.0
Block 3
DE Online¢x DETV ¢ -74.6 44.2 -.07
Incremental R? (%) 0.4
Total R? (%) 5.8°
* Final standardized coefficients
bRitual observance of daily prayers

¢ Hours spent watching dramatized entertainment in a day on online viewing platforms
4Hours spent watching dramatized entertainment in a day on a television set

“p<.01

*p<.05
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Figure 4: Normal P-P plot of regression standardized residual for perceived prevalence of
materialism in society
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A hierarchical multiple regression was conducted to examine the ability of the interaction
between time spent watching dramatized entertainment on television in a day and time spent
watching dramatized entertainment online in a day to exert influence on the salience of entity God
in respondents’ consciousness. Time spent watching dramatized entertainment on television ina
day was entered together with time spent watching dramatized entertainment online in a day at
Step 2 of the model. The two variables jointly explained 11.1 percent of the variance in
respondents’ salience of entity God after controlling for the effects of age and religiosity. It also

registered a significant F value, F4,626=42.50, p < .000.

Initially, gender, age, marital status, income, offline interactions, rural-urban background
and ritual observance of daily prayers were included as control variables. However, gender, age,
marital status, income, offline interactions and rural-urban background were removed from the
equation as they were not significantly correlating with the independent variable. The interaction
variable of time spent watching dramatized entertainment on television in a day and time spent
watching dramatized entertainment online in a day was entered at Step 3. It contributed a 2.1
percent of the variance in respondents’ materialistic orientation over and above what was already
explained, with a significant F value, F5,625=38.23, p <.000. Hence, the interaction effects were
found in the process, meaning that the effect of television entertainment exposure on ambiguation
is contingent on online entertainment exposure, in line with the posited H3c, as shown in table 21.
It is not straightforwardly apparent in beta for the moderation term. However, when online
entertainment exposure was split into two groups on the median value, the effect of television

entertainment exposure on ambiguation became obvious.
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Table 21: Regression results indicating impact of the control, predictor and moderator variables
on self-perceived salience of entity God (V=631)

B Std. Error Bt
Block 1
Age .08 .05 07
Religiosity ® .58 07 31"
Incremental R? (%) 10.2*
Block 2
Age .06 .04 .05
Religiosity ® 41 .07 22"
DE Online © -4.57 .73 -22"
DETV¢ -.88 12 -27"
Incremental R? (%) 11.1**
Block 3
DE Online ¢ x DE TV ¢ 2,04 A48 15"
Incremental R? (%) 2.1"
Total R? (%) 234"
* Final standardized coefficients
bRitual observance of daily prayers

© Hours spent watching dramatized entertainment in a day on online viewing platforms
4Hours spent watching dramatized entertainment in a day on a television set

*p<.01

*p<.05
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Figure 6 shows the interaction between television entertain exposure and online
entertainment exposure on the salience of entity God in viewers" consciousness. The high online
entertainment exposure group largely remained unaffected in terms of the salience of entity God
by increasing television entertainment. The salience of entity God clearly decreases in the
consciousness of the low online entertainment exposure group with increasing exposure to
television entertainment, meaning that ambiguation was happening among the low online

entertainment exposure group.

Figure 6: Interaction between television exposure and online dramatized exposure on self-
perceived salience of entity God
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Figure 7: Normal P-P plot of regression standardized residual for self-perceived salience of
entity God
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Similarly, in order to examine whether the interaction variable exerts any influence on the
perceived social salience of entity God, time spent watching dramatized entertainment on
television in a day was entered simultaneously with time spent watching dramatized entertainment
online in a day at level two of the equation. At this level, the two variables jointly explained 2.5
percent of the variance in respondents’ materialistic orientation with a significant F value,
F4,626=11.70, p < .000, after controlling for age and ritual observance of daily prayers. Gender,
marital status, income, offline interactions and rural-urban background were removed from the
equation as contributed nothing to the equation. Nevertheless, when the interaction term between
time spent watching dramatized entertainment on television in a day and time spent watching
dramatized entertainment online in a day was entered at Step 3, it contributed a 0.0 percent of the
variance in the perceived social salience of entity God, with a significant F value, F5,625=9.35, p
<.979, after removing the effect of religiosity. In other words, zero variance in perceived social
salience of entity God was explained by the two interacting variables and no support was found

for H3d, as shown in table 22.
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Table 22: Regression results indicating impact of the control, predictor and moderator variables

on perceived social salience of entity God (N=631)

B Std. Error Bt
Block 1
Age -07 04 -.06
Religiosity ® .02 .00 21
Incremental R2 (%) 45"
Block 2
Age -.08 04 -07
Religiosity ® .01 .00 A7
DE Online © -32 a1 -11"
DETV¢ -1.8 .69 -.10"
Incremental R? (%) 2.5°
Block 3
DE Online © x DE TV ¢ -01 46 -.00
Incremental R? (%) 0.0
Total R? (%) 7.0°
* Final standardized coefficients

®Ritual observance of daily prayers

¢ Hours spent watching dramatized entertainment in a day on online viewing platforms
4Hours spent watching dramatized entertainment in a day on a television set

*p<.01
*p<.05
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In the same vein, this study tested also whether the relationship between time spent
watching dramatized entertainment on television in a day and respondents’ materialistic
orientation was a function of time spent on social networking sites. In so doing, time spent
watching dramatized entertainment on television in a day was entered simultaneously with time
spent on social networking sites at Step 2 of the equation, as indicated in table 23. These two
variables jointly explained 11.6 percent of the variance in the respondents’ materialistic
orientation, with a significant F value, F4,625=41.67, p <.000, after controlling for the influence
of age and ritual observance of daily prayers. Initially, age, gender, marital status, income, offline
interactions, rural-urban background and ritual observance were included as control variables.
However, gender, marital status, income, offline interactions and rural-urban background were
removed from the equation as they were not significantly correlating with the dependent variable.
Later, when the interaction variable of time spent watching dramatized entertainment on television
in a day and time spent watching dramatized entertainment online in a day was entered at Step 3,
it contributed a meagre 0.0 percent of the variance in respondents’ materialistic orientation, with
an F value, F5,624=.33.29, p < .938. This indicates that, the relationship between the amount of
time spent watching dramatized entertainment on television in a day and respondents’ materialistic
orientation is not a function of time spent on social networking sites. In other words, exposure to
social networking sites was not strong enough to change the direction of the relationship between
time spent watching dramatized entertainment on television in a day and materialistic orientation

of viewers. Therefore, H3e was not supported.
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Table 23: Regression results indicating impact of the control, predictor and moderator variables
on attitude towards materialism (N=631)

B Std. Error p*
Block 1
Age 469 13.7 -13"
Religiosity ® -1.7 1.1 -27"
Incremental R? (%) 9.5*
Block 2
Age 426 13.1 -12"
Religiosity ® -6.0 1.0 -21"
DETV® 1816.8 228.3 29"
SNS Time ¢ 4294 108.8 A5%
Incremental R? (%) 11.6"
Block 3
DE TV © x SNS Time ¢ -35.5 457.7 -.003
Incremental R? (%) 0.00
Total R? (%) 21.1*
® Final standardized coefficients
bRitual observance of daily prayers

©Hours spent watching dramatized entertainment in a day on a television set
9 Hours spent on social networking sites in a day

*p<.01

*p<.05
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In order to examine whether the interaction variable exerts any influence on the perceived
prevalence of materialism in society, time spent watching dramatized entertainment on television
in a day was entered simultaneously with time spent on social networking sites at level two of the
equation. At this level, the two variables jointly explained 4.4 percent of the variance in the
perceived prevalence of materialism in society with a significant F value, F4,625=9.53, p < .000,
after controlling for age and ritual observance of daily prayers. Gender, marital status, income,
offline interactions and rural-urban background were removed from the equation as contributed
nothing to the equation. Nevertheless, when the interaction term between time spent watching
dramatized entertainment on television in a day and time spent on social networking sites in a day
was entered at Step 3, it contributed a 0.0 percent of the variance in the perceived prevalence of
materialism in society, with a F value, F5,624=7.61, p <.924, after removing the effect of age and
ritual observance of daily prayers. In other words, zero variance in perceived prevalence of
materialism in society was explained by the two interacting variables and H3f was not supported,

as summarized in table 24.
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Table 24: Regression results indicating impact of the control, predictor and moderator variables

on perceptions about materialism (N=631)

B Std. Error p*
Block 1
Age 11.2 39 11"
Religiosity ® -15 31 -.02
Incremental R? (%) 1.3
Block 2
Age 13.8 39 14"
Religiosity ® .16 A1 .02
DETV*® 154.3 67.7 09°
SNS Time ¢ 144.5 32.3 18"
Incremental R? (%) 44"
Block 3
DE TV © x SNS Time ¢ 12.9 135.7 .004
Incremental R? (%) 0.00
Total R? (%) 58°
® Final standardized coefficients
bRitual observance of daily prayers

¢ Hours spent watching dramatized entertainment in a day on a television set

4Hours spent on social networking sites in a day

*p<.01
‘p<.05
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Similarly, a hierarchical multiple regression was also performed to examine whether the
interaction between time spent watching dramatized entertainment on television in a day and time
spent on social networking sites in a day exerts any influence on the salience of entity God in
viewers’ consciousness. Time spent watching dramatized entertainment on television in a day was
entered together with time spent watching dramatized entertainment online in a day at Step 2 of
the model. The two variables jointly explained 4.7 percent of the variance in the salience of entity
God in viewers’ consciousness after the effects of age and ritual observance of daily prayers were
removed. It also registered a significant F value, F4,625=27.42, p < .000. It is worth noting that
age, gender, marital status, income, offline interactions, rural-urban background and ritual
observance were included as control variables. However, gender, marital status, income, offline
interactions and rural-urban background were removed from the equation as they were not
significantly correlating with the independent variable. The interaction variable of time spent
watching dramatized entertainment on television in a day and time spent on social networking sites
in a day was entered at Step 3. It contributed a 7.0 percent of the variance in the salience of entity
God over and above what was already explained, with a significant F value, F5,624=23.14, p <
.02, as shown in table 25. Hence, a positive interaction effects were found in the process. In other
words, the result supports the posited hypothesis that exposure to social networking sites will
moderate the relationship between time spent watching dramatized entertainment on television and

the salience of entity God in viewers’ consciousness.
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Table 25: Regression results indicating impact of the control, predictor and moderator variables
on self-perceived salience of entity God (N=63 1)

B Std. Error g
Block 1
Age .002 .001 07°
Religiosity ® 001 .000 a1
Incremental R? (%) 10.2°
Block 2
Age .002 001 .08’
Religiosity ® 001 .000 28"
DETV*® -1.9 70 -21"
SNS Time ¢ -01 .01 -.04
Incremental R? (%) 47"
Block 3
DE TV © x SNS Time ¢ 071 .031 09°
Incremental R? (%) Ly
Total R? (%) 15.6°
* Final standardized coefficients
bRitual observance of daily prayers

¢Hours spent watching dramatized entertainment in a day on a television set
4Hours spent on social networking sites in a day

*p<.01

*p<.05

Figure 11 shows the interaction between television entertainment exposure and social
media exposure on the salience of entity God in viewers’ consciousness. Both the high and low

social media exposure groups show ambiguation effects of television entertainment exposure,
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although the salience of entity God decreases slightly more in the consciousness of low social

media exposure group. Thus, H3g is supported.

Figure 11: Interaction between television exposure and social media use on self-perceived
salience of entity God
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A different scenario was observed when the interaction between time spent watching
dramatized entertainment on television in a day and time spent on social networking sites in a day
were entered separately added to the equation at Step 2. Although these two variables jointly
explained an additional 3.1 percent of the variance in the perceived social salience of entity God
in society, with a significant F value, F4,625=10.11, p < .006, an interaction between the same
variables contributed an insignificant 0.0 percent to the model with an F value, F5,624=.13, p <
.609, as indicated in table 26. This implies that time spent on social networking sites in a day was

not strong enough to change the direction or add some power to the relationship between time
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spent watching dramatized entertainment on television in a day and perceived social salience of

entity God. This H3h was not supported.

Table 26: Regression results indicating impact of the control, predictor and moderator variables
on perceived social salience of entity God (N=631)

B Std. Error B
Block 1
Age -0.07 .04 -.06
Religiosity ® 02 00 21"
Incremental R? (%) 45
Block 2
Age -0.07 .04 -07
Religiosity ® 02 .00 19"
DETV® -1.9 .70 -1
SNS Time ¢ 43 34 -.05
Incremental R? (%) 1.6'
Block 3
DE TV © x SNS Time ¢ 72 14 .02
Incremental R? (%) 0.00
Total R? (%) 6.1°
* Final standardized coefficients
bRitual observance of daily prayers

¢Hours spent watching dramatized entertainment in a day on a television set
4Hours spent on social networking sites in a day

*p<.01

*p<.05
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4.8 Fourth Hypothesis

A hierarchical multiple regression was performed to examine the ability of the interaction
between time spent watching dramatized entertainment on television in a day and religious values
orientation on respondents’ orientation towards materialism. Television exposure variable was
entered together with religious values orientation at Step 2 of the model. The two variables an
additional 25.4 percent of the variance in respondents’ materialistic orientation after the effects of
age and ritual observance of daily prayers were controlled. It also registered a significant F value,
F4,626=86.27, p < .000. The interaction variable of time spent watching dramatized entertainment
on television in a day and religious values orientation was entered at Step 3. It contributed a meagre
0.8 percent of the variance in respondents’ materialistic orientation over and above what was

already explained, with a significant F value, F5,625=71.34, p <.005.

Hence, the interaction effects were found in the process. This implies that religious
attitudes of audience members moderate the relationship between time spent watching dramatized
entertainment on television in a day and respondents’ materialistic orientation, in line with the

posited H4a, as indicated in table 27.
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Table 27: Regression results indicating impact of the control, predictor and moderator variables
on attitudes towards materialism (N=631)

B Std. Error B
Block 1
Age -42 A1 -14"
Religiosity ® -1.29 18 -28"
Incremental R? (%) 10.1*
Block 2
Age -.50 .09 -7
Religiosity ® -.38 16 -.08
RVO*© 11.68 .08 -.44"
DETV¢ -.99 1.69 23"
Incremental R? (%) 254"
Block 3
RVO° xDETV4 .87 31 .09*
Incremental R? (%) 0.8
Total R? (%) 363"
* Final standardized coefficients
bRitual observance of daily prayers
© Attitude towards religious values
4 Hours spent watching dramatized entertainment in a day on a television set
*p<.01
‘p<.05
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The interaction term between religiosity and television exposure on materialistic attitudes
is plotted in Figure 12. In this interaction plot, both low and high religiosity groups are showing
cultivation effects of exposure to dramatized entertainment on television, with respondents’ who
have low religious values orientation reflecting higher orientation toward materialism. The
interaction term also provides evidence for mainstreaming into materialism with both low and high
religiosity groups moving closer to the symbolic cultural mainstream of the world of television,
which is counter to the direction of our national ideology. While the likelihood of materialistic
attitudes is higher for low religiosity group than high religiosity group, higher TV viewing

strengthens the magnitude of the cultivation effect in religious groups.

Figure 12: Interaction between television exposure and religious values orientation on

materialistic attitudes
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The interaction effect of time spent watching dramatized entertainment on television in a
day and religious values orientation was also examined for the perceived prevalence of materialism
in society. Television viewing variable was entered simultaneously with religious values
orientation at Step 2 of the model, they both explained 2.1 percent of the variance in the dependent
variable with a significant F value, F4,626=5.6, p < .000, after controlling for the effects of age
and ritual observance of daily prayers. When the interaction variable of time spent watching
dramatized entertainment on television in a day and religious values orientation was entered at
Step 3, it registered a 2.8 percent of the variance in the perceived prevalence of materialism in
society, with a significant F value, F5,625=8.4, p < .000. Hence, interaction effects were found in

the process and H4b is supported, as summarized in table 28.
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Table 28: Regression results indicating impact of the control, predictor and moderator variables
on perceptions about materialism (N=631)

B Std. Error p
Block 1
Age 33 a1 A2"
Religiosity ® -00 18 .00
Incremental R? (%) 14"
Block 2
Age 33 A1 42"
Religiosity ® -7 19 -04
RVO*© 29 .09 A3
DETV1 5.37 20 A1
Incremental R? (%) 21"
Block 3
RVO¢xDETV4 1.54 36 a7
Incremental R? (%) 2.8"
Total R? (%) 63"
* Final standardized coefficients
bRitual observance of daily prayers

© Attitude towards religious values

4 Hours spent watching dramatized entertainment in a day on a television set
*p<.01

*p<.05
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The interaction term between religiosity and television exposure on perceived prevalence
of materialism in society is plotted in Figure 13. In this interaction plot, both low and high
religiosity groups are showing cultivation effects of exposure to dramatized entertainment on
television. Interestingly, high religiosity group reflects higher perceived prevalence of materialism
in society, compared to low religiosity group. In other words, exposure to dramatized
entertainment on television is likely to cultivate materialistic perceptions such that people with
high religious attitudes are more likely to perceive heightened levels of materialism in society,
compared to low religious group. Therefore, the analysis reveals that high religious attitude
predicts perceptions about the prevalence of materialism in society through its significant
interaction with the independent variable of overall exposure to dramatized entertainment on
television, with the likelihood perceived social prevalence of materialism higher for high

religiosity group than low religiosity group.

Figure 13: Interaction between television exposure and religious values orientation on perceived
prevalence of materialism in society
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A hierarchical multiple regression was conducted to examine the ability of the interaction
between time spent watching dramatized entertainment on television in a day and religious values
orientation to exert influence on the salience of entity God in respondents’ consciousness. Time
spent watching dramatized entertainment on television in a day was entered together with religious
values orientation at Step 2 of the model. The two variables jointly explained 10 percent of the
variance in respondents’ salience of entity God, after controlling for the effects of age and ritual
observance of daily prayers. It also registered a significant F value, F4,626=39.96, p < .000. The
interaction variable of time spent watching dramatized entertainment on television in a day and
religious values orientation was entered at Step 3. It contributed a 1.6 percent of the variance in
respondents’ salience of entity God over and above what was already explained, with a significant
F value, F5,625=34.86, p <.001. Hence, the interaction effects were found in the process, in line

with H4c, as shown in table 29.
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Table 29: Regression results indicating impact of the control, predictor and moderator variables
on self-perceived salience of entity God (N=631)

B Std. Error B
Block 1
Age .08 .05 07
Religiosity ® 58 07 31"
Incremental R? (%) 104"
Block 2
Age .10 04 .09’
Religiosity ® 37 07 20"
RVO*® 22 .04 24"
DETV¢ 3.77 .76 -.18"
Incremental R? (%) 10*
Block 3
RVO°¢xDETVH -47 14 -12"
Incremental R? (%) 1.5"
Total R? (%) 21.8"
* Final standardized coefficients
bRitual observance of daily prayers
¢ Attitude towards religious values
4 Hours spent watching dramatized entertainment in a day on a television set
*p<.01
*p<.05
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The interaction term between religiosity and television exposure on salience of entity God
in viewers’ consciousness is plotted in Figure 14. In this interaction plot, both low and high
religiosity groups are showing ambiguation effects of exposure to dramatized entertainment on
television. That is, salience of entity God decreases in both low and high religiosity groups as their
exposure to the world of television increases. While there is no difference in terms of the direction
of this ambiguation outcome, there is pronounced difference between the strength of the effect in
low religiosity groups. As such, the salience of entity God decreases more evidently in audience

members with low orientation toward religious values.

Figure 14: Interaction between television exposure and religious values orientation on salience of
entity God in viewers’ consciousness
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Similarly, in order to examine whether the interaction variable exerts any influence on the
perceived social salience of entity God, time spent watching dramatized entertainment on
television in a day was entered simultaneously with religious values orientation at level two of the
equation. At this level, the two variables jointly explained 3.7 percent of the variance in the
perceived social salience of entity God with a significant F value, F4,626=14.49, p < .000, after
controlling for the effects of age and objective religiosity. The interaction term between time spent
watching dramatized entertainment on television in a day and religious values orientation was
entered at Step 3, and it contributed a 2.2 percent of the variance in the perceived social salience
of entity God, with a significant F value, F5,625=14.90, p < .000. In other words, the interaction
effect was statistically significant and the effect of exposure to dramatized entertainment on the
perceived social salience is contingent on religious attitudes of viewers in society. Thus, H4d is

supported, as shown in table 30.
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Table 30: Regression results indicating impact of the control, predictor and moderator variables

on perceived social salience of entity God (N=631)

B Std. Error p*
Block 1
Age -08 .04 -06
Religiosity ® 34 .06 21"
Incremental R? (%) 4.7"
Block 2
Age -.05 .04 -.05
Religiosity ® 22 .07 14"
RVO*© 14 .03 AT
DETVY -1.43 .70 -.08°
Incremental R? (%) 3.7
Block 3
RVO¢xDETV ¢ 50 13 15"
Incremental R? (%) 22"
Total R? (%) 10.6"
* Final standardized coefficients
bRitual observance of daily prayers

¢ Attitude towards religious values

4 Hours spent watching dramatized entertainment in a day on a television set

*p<.01
‘p<.05
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As is graphically represented in Figure 15, the result of the interaction between television
exposure and religious values orientation on perceived social salience of entity God indicates that
the ambiguation effects are markedly profound among low religious group, compared to high
religious group. In other words, audience members from the low religiosity group are more likely

to perceived others to be less mindful of the entity God than viewers from the high religiosity

group.

Figure 15: Interaction between television exposure and religious values orientation on perceived
social salience of entity God
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4.9 Summary of the Hypothesised Results

The summary of the reported findings of this study are presented as follows:

1. The research findings demonstrate the presence of cultivation effect of the fictional
entertainment programming across all dependent variables of this study. More specifically,
exposure to dramatized entertainment contributed significantly to materialistic orientation,
perceived prevalence of materialism in society, salience of entity God in viewers’

consciousness and the perceived salience of entity God in society.

2. The findings also presented evidence for cultivation at both the first-order level and the
second-order level. The findings provided strong evidence for first-order cultivation effect
such as the perceived prevalence of materialism in society as well as for second-order
cultivation effects such materialistic orientation. In other words, exposure to dramatized
entertainment positively correlated with cultivation outcomes for both materialism
variables, meaning that those who spend more time in the world of dramatized

entertainment are more likely to have materialistic perceptions and attitudes.

3. One of the focused areas of this research was to examine the ambiguation effect at both
first-order and second-order levels. As such, the findings provided evidence for first-order
ambiguations effects for the perceived social salience of entity God, as well as for second-
order ambiguation effects such that exposure to dramatized entrainment negatively
correlated with the salience of entity God, meaning that higher the exposure to dramatized

entertainment, lower the salience of entity God in audience members.

4. The analyses show evidence of main effects between exposure to dramatized entertainment

on television in a day and the several dependent variables. Contrary to the posited
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hypotheses, this relationship does not seem to be influenced by time spent watching
dramatized entertainment online in day. In other words, exposure to dramatized
entertainment on television exclusively possesses the ability to influence respondents’
materialistic orientation; perceived prevalence of materialism in society; and perceived
social salience of entity God. Nevertheless, time spent watching dramatized entertainment
online moderated the relationship between exposure to dramatized entertainment on
television and self-perceived salience of entity God. That is, there was actually no TV
entertainment exposure effect in the high online entertainment exposure group, but

ambiguation was happening among the low online entertainment exposure group.

- Similarly, the findings fell short of providing evidence for the ability of exposure to social
networking sites to moderate the relationships between TV entertainment exposure and this
study’s dependent variables, with the exception of one dependent variable. That is, time
spent on social networking sites moderated the relationship between TV entertainment
exposure and the salience of entity God. For the remaining dependent variables, the
findings did not show any evidence of differential moderation effects across different types
of audience. The predictor moderator was not able to change the strength or direction of

the relationships between the independent and dependent variables.

. Finally, the results provide strong evidence for moderation effects of attitudes towards
religious values on the relationship between exposure to dramatized entertainment on
television and all the dependent variables of this research, in line with the posited
hypotheses. Religious attitudes of audience members moderated the relationships between
TV exposure and cultivation and ambiguation outcomes. In other words, the analyses

highlight the impact of cultivation and ambiguation effects of exposure to dramatized
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entertainment, regardless of religious commitment and attitudes of audience members,
although the effects were more profound in respondents with less positive attitudes towards

religious values than in respondents with more positive attitudes towards religious values.
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CHAPTER 5: CONCLUSION

5.1 Summary of the Hypotheses

The present study has examined the impact of domestic and foreign entertainment content
on social reality perceptions and attitudes of Pakistani youth. Specifically, it has tested the
relationship between overall exposure to dramatized entertainment and two different cultivation
outcomes (perceived prevalence of materialism in society and materialistic orientation of audience
members); and explored the relationship between overall exposure to dramatized entertainment
and three different ambiguation outcomes (perceived salience of entity God in viewers’
consciousness, and the perceived social salience of entity God. Furthermore, this study has
examined the applicability of cultivation theory in the new media environment by analyzing online
viewing platforms (YouTube, Netflix and “other” streaming platforms) and social networking sites
(Facebook, WhatsApp, Instagram etc.) as potential moderators in both cultivation and ambiguation

outcomes.

The global entertainment industry is often blamed for undermining the ideological
foundations of Pakistani society with its audio-visual cultural artifacts that are presumed to be
incompatible and incongruent to the spirit of Islamic teachings and that run counter to Islamic
ideals, beliefs and values. Media critics, scholars, politicians and religious leaders cite domestic
and foreign socio-cultural inputs for damaging the moral character of the society with its
contaminated content. Over the past two decades, Pakistan has seen a mushroom growth of private
media channels following the liberalization, privatization and commercialization of the media
landscape in 2001 (Rasul & McDowell, 2012; Rasul & Proffitt, 2013). The privately-owned media

institutions, combined with foreign entertainment industry, infuse high volumes of hegemonic
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cultural messages into Pakistani society, with far-reaching implications for society. However, not
too many researchers attempted to document the presumed harmful impact of domestic and foreign
entertainment content on audience members in Pakistan under a social scientific paradigm. Also
missing is any credible research that subjected cultivation theory to chart out the influence of
commercial media products on this subject matter in Pakistan. There is also hardly any traceable

research that tested the relevancy of cultivation in the ever-changing media landscape.

From the standpoint of cultivation’s core assumptions, the mass production of repetitive,
formulaic, and hegemonic cultural inputs form a symbolic world in which audience members live
and die, form impressions about themselves and others, and develop and maintain worldviews,
beliefs, values, attitudes and assumptions about social reality. The presumed saturation and
prevalence of materialistic values and the absence of the Islamic worldviews and norms in
domestic and foreign cultural messages and images called for a scholarly investigation into the

potential impact on the Islamic social reality of Pakistani society.

The never-ending proliferation of entertainment channels, the ever-increasing production
and infusion of their stable and recurrent cultural inputs, and the decadence and degeneration of
the Islamic cultural identity made the inquiry into this area a necessity. In the absence of
theoretically-grounded social scientific evidence, it is not possible to understand the nature,
direction and dynamics of the presumed harmful effects and/or to formulate any theory-based
response strategy to safeguard the ideological foundations of Pakistan society. In order to fill those
voids, this study applied cultivation research paradigm to examine the relationships between
exposure to dramatized entertainment and first- and second-order cultivation outcomes for

materialistic perceptions and attitudes, and first- and second-order ambiguation outcomes for the
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entity God. Lastly, online viewing platforms, social networking sites and religious commitments

were examined as moderators in cultivation and ambiguation processes.

The present study conducted descriptive and correlational analyses, analyses of variance,
regression and moderation analyses in order to find answers of the posited research questions and
to test the posited hypotheses. In the next section, the major findings from these exploratory

analyses are presented with possible explanations and implications.

5.2 Discussion and Implication of the Findings

The findings of this study provide suggestive evidence for the impact of commercially-
produced and mass-consumed cultural products on society, in line with previous work in
cultivation research. By testing cultivation in the “new” media environment and in a predominantly
Muslim society, this study should provide the groundwork for more research in these areas. In
particular, the findings should encourage Muslim media scholars and academicians to (re)consider
the use and application of cultivation theory in studies on and about the impact of audio-visual
cultural products in Muslim societies. The findings should also act as a stepping stone and
foundation for policy makers to formulate a theoretically-grounded media policy to monitor and

check the impact of media content on society.

Cultivation theory divides television viewers into light viewers and heavy viewers and
argues that the individuals who spend a lot of time watching entertainment content are more prone
to perceive the real world in the way it is depicted in the fictional world of dramatized content than
audience members who spend less time consuming the entertainment content. Materialism, a
capitalist value, is arguably one of the most distinctive, recurrent and stable value (Shrum et al.,

2005) that is presumed to be prevalent in the overall pattern of programming across genres, global
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media networks and viewing platforms and that is mass-infused into the common consciousness
of otherwise diverse global cultures. In light of the presumed saturation and prevalence of
materialistic images, values, outlooks and attitudes in the commercial entertainment stories and
their ability to shape beliefs and opinions of audience members in the direction of the most stable
pattern of these messages and images, this study examined the impact of exposure to symbolic
world on respondents’ perceived prevalence of materialism in society (first-order cultivation

outcome) and their materialistic orientation (second-order cultivation outcome).

Most cultivation studies examined first-order cultivation outcomes such social reality
perceptions involving estimates, frequencies or probabilities. For example, Cohen and Weimann
(2000), Burroughs et al. (2002b), Shrum et al. (1998), Shrum (1998), Carlson (1993), among
others, have all documented that the impact of television viewing on viewers’ unrealistic
perceptions of social reality. Second-order cultivation outcomes are different from first-order
outcomes (Schnauber & Meltzer, 2016), as they measure deeply-held values and attitudes of
audiences. The findings for cultivation outcomes were observed in the posited direction of the
hypotheses and the results offer evidence for both first-order and second-order cultivation
outcomes. Th'e results support the core assumptions of cultivation theory that the symbolic world
distorts viewers’ perceptions of social reality and subtly cultivates beliefs and values in audience

members, regardless of their geographical location and/or socio-cultural background.

The findings revealed that respondents who spent more time in the fictional world of
dramatized entertainment exhibited higher levels of perceived prevalence of materialism in society
and demonstrated higher levels of materialistic attitudes even after controlling for demographic
variables. This was done to assess whether the posited relationship between the independent and

dependent variables was a function of the demographic variables. The findings were above and

137



beyond the influence of control variables and open up the possibility of similar influences for
people who were not surveyed in this study given the fact that they watch more or less the same
content and are likely to exhibit similar social reality perceptions and attitudes. These cultivation
outcomes exhibited the ability of the centrally-produced symbolic cultural environment in shaping
social reality perceptions and attitudes of audience members in the direction of its most stable
patterns and current, in line with existing findings in cultivation research (de Guise, 2001; Romer
et al., 2014; Shanahan & Morgan, 1999). The fictional world of dramatized entertainment
cultivated, maintained and strengthened materialistic perceptions and attitudes, which are already

present in Pakistani society.

The results of this study provided evidence similar to those offered by decades of research
in this field. For the heavy viewers of dramatized entertainment content, there is evidence for
cultivation outcomes, regardless of whether the viewers watch entertainment programs on
television sets or online viewing platforms. The findings also demonstrated the existence of
cultivation effects in Pakistani society, implying that the synthetic symbolic cultural environment
has the ability to shape conceptions of social reality and attitudes of audiences beyond the liberal,
secular and consumer societies of the West to more traditional and religious societies like Pakistan.
The replication of cultivation research paradigm in a new geographical location and in a Muslim
society and the existence of cultivation outcomes provide interesting insights into the ability of the
global entertainment industry to subtly cultivate hegemonic ideological and cultural values like
materialism, which run counter to the native socio-cultural environment and its ideological

foundations.

From the standpoint of cultivation, story-telling and advertising go hands in hands. Stories

are continued to be produced and infused by a handful of institutions who do not have much to
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tell, but have a lot to sell. In other words, the mass-produced stories serve as means to an end for
profit-driven industries which are interested more in selling their products to audiences than
storytelling (Gerbmer et al., 1986). This transaction takes place not merely on the economic front
but also in terms of cultural and ideological influences, given the unidirectional flow of cultural
and consumer products from the developed core nations to the developing periphery nations, for
that matter Pakistan. The audio-visual cultural products bring hegemonic value system, ideas and
ideals from unknown territories and elites, with far-reaching socio-economic and socio-cultural
implications. The materialistic value system is cultivated through story-telling and reinforced
through advertising. Regardless of whether consumers buy the products or not, they consciously
or unconsciously renounce their traditional tastes and values and subtly acquire all-powerful and
superimposed tastes, identities and values (Ozer, 2011). As such, the mediated stories act as agents
of socialization and enculturation of capitalist values (Khan, 1992; Shrum et al., 2005) which, in

turn, help maintain and strengthen the status quo.

The commercially supported global entertainment industry projects and maintains
materialistic ways of life which not only pollute the socio-cultural environment (Kasser, 2002) but
also have far-reaching implications for the physical environment given the never-ending
production and ever-increasing consumption of consumer products. Furthermore, materialism has
historically been characterized as a harmful value to both the individual and society (Kasser 2002).
Some researchers view materialism as a human deficiency, a waste of valuable resources, a
shirking of personal and civic responsibility, a deficiency in character, and a subversion of
traditional values (Burroughs & Rindfleisch, 2002; Mukerji & Schudson, 1991). A substantial
body of research shows that materialistic values are associated with depression and anxiety, as

well as destructive attitudes towards the environment and other people. Research also reveals that
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materialistic people are perceived as selfish, self-centered, and extrinsically motivated. Prior
studies also show that materialistic values are associated with depression and anxiety (Kasser,
2002). In other words, when people chase money and material things, they are less likely to be
happy and satisfied with their life (Burroughs & Rindfleisch, 2002). Prior research also reveals a
relationship between materialistic values and destructive attitudes towards the environment and

other people.

While there is a possibility of some of the aforementioned individual studies as being wrong,
a meta-analysis of statistical data provide evidence that materialistic values cause lower life
satisfaction, lower self-esteem, depression and anxiety (Kasser, 2002). Materialistic people tend
to feel sad more often, experience less joy and pleasure, and smoke and drink more, regardless of
age, gender, social status or country. Based on the evidence of this study and the aforementioned
studies, materialism may be creating a toxic culture environment which is not only detrimental to
the well-being of individuals and society but also is causing harms to the physical environment
(Hurst, Dittmar, Bond & Kasser, 2013). From the standpoint of cultivation theory, Gerbner and
his associates argued that the fictional world of television is saturated with violence programming
and that long-term exposure to these inescapable messages cultivate a cognitive bias, dubbed
“mean world syndrome,” in audience members wherein heavy viewers perceive the real world to
be more dangerous than it actually is (Gerbner & Morgan, 2010). On the same lines, the symbolic
world is saturated with materialistic values, attitudes and behaviors and long-term exposure to
these messages may be cultivating a “material world syndrome™ wherein heavy viewers perceive

others to be more selfish, self-centered and deceptive than they actually are.

“The repetitive pattern of television's mass-produced messages and images forms the mainstream of a

common symbolic environment that cultivates the most widely shared conceptions of reality. We live in terms of the

140



stories we tell — stories about what things exist, stories about how things work, and stories about what to do — and
television tells them all through news, drama, and advertising to almost everybody most of the time.” (Gerbner et al.,

1978, p. 178).

Next, while cultivation literature discusses the ability of the symbolic world to blur, blend
and bend viewers’ social reality perceptions, beliefs and values (Shanahan & Morgan, 1999), no
prior cultivation studies pondered the ambiguation potential of fictional entertainment stories. To
date, there is hardly any traceable empirical studies that explored the ambiguation effects of
dramatized entertainment on social reality perceptions and beliefs. This study filled this void in
cultivation literature and examined the ambiguation effects of exposure to dramatized
entertainment on the salience of the entity God in viewers’ consciousness. This is the first study
that explored and tested the ability of the symbolic world to ambiguate deeply-held values and

beliefs of audience members.

According to Gerbner, the symbolic world makes clear and visible certain social reality
perceptions and beliefs that may otherwise be blurred, hidden or opaque. Based on the same
assumption, the synthetic symbolic cultural environment also has the potential to blur, hide or
opaque social realities that are otherwise salient and visible in the objective socio-cultural
mainstream (Shanahan & Morgan, 1999). For example, spiritual or metaphysical realities,
including the entity God, are prevalent and salient in the socio-cultural environment of Muslim
societies but are nonexistent in global entertainment content, and are either rare or less common
in the domestic entertainment fare. That is, the fictional world of dramatized entertainment differs

sharply from the Islamic social reality.

Under the assumptions of cultivation theory, exposure to the mediated message system has

the potential to ambiguate, blur, or attenuate deeply-held values and beliefs of audience members.
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Therefore, it was hypothesized that exposure to the presumed Godless symbolic cultural
environment would ambiguate the salience of the entity God in viewers’ consciousness, as well as
ambiguate the perceived social salience of entity God. The findings were observed in the expected
direction and posited hypotheses of this study and exposure to dramatized entertainment content

ambiguated the salience of the entity God.

From the standpoint of mass communication theory, salience is a cognitive process
implying that the frequency and salience of social reality beliefs, perceptions and issues in audio-
visual inputs would determine the salience of these beliefs, perceptions and issues in viewers’
memories. In other words, the more prominently and frequently a social reality is embedded and
depicted in mass-produced stories, the more salient and accessible it likely will be in the common
consciousness of audience members. On the other hand, if a social reality is nonexistent or is
located on the periphery of the fictional world of dramatized entertainment, it is likely to be less
accessible and salient in the consciousness of heavy consumers of entertainment content. As such,
mass mediated-stories not only have the potential to cultivate but also to ambiguate perceptions
social reality, attitudes, values and beliefs of audience members. The findings of this study provide
evidence for the ambiguation potential of the world of dramatized entertainment and offer new
insights into the potential de-Islamizing impact of foreign and domestic message systems in

Muslim societies, including Pakistani society.

Islamic ideology is the founding ideology of Pakistan (Al Mujahid, 1976). However,
Pakistani society appeared to be drifting away from its ideological foundations and blindly
imitating Western cultural and social forms. The social consciousness of Pakistani Muslims being
socially and culturally different from liberal and secular Western societies appears to be fading

away (Asad, 1999), the reality of Islam as a culture-producing force may be diminishing, and the
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spirit of Islamic ideology may be gradually disappearing. Where does this decades-long decadence
lead Pakistani society? How far does it fit into the cultural and ideological impressions of Islam?
What mass-mediated storytellers and the symbolic cultural environment have to do with the
weakening of the of the hold of Islamic social reality, so glaringly obvious today? These are
important questions that need be to addressed and the ambiguation outcomes provide the

foundation for further inquiry into these issues.

The findings of this study also suggest that the country’s communication policy, if any, is
not at all developing, maintaining or projecting the cultural impressions and ideological
foundations of Pakistan. The state- and private-owned entertainment channels of the country have
the capacity to act as a culturally enriching force. However, it may not be inaccurate to conclude
that policy makers have never conceived, envisioned or realized such culture-producing and
ideology-maintaining role of media in the nation’s development plans. On the contrary, both
domestic and foreign mass-mediated storytellers have uninterrupted, unchecked and unregulated
access to public airwaves to breed what appears to be a toxic culture with their culturally and
ideologically incongruent messages. In order for Pakistani society to be viable, well-ordered,
progressive, forward looking, social-welfare oriented, and civilized, it cannot afford to be divorced

from its cultural and ideological roots, norms and values.

Finally, addressing the question of whether new media platforms differentially impact the
cultivation process, the results of the present study were not consistent and uniform across all
moderation terms. In order to address this question, the present study examined the interaction
impact of online viewing platforms (YouTube, Netflix and other streaming sites) and social
networking platforms (Facebook, WhatsApp and Instagram etc.) in cultivation and ambiguation

outcomes. The findings provided limited evidence for the moderation impact of new media
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platforms on cultivation and ambiguation outcomes, despite addressing all possible factors and
issues. The present study found the interaction term only for the ambiguation of the salience of the
entity in audiences’ consciousness. In other words, time spent watching dramatized entertainment
online in a day and time spent on social media platforms in a day were not strong enough to change
the direction or strength of the relationship between television exposure and several dependent

variables, with the exception of one variable.

For the dependent variable in which the moderation interaction did show up, it was not
straightforwardly observable in betas. The moderation term only showed up when online
entertainment was split up into two groups on the median value. In other words, the effect of
television entertainment exposure on ambiguation is contingent on online entertainment exposure.
There was actually no television entertainment exposure effect in the high online entertainment
exposure group, but ambiguation was happening among the low online entertainment exposure
group. Whereas, the high entertainment online group largely remained unaffected in terms of the
salience of entity God by increasing television entertainment. The salience of entity God clearly
decreases in the consciousness of the low online exposure group with increasing exposure to

television entertainment.

For the remaining dependent variables in which interaction effects did not show up, there
could be number of reasons. Jaccard, Turrisi and Wan (1990) identified multicollinearity,
measurement error, inappropriate metrics, small sample sizes, and model misspecification as
possible factors which could suppress the interaction effects. The present study, however,
addressed all of the aforementioned factors in order to detect the interaction effects. Finally, other

recommendations by de Vaus (2002) such as checking the data in order to deal with the possible
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influence of any outliers, and transforming the variables to comply with the model requirements,

were also followed to find the posited interaction term.

The inability of the present study to detect the interaction effects could be explained in four
ways. Firstly, the interaction variables may not be strong enough, as compared to the independent
variable, to hold up significant effects in the analyses, although these interaction terms were
posited on the basis of common sense and a strong theory. In other words, the effect of the predictor
variable on criterion variables was too strong for the interaction term to appear, subduing the

effects of interaction variables in the process.

Secondly, the demographic composition of the sample might not have rendered
information that would have shown up the interaction effects. The sample of the present study
mostly comprised of young students, who are generally considered to be less independent and less
mature due to their age bracket. The sample was overrepresented with urban participants, meaning
they were likely to be more exposed to online viewing platforms and social media sites due to
strong internet connectivity in the cities. Participants were also more educated and may be less
religious than the general population. In summary, the sample did not approximate the
demographic composition of Pakistan population, which might have contributed to the present

study’s inability to detect the posited interaction effects.

Thirdly, exposure to dramatized entertainment online and social media platforms was
measured on a 9-point scale, with the highest value indicating eight or more hours a day, consistent
with cultivation’s classic television exposure measure. These single-item exposure measures for
online and social media platforms could have made these variables vulnerable to measurement
error. While efforts were made to avoid vulnerability of these exposure measures to measurement

error, the availability of different viewing platforms, the nature of exposure to and use of new
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media, and the lack of prior work on these variables might have limited the efficacy of the

traditional television exposure measures.

Finally, there is also a possibility that the posited interaction term across all variables never
really existed in the present study’s population. While common sense and theoretical
underpinnings pointed to the potential influence of interaction variables on cultivation and
ambiguation outcomes, the results of the present study did not provide adequate support for all
interaction terms, contrary to Baron and Kenny’s assertion (1986) that interaction variables are

always expected to influence the relationship between the independent and dependent variables.

Despite the lack of moderation relationships, the rationale for the interaction impact of new
media platforms on cultivation and ambiguation outcomes may not be totally rejected out of hand
given the possible existence of theoretical implications of the new media environment in
cultivation research. While there may be many different explanations for these results, the findings
do provide interesting insights into the cultivation process in the new media environment. For
instance, the results of this study reveal that online viewing platforms appear to have changed the
traditional television viewing landscape, at least in young heavy viewers who are increasingly
shifting to online viewing platforms to watch dramatized entertainment programming, reflecting
the abundance of new television technologies and viewing devices such as smart phones, tablets
and laptops etc. which have appeared to made it much more convenient and easier for audiences
to access and consume dramatized entertainment content. The shift could pose challenges to
traditional television consumption and, in turn, may have implications for the cultivation process

which assumes a ritualistic consumption of centrally-produced television content.

Online viewing platforms appear to be offering more content choices and making it easier

and more convenient for audiences to access and consume audio-visual inputs due to mobility and
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binge-watching options. However, the underlying patterns of messages, their production and
consumption remain largely unchanged. For instance, in the case of the free streaming platforms
such as YouTube, popular television dramas, television shows, soap operas, and other types of
commercially produced stories are widely available and freely accessible with audiences having a
greater flexibility in terms of time and space to watch their favorite content. Similarly, in the case
of paid streaming platforms such as Netflix, there appears to be more or less the same fictionally-
produced entertainment stories that big television networks broadcast during the prime-time hours,

with the exception of commercial-free viewing experience.

From the standpoint of cultivation theory, as long as the stories are mass produced by
commercial conglomerates and mass-consumed by audience members, cultivation effects will be
in play regardless of when, where or how these stories are accessed and consumed by audiences.
That is, the core tenants of cultivation will hold up in the ever-evolving media landscape, with the
possibility of even stronger cultivation effects given the fact that there are more commercially
produced cultural messages than ever before and heavy viewers are still exposed to more or less
the same kind of content from more or less the same type institutions with more or less the same

production formulas and profit motives.

Gerbner pointed out three kind of stories that animate the symbolic world of television and
that perform three distinct but related functions. The first kind of stories are in the form of creative
imagination and imagery, called fiction, such as fairy tales, novels, comics, plays, cartoons that
build the fantasy called reality and reveal how things work. The second type of stories, according
to Gerbner, are presumably factual accounts that describe what things are and that may confirm or
deny some conception of how things work. Stories of the third type are mostly commercials

advertising messages with certain values and choices for their consumers (Shanahan & Morgan,
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1999). These stories tell audience members what to do by clinching lessons of the first two and

turning them into action.

Like television, the new media environment, including online viewing platforms and social
networking sites, is also animated with the above mentioned three types of stories. The important
question would be whether the symbolic cultural environment still functions as an agent of the
established social order in this ever-changing media landscape and whether it still construct,
maintains and propagates the dominant cultural ideology and values through its recurring and
ritualized messages and symbols like the institution of television, (Gerbner & Gross, 1976;

Gerbner et al., 1977; Shrum & Bischak, 2001).

Finally, this study examined the interaction between attitude towards religious values and
exposure to dramatized entertainment and its potential influence on perceptions and beliefs about
materialism and salience of entity God. In the context of cultivation, an individual’s level of
religiosity (attitude towards religious values) differentially moderated the relationships between
exposure to dramatized entertainment and cultivation outcomes for materialistic perceptions and
attitudes. That is, people with less positive attitudes towards religious values exhibited higher
materialistic orientation, compared to people with more positive attitudes towards religious values.
On the contrary, people with more positive attitude towards religious values reflected higher
perceived prevalence of materialism in society, compared to people with less positive attitude
towards religious values. These results came in line with the posited direction of the study’s
hypotheses. Similarly, for ambiguation outcomes, people with more positive attitude towards
religious values reflected comparatively lower level of effects. That is, the ambiguation effect was
more profound in respondents with less positive attitudes towards religious values. In other words,

there is likelihood that higher exposure to the world of dramatized entertainment will ambiguate

148



the salience of entity God in viewers’ consciousness and the perceived social salience of entity
God more profoundly among audience members who have a lower commitment to religious

values.

These findings highlight the significance of cultivation that is happening in Pakistani
society, regardless of religious commitment of audience members. While cultivation and
ambiguation effects are more profound in people who hold less positive attitude towards religious
values, these effects are also present among people with more positive attitude towards religious
values. These findings imply that the world of dramatized entertainment may be creating a
mainstream on materialism and ambiguation between people with low religious commitment and
people with high religious commitment. The presence of these effects indicates the weakening of
the hold of Islamic beliefs and values among young viewers who may be more exposed to values,

beliefs and ideologies incongruent and incompatible to the Islamic ideology.

For instance, modesty is an obligation in Islam for both men and women to guard their
bodies from the gaze of others and also not to express thoughtlessly, indecently or arrogantly.
However, the symbolic cultural environment is saturated with immodest and impudent values,
obscene and absurd acts, emotions and thoughts. Similarly, Islam treats idolatry, sorcery, murder,
false witness, disrespect to parents and calumny etc. as cardinal sins and forbids adultery,
fornication, rape, alcohol, extramarital relations, usury, interest or speculation. On the contrary,
the fictional world of dramatized entertainment is filled with messages, images and characters
involved in acts of adultery, fornication, rape, molestation, and other obscene or absurd actions.
The forces of spirituality and goodness appeared to be superseded by material interests and
degrading impulses incongruent to the spirit of Islamic teachings and its normative code of public

morality. Material objects and goods are linked with identity and wellbeing, and beauty and
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affluence are communicated as central goals of life. The symbolic cultural environment also
defines what it means to be beautiful, attractive, happy and successful in life. In so doing, the line
between good and bad, and right and wrong is blurred, while the intellectual and spiritual quest,
the conception of this worldly life and the connection to God are excluded from commercially

produced entertainment content.

Keeping in mind the prevalence and recurrence of these ideologically incongruent values
and images in the mass-produced stories and the impact potential of these messages under
cultivation research paradigm, the domestic and foreign message systems are weakening the hold
of Islamic ideology and its cultural impressions in Pakistani society, while maintaining and
strengthening the manifestation of paradoxes between professed and practiced values and beliefs
at both individual and societal levels. For example, Pakistanis profess honesty but practice
corruption; proclaim meritocracy but promote favoritism; profess religious tolerance but spread
hatred on religious and sectarian grounds; profess Islamic cultural values but imitate Western ways
of life; profess justice but practice injustice in daily routines; profess respect for human dignity but
violate human rights; profess the supremacy of the constitution but support violators of the
constitution; profess respect for the law but violate the rules in everyday affairs of life; profess
spiritual values but chase an easy worldly life; profess high moral values but aspire status, power
and material possessions; profess cleanliness but pollute the environment; desire equitable

resource distribution but indulge in hoarding; profess simplicity but desire lavish lifestyles etc.

In summary, the results of this study corroborate the existing evidence on the role of media
in cultivating materialistic conceptions social reality, worldviews and attitudes of audience
members, as well as expand the existing body of knowledge by examining ambiguation as another

type of media effects on social reality perceptions and deeply-held personal value orientation of
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audiences. Besides making contributions to the existing body of literature on materialism and
cultivation, the findings of this study should generate public debate on the potential socio-cultural,
socio-religious, socio-economic and socio-psychological implications of domestic and foreign

entertainment content in a Muslim society like Pakistan.

There may be a need to formulate theoretically-grounded communication and
entertainment response initiatives to regulate foreign and domestic cultural transmissions in order
to mitigate the cultivation of ideologically and culturally incompatible and incongruent values and
outlooks, as well as the ambiguation of Islamic ideals among audiences. These response initiatives
may also focus on using the domestic entertainment media to project, maintain and strengthen the
cultural impressions of Islamic ideology as a response to the potential de-Islamizing effects of
cultural imports. Fazal et al. (1999) suggested a theoretically-grounded policy initiative to
safeguard the integrity and sovereignty of cultural policy decisions in Muslims societies aimed at
protecting the ideological foundations of these societies against cultural domination and invasion
through mass-mediates stories. That initiative, according to the scholars, should focus on carrying
out message system analyses in order to document the Islamic-ideology congruence of existing
fictional entertainment programming and using audio-visual cultural inputs to develop and

cultivate Islamic cultural and ideological identity in Pakistan society.

Perhaps, there may be an urgent need for developing media literacy initiatives to educate
audience members to reduce the negative impact of mass-produced stories in society and/or to
empower audiences as critical viewers and active media users (Jeong, Cho, & Huang, 2012). These
initiatives may be designed for all segments of the society, in particular teachers, students and
parents, to increase awareness about media use behaviors, critical viewing and potential harmful

effects of media consumption. The findings of this study shows that students may be more
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vulnerable to media effects given the lack of direction and purpose in their age brackets and their
increased use of different media platforms. Besides spreading awareness about the potential
detrimental effects of commercially produced content, media literacy programs should highlight
the findings of existing research to trigger social activism that challenges the use of public airwaves

by a handful of domestic and foreign elites against public interest.

The results of this study also imply that there may be a need for reforming the media
landscape or its content. The saturation of culturally and ideologically incongruent values and
images in media programming, in particular the prevalence of the portrayals of wealth, status,
money, power, possessions and affluence, the underrepresentation of the less affluent and weaker
groups or minorities, and the nonexistence of the spiritual aspects of the Islamic social reality, not
only reflects the ubiquity of capitalism-driven materialistic values and beliefs in society but also
indicates the inextricable commercial nature of foreign and domestic media institutions. Therefore,
media literacy programs should not only educate audiences about media institutions and their
commercially prodticed stories but also promote critical thinking and attitudes among audiences
to generate public debates about mass-mediated storytellers with an ultimate goal of reforming the
monopolized, homogenized and globalized symbolic cultural environment (Lewis & Jhally, 1998).
In this regard, George Gerbner’s led Cultural Environment Movement, launched in March 1996
as a response to dominant perspectives and limitation of alternatives in U.S. television
programming, may provide the foundational framework for coordinating and organizing a
research-backed social movement to clean the toxic cultural environment (Gerbner, 1998b).

“The new globalized and centralized cultural environment demanded a new active approach. Working separately on
individual issues, rallying to meet each individual crisis, was not sufficient. Treating symptoms instead of starting to

prevent the wholesale manufacturing of the conditions that led to those symptoms was sclf-defeating. Dealing with

systemic connections requires coordination and organization. Individual effort, local action and national and
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international constituencies acting in concert can, together, help to begin that long, slow and difficult task.” (Gerbner,

1996, p. 136).
5.3 Limitations of the Study

In spite of these valuable contributions in cultivation research, this study had several limitations

that need to be addressed in future research undertakings.

First, the population and sample of this study composed of senior-level undergraduate and
postgraduate students of the International Islamic University, Islamabad, whose demographic
composition such as age range and educational background could be different from the general
population. For instance, participants with urban background were over-represented in the sample,
while rural backgrounders were under-represented. Thus, participants in this sample did not
approximate the rural-urban demographics of the general Pakistani population. Further, the sample
was more educated, younger, and may be less oriented toward religious beliefs and values than the
general population. Combined, these factors mean the sample did not approximate the
demographic composition of Pakistan population. Given the fact that cultivation outcomes have
been observed to be different from population to population (Drew & Reeves, 1980; Lee et al.,
2009; Rossler & Brosius, 2001), the findings of this study may not be generalized to the population

at large.

Second, the demographic composition was also problematic because the university-going
youth population may be spending more time online to consume entertainment content, compared
to the general population who may still be watching entertainment programs on television. The
youth population also spend more time on social networking sites than the mature general
population. The distribution of the exposure variables may have been skewed because of the
sample population. This, again, limits the generalizability of the findings to the demographics of
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Pakistan population. Despite this limitation, the results are a proof that people who were not
surveyed in this study are exposed to more of the same symbolic cultural environment and,
therefore, are likely to share almost the same feelings about its content and hold similar orientation,

beliefs, values and perceptions of social reality.

Next, although materialistic values, beliefs and perceptions have been explored in prior
cultivation studies, this is the first cultivation study that used this specific measure of materialistic
orientation and perceptions. Thus, the results of this study are not directly comparable to those
found previously. Likewise, this is also the first cultivation study that explored the ambiguation
effects of exposure to audio-visual products on the salience of entity God in audience members’
consciousness and the perceived social salience of entity God. The measures developed and used
for those new types of dependent variables were specific to this study and have not been validated
in prior research work. In the absence of prior research work on ambiguation effects in cultivation

research, the results are not comparable to earlier work.

Another limitation of this study was that the presumptive profile of audio-visual products
did not allow for a more accurate analysis of the most recurrent and stable patterns of the symbolic
cultural environment, as well as the consistent values and beliefs that cut across most program
genres. This study also relied on existing content studies, which primarily analyzed the content in
the U.S. The absence of message system analysis posed both conceptual and operational challenges

for first- and second-order variables.

Finally, being the first cultivation study to examine the impact of dramatized entertainment
in Pakistani society, it is believed that the findings of this study provide a starting point for future
research into the implications of new and traditional forms of exposure to media content for the

cultivation process. In the absence of any tested similitude to compare findings of this study, there
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were no opportunities to learn from prior studies and avoid some of the foregoing limitations that

were not envisaged at the planning stage of this research.

In view of the aforementioned limitations, several recommendations have been made for future

studies.

54 Recommendations for Future Studies

The present study and its findings offer opportunities for future research that will further
test and expand theoretical underpinnings of George Gerbner’s cultivation analysis in the new
media environment. This study also provides a foundation for examining the impact of fictional
entertainment programming on social reality perceptions of Pakistani viewers, with its findings
offering an opportunity to use the locally-produced entertainment content to cultivate worldviews,
perceptions of social reality and values that are congruent with the spirit of Islamic teachings and
ideals. The Pakistani entertainment media receive a lot of criticism from politicians, religious
scholars, media critics and academicians for undermining the socio-cultural environment of the
society but that criticism lacks any scientific academic research and empirical evidence to build
and support arguments against the ongoing cultural war in the society. In view of this, several

directions for future academic studies are recommended.

Foremost, there is need for conducting message system analyses to examine the nature of
domestic and foreign audio-visual cultural products and chart the most recurrent patterns, themes,
images, portrayals and values presented in most program genres. The message system analysis
prong of Geogre Gerbner’s Cultural Indicators research program should serve as a guiding light
for content analyses studies on entertainment fare. The message system analyses focus on

illuminating four dimensions of the content: Existence, priorities, values and relationships of
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things which, in turn, yield corresponding measures of attention, emphasis, tendency and structure.
The first dimension focuses on the question what exists in the symbolic cultural environment; the
second on what is important; the third on what is right or wrong, good or bad etc.; and the fourth

what is related to what else and how?

Data from these message system analyses can be used to examine the similarities and
differences, if any, between the patterns of domestic and foreign entertainment fare, to chart out
whether mass-produced messages are congruent or incongruent to the Islamic society reality, and
to formulate questions about cultivation analyses. In the absence of reliable information on the
mass-produced domestic and foreign cultural products, it will not be possible to understand the
nature of ideological and cultural infusions into Pakistani society and their potential impact on the

Islamic social reality and worldviews.

Next, the findings of this study support the Cultural Indicators research tradition’s
assumptions about the impact potential of mass-produced fictional entertainment messages on
audience members’ conceptions of social reality and should serve as a stepping stone for further
inquiry into the de-Islamizing impact of the present entertainment inputs under a theoretically-
grounded social scientific research paradigm. The present evidence for the impact potential of the
symbolic cultural environment on audience members’ orientation, beliefs, values and perceptions
should also draw attention of policy makers to devise strategies for using domestic media for
cultivating the cultural identity of the audience members, congruent with the spirit of Islamic

teachings and ideology.

The failure to find the hypothesized interaction effect of online viewing platforms in
cultivation and ambiguation process across all dependent variables of this study calls for further

inquiries. At the superficial glance, there appears to be more diversity and content choices in the
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online world of fictional entertainment. However, the symbolic cultural environment appears to
be saturated with more of the same stories from more of the same institutions with more of the
same commercial interests. As long as the audio-visual entertainment stories are formulaic and
commercial in nature, the assumptions of the cultivation research program will persist. Putting this
into context, future studies could explore the independent contribution of different types of online
viewing platforms in cultivation and ambiguation process. Since this study developed and used a
measure of online exposure that had not been validated in previous studies, future research could
look to further improve the online dramatized entertainment exposure measure to analyze the

impact of the new media environment in the cultivation and ambiguation process.

Similarly, the failure to find the interaction effect of social networking sites in cultivation
and ambiguation process across all dependent variables should also be further investigated. The
virtual socio-cultural environment of social media platforms could be parallel to the symbolic
socio-cultural environment of fictional entertainment media, as discussed above in the implications
part. Again, at the superficial glance, the virtual socio world appears to be a replica of the real
social world, social relationships and community groups, but from deep within the virtual social
environment could be far away more the objective social world. Heavy social media users could
also be heavy viewers of dramatized entertainment and they could be transporting worldviews and
values acquired from the fictional entertainment world to the virtual social world. Together, these
socio-cultural environments may be giving rise to a toxic cultural environment, with far-reaching
socio-cultural, socio-political, socio-religious and socio-economic implications. Although social
media content is outside of cultivation confines, future studies could further probe the interaction
of social media platforms in the cultivation process and the independent contribution of social

media exposure in first-order states.
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Finally, the role of religiosity cannot be ignored in cultivation and ambiguation effects,
especially in Muslim societies such as Pakistan which was founded on religious grounds and which
draws its philosophical underpinnings from the teachings and principles of Islam, with audience
members having a staunch religious sentiments, feelings and connotations. However, this study
highlights the significance of cultivation and ambiguation effects in Pakistani society, regardless
of religious commitments and attitudes of audience members. Although the effects were more
profound in people with less positive religious attitudes, cultivation and ambiguation were
happening even in people who reported to be holding more positive religious attitudes and a
mainstream was being created on materialism and ambiguation between people with low and high
religious commitments. The presence of these effects calls for further inquiry into the influence of
the world of dramatized entertainment on Islamic values and beliefs, including the weakening of
the hold of Islamic ideology in Muslim societies like Pakistan, as well as the intervening role of

religiosity in the cultivation process.

Specifically, several possibilities can be suggested. Foremost, it is important to examine
the role of different aspects of religiosity such as religious beliefs, religious commitment,
orientation towards religious values, religious obligations in effects studies, in particular
cultivation studies. Conversely, it is important to examine the influence of mass-produced
messages on religiosity and whether and to what extent exposure to commercially produced stories
creates a mainstream wherein audiences with different religious orientations and commitments are

pulled in towards a symbiotic cultural mainstream of the world of dramatized entertainment.
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5.5 Conclusion

At the outset, this main objective of this study was to advance cultivation theory by
exploring the relevancy of cultivation in the new media environment and by investigating
ambiguation effects of fictional entertainment on viewers’ perceptions of social reality and
attitudes. First, prior studies to date have not explored the moderating role of online viewing
platforms and social networking sites in the cultivation process, so, this study filled that gap by
investigating the moderating roles of online dramatized entertainment platforms, chiefly YouTube

and Netflix, and social networking sites such as Facebook, Instagram, and WhatsApp etc.

Second, no cultivation study to date has investigated the effects of dramatized
entertainment on audience members’ materialistic beliefs, values and perceptions in Pakistani
society. This study filled that void by investigating the relationship between exposure to
dramatized entertainment and viewers’ orientation toward materialism and the perceived
prevalence of materialism in society. Third, this study also introduced ambiguation as another type
of media effect by analyzing the relationship between exposure to dramatized entertainment and
the salience of entity God in viewers’ consciousness and the perceived social salience of entity

God.

Overall, the present study represents an initial first step in advancing cultivation research
in the new media environment. While there were limitations, much of which are related to the
exploratory and novel nature of this study, the findings do provide evidence that cultivation
remains relevant in the ever-changing media landscape. The present study’s findings offer

opportunities for future research that will likely advance the theoretical tradition of cultivation.

159



References

Al Mujahid, S. (1976). Ideology of Pakistan: Progressive Publishers.

al., E. e. (2008). Theories on the perception of social reality. The SAGE handbook of public opinion
research, 155-163.

Asad, M. (1999). Islam at the Crossroads: The Other Press.

Ashfag, A., & Shafiq, Z. (2018). Contested Images of' Perfect Women'in Pakistani Television
Dramas. Journal of the Research Society of Pakistan, 55(1).

Behal, M., & Soni, P. (2018). Media use and materialism: A comparative study of impact of
television exposure and internet indulgence on young adults. Management and Labour
Studies, 43(4), 247-262.

Belk, R. W. (1983). Worldly Possessions: Issues and Criticisms. Advances in Consumer Research,
10, 514-519.

Belk, R. W. (1984). Three Scales to Measure Constructs related to Materialism: Reliability,
Validity, and Relationships to Measures of Happiness. Advances in Consumer Research,
11,291-297.

Belk, R. W. (1985). Materialism: Trait Aspects of Living in the Material World. Journal of
Consumer Research, 12(3), 265-280.

Bindah, E. V., & Othman, N. (2011). The Role of Family Communication and Television Viewing
in the Development of Materialistic Values among Young Adults. A Review. International
Journal of Business and Social Science, 2(23).

Bryant, J., & Miron, D. (2004). Theory and Research in Mass Communication. Journal of
Communication, 54(4), 662-704.

Burroughs, J. E., & Rindfleisch, A. (2002). Materialism and well-being: A conflicting values
perspective. Journal of consumer research, 29(3), 348-370.

Burroughs, J. E., Shrum, L., & Rindfleisch, A. (2002a). Does Television Viewing Promote
Materialism? Cultivating American Perceptions of the Good Life. ACR North American
Advances.

Burroughs, J. E., Shrum, L. J., & Rindfleisch, A. (2002b). Does Television Viewing Promote
Materialism? Cultivating American Perceptions of the Good Life. Advances in Consumer
Research, 29, 442-443.

Carlson, J. M. (1993). Television viewing: Cultivating perceptions of affluence and support for
capitalist values. Political Communication, 10(3), 243-257.

Chun, Y.-J., & Sohn, T.-H. (2009). Determinants of consensual divorce in Korea: Gender, socio-
economic status, and life course. Journal of Comparative Family Studies, 40(5), 775-789.

Churchill Jr, G. A., & Moschis, G. P. (1979). Television and interpersonal influences on adolescent
consumer learning. Journal of consumer research, 6(1), 23-35.

Cohen, J., & Weimann, G. (2000). Cultivation revisited: Some genres have some effects on some
viewers. Communication reports, 13(2), 99-114.

de Guise, J. (2001). Television and Its Viewers: Cultivation Theory and Research. Canadian
Journal of Communication, 26(4).

De Vaus, D. (2002a). Analyzing social science data: 50 key problems in data analysis: sage.

De Vaus, D. (2002b). Surveys in Social Research (5 ed.): Allen & Unwin, 83 Alexander Street,
Crows Nest, NSW 2065 Australia.

Donsbach, W., & Traugott, M. W. (2007). The SAGE handbook of public opinion research: Sage.

160



Faiz, R., Khalid, S., & Mahmood, T. (2020). Promotion of Anti-Social and Anti-Cultural Behavior
by Private Television Dramas in Pakistan. Journal of Business and Social Review in
Emerging Economies, 6(2), 761-780.

Fox, W. S., & Philliber, W. W. (1978). Television Viewing and the Perception of Affluence. The
Sociological Quarterly, 19(1), 103-112.

Ger, G., & Belk, R. W. (1996). Cross-Cultural Differences in Materialism. Journal of Economic
Psychology, 17(1), 55-77.

Gerbner, G. (1958). On content analysis and critical research in mass communication. Educational
Technology Research and Development, 6(3), 85-108.

Gerbner, G. (1966). On defining communication: Still another view. Journal of Communication,
16(2), 99-103.

Gerbner, G. (1969). Toward “Cultural Indicators”™: The Analysis of Mass Mediated Public
Message Systems. AV Communication Review, 17(2), 137-148.

Gerbner, G. (1970). Cultural Indicators: The Case of Violence in Television Drama. The Annals
of the American Academy of Political and Social Science, 388(1), 69-81.

Gerbner, G. (1977). Television: the new State religion? ETC: A Review of General Semantics, 145-
150.

Gerbner, G. (1987a). Television's populist brew: The three Bs. Etc.

Gerbner, G. (1987b). Television's Populist Brew: The Three Bs. ETC: A Review of General
Semantics, 44(1), 3.

Gerbner, G. (1998a). Cultivation analysis: An overview. Mass Communication and Society, 1(3-

4), 175-194.

Gerbner, G. (1998b). Introduction: Why the Cultural Environment Movement? : Sage
Publications.

Gerbner, G. (2013). Television: The New State Religion? ETC: A Review of General Semantics,
70(4), 462-467.

Gerbner, G., & Gross, L. (1976). Living with Television: The Violence Profile. Journal of
Communication, 26(2), 172-199.

Gerbner, G., Gross, L., Eleey, M. F., Jackson-Beeck, M., Jeffries-Fox, S., & Signorielli, N. (1977).
TV Violence Profile No. 8: The Highlights. Journal of Communication, 27(2), 171-180.

Gerbner, G., Gross, L., Morgan, M., & Signorielli, N. (1979). Trends in Network Television
Drama and Viewer Conceptions of Social Reality, 1967-1979. Philadelphia, PA: Anneberg
School of Communications, University of Pennsylvania.

Gerbner, G., Gross, L., Morgan, M., & Signorielli, N. (1980). The “Mainstreaming” of America:
Violence Profile No. 11. Journal of Communication, 30(3), 10-29.

Gerbner, G., Gross, L., Morgan, M., & Signorielli, N. (1986). Living with television: The
dynamics of the cultivation process. Perspectives on media effects, 1986, 17-40.

Gerbner, G., & Morgan, M. (2010). The Mean World Syndrome: Media Violence & the
Cultivation of Fear. Media Education Foundation documentary transcript [hitp.//mww.
mediaed. org/transcripts/Mean-World-Syndrome-Transcript. pdf. 19, 2020.

Ghobary Bonab, B., Miner, M., & Proctor, M.-T. (2013). Attachment to God in Islamic
Spirituality. Journal of Muslim Mental Health, 7(2).

Griffin, E. A., Crossman, J., Bordia, S., Mills, C., Maras, S., Pearse, G., . . . Shanahan, D. (2009).
A First Look at Communication Theory, Em Griffin. Details: Boston: McGraw-Hill
Higher Education, 230-265.

161



Harmon, M. D. (2001). Affluenza: Television use and cultivation of materialism. Mass
Communication & Society, 4(4), 405-418.

Harmon, M. D. (2008). Arab youth, television and" affluenza".

Hawkins, R. P., & Pingree, S. (1982). Television's Influence on Social Reality. Television and
Behavior: Ten Years of Scientific Progress and Implications for the Eighties, 2, 224-247.

Hurst, M., Dittmar, H., Bond, R., & Kasser, T. (2013). The relationship between materialistic
values and environmental attitudes and behaviors: A meta-analysis. Journal of
Environmental Psychology, 36, 257-269.

Insch, A., & Florek, M. (2009). Prevalence of country of origin associations on the supermarket
shelf. International Journal of Retail & Distribution Management.

Kang, J. G., & Morgan, M. (1988). Culture Clash: Impact of US Television in Korea. Journalism
Quarterly, 65(2), 431-438.

Kasser, T. (2002). The high price of materialism: MIT press.

Kasser, T. (2011). Ecological challenges, materialistic values, and social change Positive
psychology as social change (pp. 89-108): Springer.

Kasser, T., & Ryan, R. M. (1996). Further Examining the American Dream: Differential Correlates
of Intrinsic and Extrinsic Goals. Personality and Social Psychology Bulletin, 22(3), 280-
287.

Khan, F. R. (1992). Youth Viewers of Pakistan Television (PTV) and the Enculturation Model of
the Islamization Process: Towards Exploring Some Empirical Basics. American Journal of
Islamic Social Sciences, 9(1), 19.

Khan, F. R,, Siraj, S. A., & Soomro, B. (1999). Ideological Identity of Muslims and Cultural
Invasion Through Television: Need for a Theoretically-Grounded Policy Initiative. Islamic
Studies, 38(2), 235-253.

Khan, F. R., Zafar, H. A., & Abbasi, A. S. (1998). Mass communication research as a social science
discipline Status, problems and opportunities. Asian Journal of Communication, 8(1), 111-
131.

Krauss, S. W., & Hood Jr, R. W. (2013). A new approach to religious orientation: The
commitment-reflectivity circumplex (Vol. 16): Rodopi.

Lessig, L. (1995). The Regulation of Social Meaning. The University of Chicago Law Review,
62(3), 943-1045.

Lewis, J., & Jhally, S. (1998). The struggle over media literacy. Journal of communication, 48(1),
109-120.

McDonald, R. (2004). Television, Materialism and Culture: An exploration of imported media and
its implications for GNH.

Morgan, M., & Shanahan, J. (1997). Two decades of cultivation research: An appraisal and meta-
analysis. Annals of the International Communication Association, 20(1), 1-45.

Morgan, M., & Shanahan, J. (2009). Growing up with television: Cultivation processes Media
effects (pp. 50-65): Routledge.

Morgan, M., & Shanahan, J. (2010). The State of Cultivation. Journal of Broadcasting &
Electronic Media, 54(2), 337-355.

Morgan, M., Shanahan, J., & Signorielli, N. (2014). Cultivation Theory in the Twenty-First
Century. The Handbook of Media and Mass Communication Theory, 480-497.

Morgan, M., Shanahan, J., & Signorielli, N. (2015). Yesterday's New Cultivation, Tomorrow.
Mass Communication and Society, 18(5), 674-699.

162



Morgan, M., Shanahan, J., & Signorielli, N. (2016). Cultivation theory. The International
Encyclopedia of Communication Theory and Philosophy, 1-10.

Morgan, M., Shanahan, J., & Signorielli, N. (2017). Cultivation theory: Idea, topical fields, and
methodology. The international encyclopedia of media effects, 1-14.

Moschis, G. P., & Churchill Jr, G. A. (1978). Consumer Socialization: A Theoretical and Empirical
Analysis. Journal of Marketing Research, 599-609.

Mukerji, C., & Schudson, M. (1991). Rethinking Popular Culture: Contempory Perspectives in
Cultural Studies: Univ of California Press.

Nielsen, C. (2016). The Nielsen Total Audience Report Q2, 2016: Author New York, NY.

O'guinn, T. C., & Shrum, L. J. (1997). The role of television in the construction of consumer
reality. Journal of consumer research, 23(4), 278-294.

Olenick, I. (2000). Women's exposure to mass media is linked to attitudes toward contraception in
Pakistan, India and Bangladesh. International Family Planning Perspectives, 26(1), 48-50.

Ozer, O. (2011). Cultivation theory and hegemony: A research from turkey on cultivational role
of television. Informatologia, 44(3), 187-192.

Pallant, J. (2010). SPSS survaival manual: a step by step guide to data analysis using SPSS:
McGraw-Hill Education.

Pallant, J. (2013). SPSS survival manual: McGraw-hill education (UK).

Potter, W. J. (1991). The Relationships Between First-and Second-Order Measures of Cultivation.
Human Communication Research, 18(1), 92-113.

Prince, L. (2018). Conceptualizing Television Viewing in the Digital Age: Patterns of Exposure
and the Cultivation Process. PhD Doctoral, University of Massachusetts Ambherst.
Retrieved from scholarworks.umass.edu (1186)

Punyanunt-Carter, N. M. (2008). The perceived realism of African American portrayals on
television. The Howard Journal of Communications, 19(3), 241-257.

Rasul, A., & McDowell, S. D. (2012). Consolidation in the name of regulation: The Pakistan
Electronic Media Regulatory Authority (PEMRA) and the concentration of media
ownership in Pakistan. Global Media Journal, 11(21).

Rasul, A., & Proffitt, J. M. (2013). Diversity or homogeny: concentration of ownership and media
diversity in Pakistan. Asian Journal of Communication, 23(6), 590-604.

Richins, M. L. (1994). Special Possessions and the Expression of Material Values. Journal of
Consumer Research, 21(3), 522-533.

Richins, M. L. (2017). Materialism Pathways: The Processes that Create and Perpetuate
Materialism. Journal of Consumer Psychology, 27(4), 480-499.

Richins, M. L., & Dawson, S. (1990). Measuring Material Values: A Preliminary Report of Scale
Development. Advances in Consumer Research, 17, 169-175.

Richins, M. L., & Dawson, S. (1992). A Consumer Values Orientation for Materialism and its
Measurement: Scale Development and Validation. Journal of Consumer Research, 19(3),
303-316.

Richins, M. L., & Fournier, S. (1991). Some Theoretical and Popular Notions Concerning
Materialism. Journal of Social Behavior and Personality, 6(6), 403-414.

Richins, M. L., & Rudmin, F. W. (1994). Materialism and Economic Psychology. Journal of
Economic Psychology, 15(2),217-231.

Riddle, K. (2007). Always on my mind: Exploring how frequent, recent, and vivid television
portrayals are used in the formation of social reality judgments: University of California,
Santa Barbara.

163



Riddle, K. (2010). Always on My Mind: Exploring How Frequent, Recent, and Vivid Television
Portrayals Are Used in the Formation of Social Reality Judgments. Media Psychology,
13(2), 155-179.

Roberts, J. A., & Clement, A. (2007). Materialism and Satisfaction with Overall Quality of Life
and Eight Life Domains. Social Indicators Research, 82(1), 79-92.

Romer, D., Jamieson, P., Bleakley, A., & Jamieson, K. H. (2014). Cultivation Theory Its History,
Current Status. The Handbook of Media and Mass Communication Theory Volume I, 115.

Rookes, P., & Willson, J. (2005). Perception: Theory, development and organisation: Routledge.

Salwen, M. B. (1991). Cultural Imperialism: A Media Effects Approach. Critical Studies in Media
Communication, 8(1), 29-38.

Schnauber, A., & Meltzer, C. E. (2016). On the distinction and interrelation between first-and
second-order judgments in cultivation research. Communications, 41(2), 121-143.
Shanahan, J., & Morgan, M. (1999). Television and its Viewers: Cultivation Theory and Research.

New York: Cambridge University Press.

Shrum, L., Lee, J., Burroughs, J. E., & Rindfleisch, A. (2011). An online process model of second-
order cultivation effects: How television cultivates materialism and its consequences for
life satisfaction. Human Communication Research, 37(1), 34-57.

Shrum, L., Lowrey, T. M., Pandelaere, M., Ruvio, A. A., Gentina, E., Furchheim, P., . . . Mandel,
N. (2014). Materialism: The good, the bad, and the ugly. Journal of Marketing
Management, 30(17-18), 1858-1881.

Shrum, L. J. (1998). Effects of Television Portrayals of Crime and Violence on Viewers'
Perceptions of Reality: A Psychological Process Perspective. Legal Stud. F., 22, 257.

Shrum, L. J., & Bischak, D. (2001). Mainstreaming, Resonance, and Impersonal Impact: Testing
Moderators of the Cultivation Effect for Estimates of Crime Risk. Human Communication
Research, 27(2), 187-215.

Shrum, L. J., Burroughs, J. E., & Rindfleisch, A. (2005). Television's Cultivation of Material
Values. Journal of Consumer Research, 32(3), 473-479.

Shrum, L. J., O'Guinn, T. C., Semenik, R. J., & Faber, R. J. (1991). Processes and Effects in the
Construction of Normative Consumer Beliefs: The Role of Television. Advances in
Consumer Research, 18, 755-763.

Shrum, L. J., Wyer Jr, R. S., & O'Guinn, T. C. (1998). The Effects of Television Consumption on
Social Perceptions: The Use of Priming Procedures to Investigate Psychological Processes.
Journal of Consumer Research, 24(4), 447-458.

Signorielli, N., & Morgan, M. (2001). Television and the family: The cultivation perspective.
Television and the American family, 2, 333-351.

Ullah, H. (2014). The Objectification of Women in Television Advertisements in Pakistan. FWU
Journal of Social Sciences, 8(2).

Van den Bulck, J. (2012). Cultivation theory: Television fiction as a vector of socialization. The
International Encyclopedia of Media Studies.

Wardle, H. (2002). Ambiguation, Disjuncture, Commitment: A Social Analysis of Caribbean
Cultural Creativity. Journal of the Royal Anthropological Institute, 8(3), 493-508.

Yin, R. K. (2006). Mixed Methods Research: Are the Methods Genuinely Integrated or Merely
Parallel. Research in the Schools, 13(1), 41-47.

Zafar, A., Arafat, Y., & Sial, N. R. (2017). Effects Of Turkish Soap Operas On The Female Youth
Of Pakistan. The Women-Annual Research Journal of Gender Studies, 9(9).

164



APPENDIX A

QUESTIONNAIRE

Dear Respondent,
Assalam-o-Alaikum!

Thank you very much for agreeing to take part in this research that examines the effects of media
exposure on society. This research is a part of my doctoral thesis at the International Islamic
University, Islamabad.

This questionnaire asks about your personal perceptions and media use behaviors and does not
require any personal identification from you. Please read each instruction and write your answers
accordingly. This is not a test so there are no “right” or “wrong” answers. It should take between
15-20 minutes to complete this survey.

Be assured that all responses that you provide will be confidential and anonymous, and will
never be linked to you personally. The results of this survey will be used only for research
purpose so please give your answers sincerely.

Thanks again for your valuable time and participation.
Best Regards,

Adnan Munawar
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Different people have different values and different perspectives on life in this world. The
following statements represent some of those values and perspectives. Please indicate the extent
to which you agree or disagree with each of the statements, with options ranging from “Strongly
agree” to “Strongly disagree.”

Strongly  Agree Neither  Disagree Strongly

agree agree nor disagree
disagree
— ..-..._,~- -
“ o
AWITE ey ‘-l‘""r'-" SET tan

To get ahead of others in life, it is sometimes O O O O O
necesnry to be an opportunist.

TR "‘ ‘ A A R e e
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Being rich is important for llvmg an ideal O O O 0 0

version of life.
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Sueeess in life is determined by how much 0 O 0 0 0

wealth one has got.

As far as material possessions are concerned, a O O O O
enough is never enough

.
1 like to own things that signal prestlge to O O O a O
others.
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I would be happier in life if could afford to O a O O
buy all the things I want.
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Strongly Agree Neither Disagree Strongly
agree agree nor disagree
disagree

To me life without physical
pleasures/enjoyments is empty.
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life is very important to me. o O O a a

Please indicate to what extent the following statements are most similar to your point of view —
even if they do not precisely match your opinion.

Completely Agree Almost Almost Disagree Strongly

Agree  Disagree disagree
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Premarital close relations with a O O O O O
opposite sex contribute to a
happier marriage.
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The following questions ask about your different Media Use Behaviors. Please read each
question carefully before responding.

Usually in a day, how much “TIME IN HOURS” do you spend on “SOCIAL
NETWORKING SITES” such as Facebook, Twitter, Instagram, WhatsApp, Snapchat Skype,
WeChat or any other such platform?

0 hour 1 hour 2hours 3hours d4hours Shours Ghours 7hours 8 hoursor more

g, "o f ' . _ e .
"'.‘-'-i‘i:k:.-‘.s*..—a— wﬂ;"ﬂﬂ'q«p ) -':-'. o D A .L'.'.l_
4 -,._r-,—.!". .',‘ '

.1.

Usually ina day whenever you watch, how much “TIME lN HOURS” do you spend ona
“TELEVISION SET? for watching dramas, movies, seasons, TV shows, reality shows, sitcoms,
and any other type of entertainment?

0 hour 1 hour 2hours 3hours 4hours Shours Ghours 7hours 8 hoursor more

S-S

T
- T RV S .'" "-’
Ao =T o

¥ ’ ; N A {g I . -
Usually ina day whenever you watch how much “TIME IN HOURS” do you spend
“ONLINE” (for example on YouTube, Dailymotion, Netflix, Amazon or any other such site) for
watchrng dramas, movies, seasons, reality shows, sitcoms, or any other type of entertainment?

0 hour 1 hour 2hours 3hours dhours Shours OGhours 7hours 8 hoursor more

t;@ﬁ e

ol

R T

In view of some people, there is a considerable amount of materialism in Pakistani society. To
what extent do you think materialism is prevalent in our society? Please select a number that best
describes your opinion on a scale of 1-9, where 1 means “10% or fewer people” and 9 means
“90% or more people are materialistic.”

In your view, about what percent of people in our society may be regarded as materialistic?

10% or Fewer 1 2 3 4 5 6 7 8 9  90% or More People
People

R s

In your view, about what percent of people in our society seek happlness in matenal
possessions?

10% or Fewer 1 2 3 4 5 6 7 8 9  90% or More People
People

e E T *-.;pw-?ﬁ Q- 8.
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In your view, about what percent of people in our society may be regarded as greedy in their
behaviors?

10% or Fewer 1 2 3 4 5 6 7 8 9  90% or More People
People

people feel about the topics about which you have already answered questions.

How old were you on your last birthday? (Please write your age in the space given).

years old
Your Gender
0O Male O Female
Marital Status

O Unmarried O Married

For the most part of your life, you have lived in:

[ Large cities [0 Small cities/towns [ Villages

Which of the following best describes the type of schooling you attended at secondary and
higher secondary levels?

{1 Urdu Medium Only [ English medium or O/A level O Both Urdu and English

Which of the following degree program you are currently enrolled in?

O Bachelors (BS, BSc., BEd.,etc. [ Masters (MA, MSc., MS, Mphil etc. O Doctorate (PhD)

Which of the following best describes your household monthly income?

0 Rs. 30,000 or less [ Rs. 31,000-60,000 0O Rs. 91,000-120,000

£ 4&@.13“53'., 15000 - IRy 100021000

E]Rs 211, 000-240 000 O Rs. 211,000-240,000
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Some people regularly perform different religious obligations, while others don't. How
frequently do you perform the following?

Rarely Occasionally Often  Almost Always

.:}f: ":'::'--_U.'_:"-_'..E. - .a o
U A Ml e ;'_",‘;.,:: . .‘..:'ﬂ':_'.--__‘_'_:-:_ toef i
a (] a O

I recite some verses of the Holy
Qur’an everyday

From waking up to going back to the bed, we do many things and/or many things are done to us.
These may include our ideas and ideals about the life in Dunya and Akhirah; our thoughts about
ourselves, our loved ones, fellow humans; and about our responsibility to GOD.

Please list (in the space given) FIRST THREE THOUGHTS or FEELINGS that occur to you in
each of the following situations:

Please list any first three thoughts or feelings that occur to you.
foaed SRR T B S Y N T
LAY LAY AR ¥ N A e - T
1 TP e n .
it
T i 0 L2 1,
When you get some bad news
fh‘c'g o 3 ,
g : . .@a’r‘}ﬁ 1, s
¢ ‘ G4
'—,“_ -ﬁ W0 - » LA ::-:_ﬂ;‘? - * \ o )
When you reach home safely
after a long journey
J-'_:. * ' l,-:'“. . .. 'E'-‘. LR .
en gs
to your plans
“y .
e s TRRE
When you see something very
beautiful
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Some people are “MINDFUL OF GOD?” in everyday affairs, situations and events of life while
some are not. To what extent do you think people in our society are mindful of God in each of
the following situations?

Not at all Rarely Sometimes Mostly Almost
mindful mindful mindful mindful always

mindful
R

In their relationships O O O O
PARRMBEGLL AT AT 3, T TR Bk T 1T T S "
¢ - Wﬂmﬂ«,* Ry ¥ [ - | O
In their good times O O O
T e TR : .

2 -’9 S . ; .-
AUy r«;§'dm" j’ﬁf*’"‘ Sy ‘ g a 0
In their busmesses/jobs/work a O a O O
W R A e e o
s b e e R e

Thank you for your valuable and precious time.
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