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The Development of Third-person Effect
Questionnaire and Media Exposure List in Local
and Foreign Electronic Entertainment Media
Context
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Present study attempts to develop the third-person effect
questionnaire and media exposure list in the context of local
and foreign electronic entertainment media. For this purpose
the study was divided into three steps. In the first step, on the
basis of existing literature of third-person effect and media
exposure, six focus groups were conducted. As a result various
themes were generated including beautification of religion,
adults’ belief that media effect others more than themselves,
and adolescents acceptance and idealization of foreign media.
In step two, list of items were generated and sent for the
experts review. After approval of reviewers, third-person effect
questionnaire of 36 items and media exposure list of 16 items
was finalized. Further, in third step psychometric properties
were established by applying questionnaires on 328
adolescents and young adults. Content and construct validity
was established. Gender, age, education, and media exposure
differences were also found in third-person effect.

Keywords: Third-person effect, media exposure list, adolescents,
young adults

Social institutions like family, religion, and school were
considered central to social life but nowadays media has replaced
these institutions (Gitlin, 2001). Media being the very basis of society,
influence people’s perception and change their opinions (Gunther &
Douglas, 2003). The debate of media effect on people has been
present since the mid 20™ century. Since the time of human existence
people always believed that negative aspects have more influence on
others than themselves. Same is the case with media impact. People
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always consider negative and harmful content of media to be
influencing others and positive influencing themselves. Davison
(1983) was the first sociologist to term this perceptual phenomenon as
Third-Person Effect. Media influence people’s perception and change
their opinions (Gunther & Douglas, 2003). Desai (2005) described
television as a medium of mass communication with an integration of
technology, culture, commerce and politics. Therefore it projects the
cultural values of their producers and the social realty in which they
are produced. That is the reason media influences on audiences are the
most debated and researched phenomenon of today.

For the very first time Davison (1983) explained the third-person
effect by a military unit that consisted of African American troops in
the World War II. This predominantly Black troop was led by White
officers. The Japanese discovered their location and sent planes to
drop propaganda leaflets stressing the point that this was a White
man’s war and that the Japanese had no quarrel with people of color.
Next day that unit was withdrawn fearing that soldiers would carry out
the instructions on the brochures. On the basis of this observation he
conducted various experiments on different age groups about the
media influences. His work concluded that third-person effect is
important for two reasons; first to investigate the discrepancies in the
perception of communication effects on self and others, and second its
consequences on attitudes, opinions, and behaviors. Corresponding to
this, two general third-person effect hypotheses were formulated:
perceptual third-person effect and behavioral third-person effect.
According to Perceptual third-person effect people will perceive
greater media influence on other people than on themselves. As a
reaction people support message restriction that is referred as
Behavioral third-person effect.

According to Davison (1983) the concept of reference group is
much important in explaining third-person effect. According to Wills
(1981) people undergo downward comparison to enhance their
subjective well-being by comparing themselves with less fortunate
others like ill patients compare themselves with worse conditioned
patients (Taylor & Brown, 1994). Behavioral third-person effect
hypothesis ignores many mediating processes of perception-behavior
relationship (Perloff, 1999) that include the time of exposure
(Eveland, Nathanson, Detenber, & Mcleod, 1999), susceptibility and
severity of the impact, the distance of perceived others (Chapin,
2000), the content of the message, and what the message is thought to
do to its receivers (Gunther & Thorson, 1992).

Optimistic bias is found to be the foremost important underlying
mechanism in third-person effect (Brosius & Engel, 1996; Duck &
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Mullin, 1995; Duck, Terry, & Hogg, 1995; Gunther, 1991; Gunther &
Mundy, 1993). It predict people’s perception of others being more
vulnerable to harmful influences, less restraint to coercion of media
impacts, more susceptible to false information and its misleading
effect on opinion, and less able to see through misinformation or
disinformation in biased media messages. Individuals undergo
optimistic bias to enhance their self-esteem. Third-person effect is
driven by a desire to preserve self-esteem therefore people willing
acknowledge socially desirable effects of communications that are
regarded as socially good for the self (Perloff, 2002).

Another promising mechanism is the psychological distance
(Buehler, Griffin, & MacDonald, 1994; Duck & Mullin, 1995; Gibbon
& Durkin, 1995) which is believed to be behind both optimistic bias
and third-person effect (Chapin, 2000). According to Perloff (1993) it
is a complex variable which includes the perceived similarity,
familiarity, and identification. Moreover it is the way in which
individual target peers when asked to make comparative risk
judgments. Psychological distance falls along a continuum from ‘my
closest group or community’ to ‘my largest group or community’ and
reflects the heterogeneity and size of the audience in question.

Previous researchers have found the mixed results regarding the
relationship of media exposure to the third-person effect. Rucincki and
Salmon (1990) found greater television exposure related to the greater
perceived effects on oneself. Innes and Zeitz (1988) concluded that
light viewers of television reported the greater differences between the
influences of media on themselves than on others, whereas the
differences were small for the heavy viewers. According to Salwen
(1998) media use act as a moderator and amplifier in third-person
effect on self than others of different psychological gap and relation
with the perceiver. Scholars believed that third-person effect is a
social and cultural construct reflecting values, symbols, history and
ideology (Chapin, 2000; Weinstein, 1989), therefore individuals are
likely to affect it. According to Chapin (2000) gender based
perceptual bias is context specific and thus could be difficult to
predict. Males exhibited greater first-person perception than did
females (Chapin, 2005). On other hand, some researchers found no
gender differences in third person effect perception (Eiser, Eiser, &
Pauwels, 1993; Fontaine & Smith, 1995; Rojas & Kruger, 1990;
Weinstein, 1987; Whalen, et al., 1994).

Both the cognitive development and collected experiences have
the potential to impact risk perception (Weinstein, 1989). Most of the
previous researchers only focused the adults; little has been
investigated about the age and third-person perception in young



56 HAYEE AND KAMAL

adolescents. In adults, first-person perception has been shown to
increase with age (Brosius & Engel, 1996; Stretcher, Kreuter, &
Kobrin, 1995; Weinstein, 1987). Only few studies (Chapin, 2000)
compare children, adolescents, and or adults but found no age
differences. Common deficit in third-person effect is the over reliance
on college students and or adults samples. Few researchers studied
adolescents  (Hingson, Strunin, Berlin, & Heeren, 1990;
Welkenhuysen, Everkiebooms, Decruyenaere, & Vandenberghe,
1996; Whalen, et al., 1994; Chapin, 2000).

Only few studies focused on differences in educational
attainment, with the more educated believing others were more
influenced by the media than they were (Brosius & Engel, 1996;
Willnat, 1996) as they employ the downward comparisons. Similarly,
Klacynski and Fauth (1996) reported that college students exhibited
considerable optimistic bias in estimations of the probability that they
would experience more desirable and fewer undesirable life events
than their peers did. Students with high academic achievement were
more biased than their peers with low academic achievement. Chapin
(2005) did research on adolescence, and he concluded that students
believed themselves to be more knowledgeable and expert in related
fields and perceive first-person effect of positive media messages.
According to Brosius and Engel (1996) third-person effect will always
occur because people’s negative predispositions to media influences
are so strong that they cannot be overridden by variations in question
wording. Several authors believed it to be the main cause of third-
person effect (Atwood, 1994; Cohen & Davis, 1991; Gunther, 1991;
Mutz, 1989; Price & Tewksbury, 1996).

Pakistan like any other country is exposed to variety of channels
both from local and foreign media. Today people have common
perception that media is degrading family values (Newcomb, 2007),
and especially foreign culture is influencing the youth (Rapten, 2001).
75% of Pakistanis believed foreign media to be harmful for their
society (Gallup, 2010). Like every society people believe that others
are being more influenced by the negative media content than
themselves and even youth feel that they are not fools to be affected
from negative aspects of media from any culture (Afzal, 2010).
Therefore, it is important to see the prevalence of third-person effect
in Pakistani culture and for this indigenized instrument is the first
requirement.

Main objectives of present study were to formulate the third-
person effect questionnaire, media exposure list, and develop their
psychometric properties. In addition role of gender, age, education,
and media exposure was also studied. There is high level of
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dependence of audiences on mass media information resources in
urban societies (Ball-Rokeach & DeFleur, 1976). That is why the
present study targeted adolescents and young adults from Rawalpindi
and Islamabad.

Method

Step I: Development of Initial Questionnaire

On the basis of existing literature of third-person effect and
media exposure (Besley, 2008; Brosius & Engel, 1996; Buehler et al.,
1994; Chapin, 2000; Davison, 1983; Duck & Mullin, 1995; Eveland
et al., 1999; Gerbner et al., 1994; Gibbon & Durkin, 1995; Gunther &
Douglas, 2003; Gunther & Thorson, 1992: Perloff, 2002, Rapten,
2001; Reid & Hogg, 2005) focus groups were conducted to explore
people’s opinion and attitude about local and foreign media effects.
Third-person effect questionnaire and media exposure list were
generated by keeping in mind the focus group findings as well as
following important aspects.

Focus groups. On the basis of existing literature of third-person
effect and media impacts, focus group guideline was developed to
explore people’s perception about the impact of Pakistani, Indian, and
Western electronic entertainment media. Adolescents (Cohen, 1999)
and young adulthood (Bukhari, 2002) is considered as the crucial age
in every ones life for the world interaction and development of the
individual’s personality and mind set about life. Adults believe that
Pakistani as well as foreign media is devaluing our society as they are
trying to change thought patterns of youngsters and harming their
young minds. On other hand youngsters think they are actually
providing direction and fruitful meaning to life. Today people believe
that society is in transition phase only because world has become
global village because of no boundaries and limits of media. Once
something new is accepted by an individual or an institution in the
society it cast its profound impact. This changes people’s perception,
thoughts, attitudes, ideas and behaviors (Rapten, 2001).

In addition other important themes include beautification of
religion, and believe of adults that others are affected by foreign
media messages and they are not as they believe themselves to be
more knowledgeable and have logical thinking. Previous researches
provide the support to this notion that generalized negative attitudes
(Atwood, 1994; Price & Tewksbury, 1996); knowledge (Conners,
2005; Salwen & Dupagne, 2001); and age (Brosius & Engel, 1996;
Chapin, 2000) play important role in third-person effect. Increase in
them will increase the third-person effect as well as changes the
people behaviors.
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Media type. The items formulated cater the most effecting
media types identified through focus group, that is electronic
entertainment media and include music, drama, movie and internet.
Only these entertainment media types were included because
television plays the most vital role in shaping and changing people’s
opinion (Rapten, 2001) and entertainment television is the key factor
in this regard (Putnam, 1995, 2000). Researchers have concluded that
entertainment television viewing (dramas, movies, and entertaining
shows) has greater impact on the audience (Shah, McLeod, & Yoon,
2001) than the other television viewing whether it is news, current
affairs, talk shows, etc (Scheufele & Shah, 2000; Shah et al., 2001).

Questionnaire wording. Moreover while formulating the items;
components of Third-person effect were also considered which
include social distance (Buehler et al., 1994; Chapin, 2000; Conners,
2005; Duck & Mullin, 1995; Gibbon & Durkin, 1995; Perloff, 1993);
perceived knowledge (Brosius & Engel, 1996; Conners, 2005; Hu &
Wu, 1998; Willnat, 1996); and media exposure (Conners, 2005;
Eveland, et. al., 1999). In addition, Price and Tewksbury (1996)
studied the impact of question order and wording on the third-person
effect findings, and found non-significant differences in this regard.

Measurement and scoring of Third-person effect. There are
not much ways of measuring the third-person effect hypothesis.
Survey research is the most common method among the masses other
than the experimentation, in which researchers explore the difference
in opinion about the media effects on one’s own self and among others
(Davison, 1983; Huh, Delorme, & Reid., 2004; Reid & Hogg, 2005).
Most typical approach is to phrase questions about the effect of mass
media on oneself, measured on five point rating scale from strongly
disagree to strongly agree. The same questions would reworded to
reflect the effect of mass media on others, either defined as varying
levels by social distance, or perhaps as a single comparison group that
means others in community or society (Conners, 2005). These scores
are then compared to identify significant differences between effect on
oneself and effect on others (Paxton, 1996; Salwen & Driscoll, 1997;
Shah, Faber, Youn, & Rojas, 1997; Tiedge, Silverblatt, Havice, &
Rosenfeld, 1991). When social distance are considered, a difference
score can be calculated between the reported effect on oneself and the
effect on the various groups of others (Conners, 2005), literature
support this concept as well.

Questionnaire was developed in Urdu as it is the national
language of Pakistani culture and easily understands by masses. For
example the question stated that ‘Effect of Pakistani music, on your
values and moralities’. In present study same questions were phrased
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for the effect of particular kind of media on self, relatives and friends,
and on others in the society. Total 36 items were formed, 12 related to
each electronic entertainment media that is Pakistani, Indian, and
Western electronic entertainment media. Therefore 4 items each,
measuring perception about the effects of music, drama, movies, and
internet blog on self, relatives and friends, and others in society.

Scores were computed for each media effect by adding up the
responses and dividing it by the total number of items of that subscale
for example in case of Pakistani media impact on self, scores on item
number 1, 4, 7, and 10 will be added and then divided by the total
number of items that is 4. Same will be repeated with items measuring
effect on relatives and friends, and others. Therefore the potential
score range of third-person effect questionnaire will be from -4 to +4.
The items measuring effect for particular electronic entertainment
media are as follow:

Pakistani media effect on self (PM-self) = Items (1, 4, 7, 10).

Pakistani media effect on friends and relatives (PM-relatives) = Items
(2,5,8, 11).

Pakistani media effect on others (PM-others) = Items (3, 6, 9, 12).
Indian media effect on self (IM-self) = Items (13, 16, 19, 22).

Indian media effect on friends and relatives (IM-relatives) = Items
(14, 17, 20, 23).

Indian media effect on others (IM-others) = Items (15, 18, 21, 24).
Western media effect on self (WM-self) = Items (25, 28, 31, 34).
Western media effect on friends and relatives (WM-relatives) = Items
(26, 29, 32, 35).

Western media effect on others (WM-others) = Items (27, 30, 33, 36).

Measurement and scoring of media exposure list. For the
development of media exposure list approach of Besley (2008), and
Gerbner, Gross, Morgan, and Signorielli (1994) was followed. First
question of media exposure list is based on asking about at least three
favorite entertainment programs of individual from Pakistani, Indian,
and Western electronic entertainment media. Next three items asked
about number of days in a week individuals watch particular media.
Then 12 items asked about rating the individuals’ interaction with
particular electronic entertainment media on 6 point rating scale that
range from one hour per day, two hours, three hours, four hours, five
hours, and more than five hours per day.

Favorite electronic entertainment media programs were only
asked to counter check the responses given on different statements.
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For example if an individual state that favorite programs from Indian
media and on other items he or she rate that they do not confront with
any media at all, then this will be the question mark for the credibility
of responses and therefore such respondents lists will be dropped out
from present research. Scores will be computed by adding the number
of hours individual interact with particular media and then multiplying
it with number of days watched that media and then divided by the
total number of days in a week that is seven to get the as much
accurate exposure as possible for that particular media.

Step-11: Establishing the Content Validity

In this regard experts from field of psychology, psychometrics,
anthropology, and media studies were provided with the copy of third-
person effect questionnaire and media exposure list along with its
content, and asked for their evaluation. Necessary changes were made
on basis of their reviews and then again sent for their final views.
When no further changes were required then the present final versions
were obtained for three media sources, which are Pakistani, Indian,
and Western electronic entertainment media.

Step-111: Determining the psychometric properties

Participants. For the establishment of psychometric properties
of third-person effect questionnaire and media exposure list, sample of
328 was targeted from Rawalpindi and Islamabad. Purposive sampling
technique was followed to target both male (n = 162) and female
(n = 166) of age range 15 to 25 which is divided into two groups of
adolescents (n = 177) and young adulthood (n = 151). Only those
individuals were included who as the minimal criteria can fully
understand and write Urdu. There was no restriction for the media use
criteria as researcher was interested in getting varied media exposure
from non-viewer to high viewers. Sample was divided into six groups
on the basis of their education level that are Middle (n = 70), Matric
(n = 68), Intermediate (n = 34), Bachelors (n = 109), Masters (n = 43),
Mphil (n = 4). On the basis of particular media exposure participants
were divided into four categories for that particular media. For
Pakistani media exposure sample comprises non-viewers (N = 49),
light (n = 267), moderate (n = 10), and heavy viewers (n = 2). For
Indian media exposure sample consist of non-viewers (n = 102), light
(n = 93), moderate (n = 49), and heavy viewers (n = 84). For Western
media sample comprises of non-viewers (n = 169), light (n = 134),
moderate (N = 21), and heavy viewers (n = 4).
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Procedure.  Statements were formed related to third-person
effect and media exposure list based on electronic entertainment
media watched in the country. Then experts related to media,
anthropology, psychology, and behavior studies were contacted for
their feedback for improvement and any change in questionnaire
statements. Final form of questionnaire and media exposure list was
then applied on the targeted sample. All the instructions were given in
Urdu and questionnaire itself was in Urdu as its being the national
language of this country and easily understandable to the people.

Results

To establish the psychometric properties, reliabilities, and
validity estimates, correlations were computed.

Reliability of Media Exposure List and Third-Person Effect
Questionnaire

Reliability of media exposure list and third-person effect
questionnaire was determined by finding the alpha coefficients of the
whole questionnaire and its subscales. Alpha reliability coefficient of
15 items of media exposure list was found to be .75, 36 items of the
Third-person effect questionnaire was .92, and the reliability of its
sub-scales that are Pakistani, Indian, and Western electronic
entertainment media were found as .84, .86, and .89, respectively. The
high values of alpha coefficients indicate that Media exposure list and
Third-person effect questionnaire is internally consistent and highly
reliable for measuring the third-person perception regarding these
electronic entertainment media.

Validity of Third-Person Effect Questionnaire and Media
Exposure List

Content validity.  Content validity of Third-person effect
questionnaire and Media exposure list was developed by contacting
the subject matter experts (SMEs) to review the items of
questionnaire. In the present study experts from media studies,
psychology, anthropology, psychometrics and sociology were
contacted. They were given the copy of questionnaire as well as the
comprehensive, and precise content related to the literature of Third-
person effect perception. They were asked to indicate whether or not
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the items fulfill the criteria of present study and intended to measure
for what they are designed for. In short they were asked to judge its
appearance, relevance and representativeness. As the questionnaire
has already gone through the experts’ evaluation during the
development phase, all the SMEs agreed that this instrument is valid
and measure people’s perception about the specific media effect on
themselves and others mentioned in the study.

Construct Validity. Item-total correlation of third-person effect
questionnaire was computed to analyze each item in order to check
whether all items were significantly measuring the third-person effect
perception. For this purpose all items of each subscale were
individually correlated with the total score of that corresponding
subscale.

Table 1

Item-Total Correlation of Third-Person Effect Questionnaire of
Pakistani, Indian, and Western media related to self, friends and
relatives, and others in society (N=328)

Pakistani media- Pakistani media- Pakistani media-
Self Friends and Relatives Others
Item no. r Item no. r Item no. r
1 J72%* 2 78** 3 68**
4 JT5** 5 T8** 6 74%*
7 TTE* 8 67F* 9 65%*
10 JT5** 11 JT2E* 12 JT1E*
Indian media-Self Indian media-Friends Indian media-
and Relatives Others
Item no. r Item no. r Item no. r
13 82** 14 84x* 15 T6**
16 85%* 17 B1** 18 TTE*
19 L69%* 20 T9** 21 T1E*
22 JT5%* 23 J78** 24 68**
Western media-Self Western media- Western media-
Friends and Relatives Others
Item no. r Item no. r Item no. r
25 B2%* 26 B5%* 27 B0**
28 84%* 29 B6** 30 83%*
31 84%* 32 84%* 33 B1%*
34 B0** 35 B2%* 36 78**

Table 1 shows the Item total correlation for 36 items of Third-
Person Effect Questionnaire. Four items of each subscale of Pakistani,
Indian, and Western Third-Person perception related to self, relatives
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and friends, and others in society. Results show that all items have
positive significant correlation with the total score and have
contributed to the total score of the scale.

Differences in Third-Person Effect Perception

One way repeated measure ANOVA was used to see the
differences of Pakistani, Indian, and Western electronic media effects
on self, relatives and friends, and others. In addition Post-Hoc analysis
using Bonferroni was also done to see the detailed differences among
these social distances.

Table 2

One way repeated measure ANOVA and follow up multiple
comparison showing Mean, Standard deviation, and F-values of
Pakistani, Indian, and Western electronic media effect on self,
relatives, and friends, and others in society (N = 328)

Self Relatives Others

and o
Friends 95% Cl

Variables Mean
M SD M SD M SD F i-j D.(i-j) SE LL UL
Pakistani 2.46 0.98 3.04 0.81 2.63 0.90 73.81*** Self<R&F -0.58* 0.06 -0.73 -0.44
Media Self < Others -0.17* 0.04 -0.27 -0.07
R & F > Others 0.41* 0.04 030 0.52
Indian  2.47 1.082.74 1.04 3.43 0.84 158.11*** Self <R &F -0.27* 0.05 -0.38 -0.15
Media Self < Others -0.96* 0.06 -1.11 -0.80
R & F < Others -0.69* 0.05 -0.82 -0.56
Western 2.06 1.112.18 1.03 2.95 1.03 131.74*** Self < Others -0.89* 0.07 -1.06 -0.72
Media R & F < Others -0.77* 0.05 -0.91 -0.64

Note. R & F = Relatives and Friends; *p < 0.05, **p <0.01, ***p < 0.001

The table 2 shows the differences in perception about effect on
self, relatives and friends, and others in society in context of Pakistani,
Indian, and Western electronic entertainment media. Results show that
for Pakistani media effect, Maucly’s test has violated the assumption
of Sphericity ¥ (2) = 94.81, p < 0.001, therefore degrees of freedom
were corrected using Greenhouse-Geisser estimates of Sphericity (g =
.80). The results show that there was significant difference in
perception about media effect when reporting about self, relatives and
friends, and others in society F (1.59, 94.81) = 73.81, p < 0.001. Post-
Hoc test using Bonferroni correction revealed that perception of
Pakistani media effect on self is less than relatives and friends, and
less than others, and relatives and friends is greater than others.

For Indian media effect, results show that Maucly’s test has
violated the assumption of Sphericity has been violated y? (2) = 54.62,
p<0.001, therefore degrees of freedom were corrected using
Greenhouse-Geisser estimates of Sphericity (¢ = .87). The results



64 HAYEE AND KAMAL

show that there was significant difference in perception about media
effect when reporting about self, relatives and friends, and others in
society F (1.73, 54.62) = 158.11, p < 0.001. Post-Hoc test using
Bonferroni correction revealed that perception of Pakistani media
effect on self is less than others, and relatives and friends is less than
others.

For Western media effect, Maucly’s test indicated that the
assumption of Sphericity has been violated y* (2) = 53.26, p<0.001,
therefore degrees of freedom were corrected using Greenhouse-
Geisser estimates of Sphericity (¢ = .87). The results show that there
was significant difference in perception about media effect when
reporting about self, relatives and friends, and others in society
F (1.74, 53.26) = 131.74, p < 0.001.

Demographic differences on Media Exposure List and Third-
Person Effect Questionnaire

Demographic differences in third-person effect were determined
by applying the t-tests and ANOVA on groups of gender, age, and
education. Age was divided into two groups of adolescents and young
adults. Cohen’s d was also calculated to see the effect size of
significant mean differences. Education was divided into six groups
i.e., middle, matriculation, intermediate, bachelors, masters, and
M.Phil.

Table 3

Mean, Standard deviation, and t-values on Media Exposure List, and
Third-Person Effect Questionnaire and its subscales between male
and female (N =328)

Male Female
(n =162) (n =166) 95% CI
Scale M SD M SD  t326) p LL UL Cohen’sd

MEL-P 047 0.61 0.66 0.72 2.60 .010 -0.33 -0.04 0.28
MEL-I 335 5.08 325 466 0.19 840 -095 1.16 0.02
MEL-W 0.51 091 044 044 0.74 450 -0.12 0.28 0.09
Pak-TPE 0.54 1.07 0.62 1.11 0.71 470 -032 0.15 0.07
Ind-TPE 0.84 1.15 1.06 1.19 173 .080 -0.47 0.03 0.18

Wes-
TPE 067 121 1.10 129 3.10 .000 -0.70 -0.16 0.34

Note. MEL-P= Media exposure list for Pakistani media, MEL-I= Media exposure list
for Indian media, MEL-W= Media exposure list for Western media; Pak-TPE=
Pakistani third-person effect, Ind-TPE= Indian third-person effect, Wes-TPE=
Western third-person effect; CI= Confidence Interval, LL= Lower Limit; UL= Upper
Limit.
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Table 3 shows that there are slight differences in men and women
but they are only significant for Pakistani media exposure, and
Western third-person effect. Women score higher than men.

Table 4

Mean, Standard deviation, and t-values on Media Exposure List, and
Third-person effect questionnaire between adolescents and young
adults (N =328)

Adolescent  Young
Adults

n=177)  (n=151) 95% CI
Scale M SD M SD t(326) p LL UL Cohen’sd
MEL-P 0.51 0.64 0.65 0.72 -1.90 .058 -0.28 0.07 -0.21
MEL-I 437 569 205 328 443 .000 1.29 336 0.49
MEL-W 046 0.87 047 1.04 -0.37 .71 -0.24 0.17 0.04
Pak-TPE 033 096 0.87 1.15 4.70 .000 -0.78 -0.32  0.52
Ind-TPE  0.61 1.07 136 1.16 6.07 .000 -0.99 -0.51 0.67
Wes-TPE 0.53 1.19 1.31 1.23 5.79 .000 -1.04 -0.51 0.64

Note. MEL-P= Media exposure list for Pakistani media, MEL-I= Media exposure list
for Indian media, MEL-W= Media exposure list for Western media; Pak-TPE=
Pakistani third-person effect, Ind-TPE= Indian third-person effect, Wes-TPE=
Western third-person effect; CI= Confidence Interval, LL= Lower Limit; UL= Upper
Limit. *p<0.05, **p<0.01

Table 4 shows mean differences of adolescents and young adults
among media exposure and third-person effect perception of
Pakistani, Indian and Western electronic entertainment media. Results
show that adolescents are more exposed to Indian media; third-person
effect related to Pakistani, Indian, and Western media is high among
young adults, which means young adults perceive greater effect of
these Medias on others than on themselves.

Table 5 shows significant mean differences on six groups of
education on media exposure and third-person effect. Average
educated individuals are more exposed to Indian media than bachelor
and master educated individuals. Results show that Pakistani third-
person effect is less among middle and matriculation level education
than the bachelor level ones. Indian third-person effect is less among
middle and matriculation level education than masters and M.Phil
ones. Whereas, on Western third-person effect, significant differences
were found among all levels of education and it shows that the high
level education individuals perceive greater third-person effect than
their individuals of preceding class.
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Media Exposure differences on Third-Person Effect

For exploration of media exposure differences, respondents were
divided into four groups on the basis of their media exposure (Gerbner
et al., 1994) that are non-viewer, light, moderate, and heavy viewer.
Those who do not confront with media at all were placed in non
viewer category, those watching less than two hours as light viewer,
more than two and less than four as moderate viewer, and more than
four hour daily as heavy viewers. After that ANOVA was applied to
check the differences and for more in depth information of group
differences post-hoc using Bonferroni was applied.

Results show that there are nonsignificant mean differences
among non, light, moderate, and heavy viewers on Pakistani, Indian,
and Western Third-person effect for Pakistani media exposure. The
Table 6 shows the mean differences, standard deviation and F value
on four levels of Indian media exposure as well. Results show that
there are significant mean differences among non-viewers, light,
moderate, and heavy viewers on Pakistani, Indian, and Western third-
person effect. Non-viewers view greater Pakistani, Indian, and
Western third-person effect. Moreover results show that there are
significant mean differences among non-viewers, light, moderate, and
heavy viewers on Western third-person effect. Non-viewers view
greater Western third-person effect.

Discussion

The main aim of present study was to develop the third-person
effect questionnaire and media exposure list. In addition, to see the
perception of media effect among people watching Pakistani, Indian,
and Western electronic entertainment media as well as role of various
demographics in this regard. Alpha reliabilities and item-total
correlation of both scales were found satisfactory. Moreover, content
and construct validity was determined by taking the subject matter
experts’ view and through item-total correlation as shown in Table 1.
All items of third-person effect questionnaire were positive show the
positive relation with the total score of the instrument. It shows that
the instrument is internally consistent and is a valid, reliable measure
for exploring the Third-person effect.

Results show that perception of Pakistani, Indian, and Western
media effect on self is less than relatives and friends, and less than
others, and relatives and friends, is greater than others. People when
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evaluate themselves they try to increase their self-esteem by positive
evaluation of their self and negative evaluation of others. In third-
person effect context individuals rate themselves as not at all are being
affected by local as well as foreign electronic media. People confront
with entertainment media to quench their desire for self-enhancement
(Besley, 2008) that is why they do not think to be affected by negative
media aspects. When participants undergo downward comparison with
people related to them like friends and family they positively evaluate
them. As they believe them to be part of their own self. But people in
comparison to friends and relatives are negatively evaluated as we do
not accept our shortcomings and perceive others to be at elevated risk
while overestimating our skills to divulge any threats to self-esteem
(Chapin, 2000; Weinstein, 1987).

One of the most important underlying mechanisms in third-
person effect is psychological distance. Results show that respondents
score for media effect increases as their psychological distance
increase, which in present study case is self, relatives and friends, and
others. Mostly psychological distance is represented as my closest
group to my largest group. As psychological distance increases the
amount of perceptual bias increases which lead to the increase of
third-person effect, previous research support this notion as well
(Chapin, 2000). People mostly show discrepancy in rating others and
their own self in context of being influenced by the media (Price &
Tewksbury, 1996). According to fundamental attribution error of
attribution theory, respondents underestimate others’ awareness of
situational factors and overestimate others’ susceptibility to media
content (Youn, Faber, & Shah, 2000).

There are slight differences in male and female on third-person
effect but these differences are only significant for Western electronic
entertainment media. Women score high than men. According to
Chapin (2005) men exhibit greater first-person perception than did
females, so it means females are high on third-person perception.
Gender based perceptual bias is context specific and both male and
female are highly optimistic about them and therefore it is difficult to
predict. Previous researchers have supported this notion (Chapin,
2000; Fontaine & Smith, 1995; Whalen et al, 1994) that is why no
gender differences found in third-person effect of Pakistani, and
Indian electronic entertainment media.

Previous literature show that third-person effect increases with
the age. Results of present study show that third-person effect related
to Pakistani, Indian, and Western media is high among young adults
(Quadrel, Fischoff, & Daivis, 1993; Stretcher et al., 1995). That means
young adults perceive greater effect of these Medias on others than on
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themselves. Young adults prefer television programs in which
characters are close to their age group (Harwood, 1999a, 1999b) that
is why teenagers prefer more exciting, adventurous and fun related
programs like watching vampire movies, and the most famous series
FRIENDS. Every person seek different things in their choice of
programs like some seek sensation (Krcmar & Greene, 1999), and
some seek variety (Jeffres, Atkin, Neuendorf, & Lin, 2004), this could
be one cause of different influences.

Brosius and Engel (1996) concluded that third-person effect is
stronger among people of higher age as their optimistic bias increases
with the increase in age (Stretcher et al., 1995). Third-person effect is
high among young adults than adolescents (Quadrel et al., 1993).
More educated people usually undergo the downward comparison
with less educated ones (Chapin, 2000, 2005). It is because of the
reason that every educated person whether or not they are highly
educated compare themselves with the less successful or less educated
peers. It does not matter in whatever class they presently are; they will
compare themselves with academically less successful peers.

According to present study, Pakistani third-person effect is less
among people of middle and matriculation level education than the
bachelor level ones. Indian third-person effect is less among those
having middle and matriculation level education than masters and
M.Phil ones. Whereas Western third-person effect was found among
all levels of education and it shows that the high level education
individuals perceive greater third-person effect than the individuals of
preceding class. Previous researchers have found the same that more
educated perceive others to be more affected than themselves (Brosius
& Engel, 1996; Chapin, 2005; Willnat, 1996). According to Klacynski
and Fauth (1996) more educated do the downward comparison with
less educated peers, that is why they perceive good things happening
to them and bad or wrong things to others.

According to present study there are nonsignificant mean
differences among Pakistani media viewers on Pakistani, Indian, and
Western Third-person effect. Significant mean differences were found
among Indian media viewers among non-viewers, light, moderate, and
heavy viewers on Pakistani, Indian, and Western third-person effect.
Non-viewers view greater Pakistani, Indian, and Western third-person
effect. For Western media exposure, non-viewers report greater third-
person effect. Rucincki and Salmon (1990) concluded that greater
television exposure results in greater perceived effects on oneself and
positive perceptions towards that media thus lessen the third-person
effect and increases the first-person effect or effect on self. Innes and
Zeitz (1988) also concluded the same that third-person effect is very
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small among heavy viewers. An important aspect in this regard is the
negative predispositions related to certain media and it is the most
vital cause behind third-person effect (Atwood, 1994; Cohen & Davis,
1991; Gunther, 1991; Price & Tewksbury, 1996). Although we watch
Indian and Western media but still in our society people have negative
attitudes about their culture (FGDs finding) and believed them to be
destructive and damaging to our society (Gallup, 2010). But when
confrontation with certain media increases it change perception of
people on the basis of their experience and not because of their
previous negative predispositions.

Limitations and Suggestions

Despite the usefulness of present study in Pakistan, few
limitations have also been observed. All important demographic
variables were not included in the present study as people were
reluctant to tell their monthly income. In current scenario it is very
important in determining the media impact as it also shape and
determines the media preferences of people of different socio
economic class. Therefore future researchers should also consider that.

Another limitation of the present study was its only focus on
people from urban areas which limits the external validity. Future
researchers should also include rural areas as they also have the full
access to these electronic entertainment medias. In addition, future
researchers should also include respondents of other age as they can
also be affected by these media and their perception about Indian and
Western media effect is also important in shaping the society.

Conclusion and Implications

Aforementioned discussion reveled that Pakistanis do believe that
Indian and Western media is affecting their friends, relatives, and
others in society but they themselves are intelligent enough to deflate
negative and harmful effects of media messages. Moreover, age,
education and media exposure level was found to be the important
demographics in this regard. Present study has provided fruitful basis
for future researches in this area as it has highlighted the impact of
foreign media and how people perceive its effects. It can also help the
parents as well as media regulatory authorities to develop their censor
ship policy about what to broadcast as it is effecting our youth who
are the main pillar of society and future holders of any nation.
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Moreover it has also opened the new aspect to study the media impact
on those who negate that local and foreign media effect on them.
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