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Abstract

The purpose of tl ;s study was to examine the
self-perceptions of college students regarding the effzcts
of alcohol consumption on thelr Interpersonal communication.
Forty-seven subjects--the majority being students majoring
In health care studies--completed a 52 ftem Q-sort on
alcohol and communication. Four person-types evolved: the
social drinker, the nondrinket, the problem irinkec, ond the
Insecure drinker. 1ssues tapped in the G-sort Included:

behavioral and perceptual changes, alcoho! abuse, media
Influence, anxlety reduction, family influences,
gelf-disclosure, and soclial interaction.
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Alcohol has been around col lege students for a long
time. Although some adolescents may consume alcohol at
home, as Harford and Spigler (1983) explained: ‘"with
Increasing age more drinking takes place outside of the home
setting and I3 accompanied by increases in the frequency of
drinking and In the amount of alcohol typically consumed per
occasion" (p. 181). Therefore, we can assume many young
adults are increasing thelr alcohol consumption in social
contexts outside the home: at parties, with friends, at a
bar, In a restaurant. Although researchers have considered
the motivations and Influences on alcohol consumpt ion among
young people (e.g. Rachal, 1976), one area that may need
more attention iIs examining how alcohol use influences
Interpersonal Interaction among college students.

What are some Issues involved in the association of
alcohol r.onsumption ard interpersonal communication? Does
gsel f-retlection Indicate differences between types of
alcohol consumers? Can dlfferences between consumer types
be accounted for on the basis of gender? The purpose of
this study was to allow college students a self-examination
about how alcohol use aZfects their Interpersonal
communication.

Because of its abillity to allow self-reflection, a
Q-methodological approach was selected. Q-methodolcgy has
demonstrated its effectiveness in some 1500 research cstudies
since its conception (Brown, 1986a, p. 72). Despite its use
over the past flfty years, as Stephen (1985) explalned,
"G-methodology 1s one of the least known and least
understord quantitative methods" (p. 194). Briefly,
Q-Methodology Is a set of procedures that can be used in
studying the subjective nature of things (Aitken, 1988).
Although orliglinally designed for research in the fleld of
psychology (e.g. Stephenson, 1953), the method has recejved
widespread use across many disciplines (gsee McKeown, &
Thomas, 1988). Because of Stephenson s training in both the
physical and behavioral sclences--a Ph.D. in physics and a
Ph.D. In psychology--he developed a method that can serve as
the sclence of subjectivity. As Brown (1986a) wrote: "The
first axiom of Q metho iolngy Is that it is tne subiective
gelf (a primitive and undefined term) that is at the center
of all meaning." The concern is for "states of mind" rather
than "observables In states" (p. 73).

Background

In 1989, the Spuds MacKenzlie advertising campaign for
Budwelser beer recelved an "award" for lrresponsible
advertising. The reason for the "recognition" was that the
central character, Spuds, directed the advertlising campaiyr
primarily at children. 1In a time when our society is more
and more concerned about alcohol and drug abuse, the
Influence of media has warrantea study. Research already
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has shown the potential influence of advertlicing in drinking
behavior (Kchn & Smart, 1984). Atkin, Hocking, and Block
(1984), for example, found that young people who see more
televislion and magazine ads for alcohol will drink more than
those who gsee less advertising. The role of the media in
alcohol consumption was just one of the communication issues
the subjects ralsed In their interviews for this study. In
fazt, during the process of developing a Q-sort for this
study, several themes emerged from the statements of
Interviewees. The statements were categorized as follows:
behavioral-perceptual change, alcohol abuse, influences of
the media, anxiety reductlion, family factors, self
disclosure, social interaction, and the self.

Although these categories are not comprehensive, they
reflect research Interests In the literature on alcohol.
For exampie, researchers have studied the motivations for
drinking (Carman and others, 1983; Vuchinick & Tucker, 1983;
Cox and Klinger, 1988; Cox, 1988; Christiansen, Goldman, &
Inn, 1982; Cox & Klinge. 1987). 1In addition, they have
consldered abuse In alcohol consumption <(e.g. Xilpatrlick
and others, 1980). Although strategies for change In
alcohol abuse (e.g. Perrl, 1985), have been considered in
the literature, the Interviewecs did not consider this issue
as It related to communication. One Important role in
drinking Is to reduce anxlety in communication events (e.g.
Steele & Josephs, i988), so that alcohol may be used to
Increase communication interaction. As one would expect,
there has been considerable research on the family
Infiuences of aliohol use and alcoholism (e.g. Cermak &
Brown, 1982; Gravotz & Bcwden; Maples, Johnson, and Sandler,
1984; Moos, 1984; Oxford, 1984; Throwe, 1986; Woltitz, 1984;
Kaufman, 1984>. 1In this case, however, most of the subjects
Indicated more concern toward thelr interaction with peers
and frlends.

Chassin, Tetzloff, and He.'shey (1985) indicated the
importance of current drinking behavior as related to
sel f-concept consistency theory and ideal self-concept
sel f-enhancement. Caudill, Wilson, and Abrams (1987) are
among the reusearchers who have indicated that drinking
affects one’s expectatlons regarding self-disclosure. Hore
gsel f-disclosure caused by drinking, however, is not
necessarlly approprlate self-disclosure. Gardner, Wilsnazx,
and Slotnick (1983), for example, found "lincreasec
communication from significant others and perceived
Interpersonal support correlated with reduced student
drinking."” Effects on self-disclosure are relevant to
communication with peers. Hull (1983), Caudill, and Marlatt
(1975) and Kastl (1969) have conslidered just such roles of
soclal Interaction In alcohol consumption.

Gender di fferences have been found in some studies
regarding alcohol use. For example, Chassin, Tetzloff, and

(i
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Hershey found that consistency and impression management
variables influenced boys’ Intentione to consume alcohol in
the future. Girls’ Inteantions falled to relate to
self-image or soclal Image factore. In a study by Caudill,
Wilson, arnd Abrams (1987), when couples thought they were
Intoxicated, men self-disclosed more and women
self-disclosed less. Such research has supported the
assumption that alcohol consumptlion can affect Interpersonal
communication,

Method

Subljlects. Subjects were 47 volunteers (30 female, 17
male), twenty-five were students (22 health care major, |
communication major) enrolled In a sophomore level
interpersonal communication course. In addition, most
students asked a frlends or relative to complete the sort.
Subjects were aged 19-33. The small sample was consistent
with methodological princliples (Cacey & Graham, 1988). The
method has demonstrated effectiveness in analyzing the
*phenomenological world of ithe individual (or of small
numbers of Individuals) without sacrificing the power ot
statistical analysis" (Stephen, 1985, p. 193).

. Q-methodology incorporates into its
phllosophicai underpinnings the Importance of language in
our culture. The ldea iIs that the way we talk about a given
subject deflines our perceptlion of that subject. Stephenson,
(1986b) Indicated that "Q 1Is based on communication and
meaning as reflected In the concourse." By Interviewing
people and acquiring statements from thelr common 1anguage,
we have a vehicle that manl fests our culture.

By examining the nature of these statements, one can
determine the elements that appear in the concourse that
should therefore be iIncluded In the Q-sort or "sample." The
measure s not normailve from the standpoint that it will
mean the same thing to everyone, but from the standpoint
that the Q-sort statements should evoke meaning from
everyone.

Elght students enrolled In an interpersonal
communication course volurnteered to conduct focused
Interviews to gather statements for a G-sort. After being
taught basic Interviewing techniques, they were instructed
to ask for feelings and opinions--not observable
facts--about the effects of alcohol consumption on
communication Interaction. The students were told to
Interview friends about drinking and record key statements
In the words of the interviewees. They could use notetaking
or a tape recording techniques, but they were to turn in a
llst of approximately statements from their Interviews.

From the concourse of statements, statements that dealt
wi:h the communication issues Indicated above were included
In the G-sort. "The key, as Stephenson has pointed out, |s
In the diversity of the concourse and In the Q sample which
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mociels It" (Brown, 1986c). HNo changes !n language were
made, other than correctlion of severe grammatical errors.
The intention was to use the ldeas and langitage of the ycuth
so that the statements would evoke a common meanin¢ among
others.

An Informal structure was used that represented
statements In proportions similar to those found In the
Q-concourse (Brenner, 1988, p. 13). The categcries
themselves had little significance other than making sure
the ideas were Included. As Brown (1986a) explained:

Statements In a QO sample, unlike items in a

conventlional rating scale, ar? not regarded as having a

priorl meaning, or as being vallid measures of a

characteristic or trall: Thelr placement in this or

that cell of the design is provisional, and their
selection In terms of the Structure of the design is
for purposes of constructing a Q sample that has the

same breadth as the concourse that generated it. (p.

59).

The resuit was a 52 statement Q-sort (see Appendix )),
an approprliate size for the method (Brown, 1987b, p. 98;
Brown, 1986a p. 59). The issue of ratio of Q-sorts to the
number of statements in the G-sample appears c. little
Impnrtaince because In Q one does not know how many factors
to expect (e.g. Brown, 1986¢c, Arrindell and Van der Ende,
1985).

The Q-sort 18 different from most paper-and-pencil
measures, in that the respondent sorcs statements according
to an agree--disagree (plezasure--unpleasure) continuum.
Instead of responding with one“s degree of agreement to each
statement, the respondent sorts each statemert to be placea
on a grid that shows the relationship between statements.
An 1i-point scale was used on the agree (pleasure) to
disagree (dlispleasurr) continuum.

Although the grid for arrangement of Q-statements can
be done in a varlety of ways, this Q-sort was arranged i
the conventional forced (Brown, 1971), quasi-normal
distribution (Brown, 1986a, j.. 59). Although a statistical
case can be made for quasi-normal distribution (Stephen,
1985), "the forced distribution is a mode: (of the Law of
Error) which I8 designed to help the Q sorter think about
the problem" (Brown, 1986e, p 66).

Ingsert Table 1 about here

Data were analyzed by the most widely used Q program
(Stephen, p. 204), Var Tubergen’s QUANAL computer program,
using varimax rotation, and optimized after eight
lterations.
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By Interpreting the descendling array of z-scores and
Item descriptions for each factor type, a synopsis of each
type was compliled. A pr'nclipal component tactor matrix
Indicated how each person loaded on each factor. Tne factor
loadings and percentages of total varlance accounted for by
each factor determined the best colution. Consider an
applicatlon of the process in an explanation by Casey and
Graham (1988) regarding interpretation:

I Q-methodology, factor analysis features correlations

between each palr of persons (rather than between each

palr of items). FEach person’s array of scores on the

(52 In the alcohol Q-sort] statements is thus

correlateu with each other person‘s array, leading to a

(47 x 47) celled table (2209 cells) upon which the

factor aral 'sis Is performed. Factor analysis bringing

out the underlying simllaritles in these arrays thus
clusters the subjects iInto like-minded groups (instead
of clustering Items Into factors composed of items
which evoke similar responses in the overall group of
subjects) .., .We account for the clustered viewpoints

(l.e., factors) by careful examinatlon of the typal

arrays of the factors, and here we benefit from the

varlety of statements from different realms of thought
eelected for the Q-sample. We reconstruct the Q-sort
most typlcal of each factor, which is the pnoled
outlook of those subjects (and of other subjects
contributing to that factor). This outlook reflects
how an ldentifiable segment...actively thinks about the

Issue In the sense of wrestling with, assembling, and

Juxtaposing varlous ldeas, notlions, concepts, factual

observations, epligrams, and symbols into = meaningful

viewpelint. p. 7.

The role cf the nine categories was also considered in
the final results. As Brown (.986¢c) clarified: "The
ultimate test of a factor In Q IS not the number of
statements, but whether the QO so:ts (hence the factors which
they produce) are schematical, 1.e., whether each G sort
makes sense and IS homologous with what the person wants to
say" (p. 97). To determine significant factor loadings
(p<.01 level) the standard error was computed for a zero
correlation coefflclent: SE = 1//n, where n = number of
gstatements (Mauldin,0 1987, p. 3).

Brown described the alm In G-methodology as not one "to
general lze facts to broad populations, as a matter of
statistical Inductlion....It has always been the case in Q
that generalizatlons apply to persons of the same type,
Irrespective of the numbers of persons belornging to the
type" (Brown, 1986d, pp. 69-70>. One final comment should
be made about the "lpsative sidetrack" regarding G-sorting.
Some researchers have mistakenly thought that Q involvee a
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reanalysis of a tranaposed P matrix,. when In fact Q |2 "a
singly-centered matrix of 1ts own” (Brown, [19068).
Res...s and Discyssion

Does self-reflection Indicate differences between types
of ulcohol consumers? Apparently so. The best solution
appeared to be a three factor one--which accounted for 45
percent of the total varlance--using factors with eigen
values above the usual criterion value of 1.0. Below is a
sumary of the three factors. Of the 47 respondents, 45
emerged on one of the three factors:

Type 1 = 32 persons
Type 2 = 7 (positive)
Type 2 = 3 (negative)
Type 3 = 3

Type one and type three had a clear correlation ¢(.529). Of
the forty-seven subjects in the study, two falled to load
signlficantly on any of the three factors.

: al nker. These subjects like to
drink soclially, but belleve in moderation. Alcohol is not
necessary for a good time, in fact, it's a bad idea in
business situations. Drinking can, however, help students
feel more relaxed and freer to talk to others. In general,
alcohol is a communication vehicle. Alcoho! should not be
used as an escape. These students’ parents ace rot big
drinkers. Views abou.t drinking have chauged amo: chese
subjects during the past years. They have negative views
about drunkenness, but seem to view people who drink to
excess In a warm, good-hearted fashion. They look at
drinking In an adaptive way regarding communication.
Thirty-two subJects loaded significantly on this type.

er. One might expect the
nondr i nker to be a person who has been raised with values
against drinking. They perceive aicohol as having adverse
effects on communication. The biggest difference between
this and other types Is the nondrinkers agreement with the
gstatement "My vlews on drinking have not changed over the
past ten years." Thus, the types s attitudes are stable.
Both type one and type three disagreed with trat statement.
Some of these nondrinkers may have come into direct contact
with alcohol abuse that has turned them against drinking, as
indicated by thelr greater tendency to select "A person who
has been drinking heavily becomes sadistic and
antagonistic....Chlldren or spouses of people who drink
heavlly become very self-conscious....and...Heavy drinkers
verbally abuse thelr family and loved ones." If they are
from alcohol ic households, however, most of these subjects
apparently have nondrinking parents because of their greater
inclination to disagree with the statement "My parents
always drink when they go out." The one stu-dent who said
her step-father is an alcoholic loaded on type one, but the
friend outside of the ccurse she had complete the O-sort
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loaded on type two. Thus, no correlation can be made
between this type and their motivation. Although such a
leap to the rmiotivations of these subjects is probably
Inappropriate, cne can see their negative perceptlon about
drinkling.

Type two persons think it is a mistake to "release"
through alcohol, ani they hate to meet people who are
"plastered.” Nondrinkers command more respect than
drinkers. They seem disinclined to drink because others are
drinking, are "turned off" by urinkers, don't believe in
serving minors, and disapprove of using alcohol to get over
the rough spots. Seven subjects loaded positively on this
type and three loaded negatively.

Negative Type Two: The Problem Dripker. The students
who loaded pegatively on_ factor two renorted that they
“"loved to party." To them, alcohol makes communication
happen.

Ivpe 3: The Insecure Drinker. For these students,
alcohol creates some turmoll in their communicetion. These
drinkers scem less assertive, less self-confident, and more
Influenced by external sources. They are curlious about
becoming drunk. Although alcohol makes them feel more
comfortable talking to strangers, they still feel
self-consclious when drinking. They seem unsure of what
alcohol does to themselves and others, believing that
alcohol causes distortion in communication. These students
have a mix of responses. Twc students who loaded positively
on°this type indicated that although drinking was against
thelr religion and against their parents beliefs, they were
"soclal drinkers." Ore way that this type differs from type
one |Is that unlike type one, these youth are unable to tell
friends when they are too drunk to drive. Two students
loaded positively and cne loaded negatively on this type.

What are some Issues involved in the association ot
alcohol consumption and interpersonal communication? 1In
analyzing the nine categories, the ten most agree and ten
most disagree statements for each of the three factors were
compared according to the lssues by using a Chl Square for
Independence. Because there was no significant difference
between types, we can assume that the varlious lssues are
equally Important In determining feellngs about drinkling
alcohol .

Behavioral and Perceptual Changes. Eight statements
(1, 2, 5, 25, 27, 40, 46, 49) Indicated some kind of
behaviorai or perceptual change caused by alcohol. One can
Interpret six of those elght statements to reflect negative
changes. Factor two (nondrinker) and three (lnsecure
drinker) agreed with "Alcohol creates a false sense of
courage." Factor one (soclal drinker) and three agreed that
"Drinking tends to lower one’s inhiblitions and reluctance."
Factor two was more !nclined than the other types to agree

1u
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that "How I percelve someone is changed by noticiag the type
of drink they are drinking." The issue of behavioral and
perceptual changes appeared least important to type 2.
perhaps because of less direct experience or less awarene~=s
of potential changes.

. Seven statements (11, 22, 29, 35, 3Q,
42, 51) could br categorized as related tn issues of alcohol
abuse, such as "At high school and college parties people
who get drunk are better accepted than those who do not
drink." The Issue of alcohol abuse appears most important
to type 2.

eg . Two statements (24 and 33)

reflected a concern over media issues. Factor one did not
feel media was particularly important. Factor two agreed
with the statement: "I feel that the media has a major
effect on people’s drinking habits. 1°ve seen people try to
do some stupid things they’ve seen on television." Factor
three was more inclined to think "Some commercials and media
make me feel like my 1ife would be more glamorous if I
drink."

i . Three statements r1elated to the
concept of anxlety reduction, including usinag alcohol to
lessen the discomfort of social situations ‘e.g. 28, 10,
21). The statement "I usually am not as nervous when I meet
someone for the first time If I1‘ve had a drink" typifies
this issue. Drinking to reduce communication apprehension
appears most important to type one, indicating a possible
motivation for the soclial drinker.

Family Factors. Famlly factors (3, 6, 7, 8, 37) appear
more Important to type 2 (pondrlinker) subjects than the
othir types, which may also help explain their position.

- . Seven statements (4, 9, 14, 16, 19,
39, 52) can be catecorized as relevant to the issue of
self-disclosure. The self-disclosure theme appears most
important to type three subjects, as evidenced by their
greater incllnatlion to agree with the statements: "When I
drink, I feel more open and comfortable talking to
strangers....It’s not smart for teenagers and young adults
to release all thelr inhibitions with alcohol...and 1 berome
less attentive to others the more I drink."

Socla]l Interaction. The large number of statements
(12, 15, 17, 18, 23, 32, 36, 41, 44, 47, 50) that related to
this issue mirror its iImportance tc the students collecting
statements for the Q-sort. Type one (the social drinker)
was more inclined than the others to disagree with the
statement "Drinking helps relationships over troubled
times." Type two (the nondrinker) was more inclined than
the other types to disagree with the statement "Bars or
parties are good places to get rowdy, meet with friends, and
blow off school."
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Self. Seven statements (13, 20, 26, 30, 34, 45, 48)
related to the sense of self. On the statement "My views on
drinking have not changed over the past ten years," type one
and three both disagreed with the statement. Type two
agreed with "I feel people have more respect for people who
don‘t drink than for those who do drink" and disagreed with
“l1 am more warm-hearted when drinking." The issue of gel f
appears most Important to the type 3 respondent.

Gender. Only two statements (31 and 43) related to
gender |ssues. Type two was more inclined to disagree with
the statement "Guys drink socially because it‘s something
that’s been passed along time--a guy goes out to have a
drink with the boys." Type two was more inclined to agree
and type three was more inclined than the others to disagree
with the statement "Women are less xzitected by peer pressure
(to drink)." Can differences between consumer types be
accounted for on the basis of gender? In this study, there
was no signlflcant difference In factor loadings that couid
not be accounted for based on gender.

Apparently college students have several
self-referenced polints of vliew on the associatlion between
alcchol and communicatlion. Although the person-types found
In this study--the social drinker, the nondrinker, the
problem drinker, and the Insecure drinker--cannot account
for every coliege student’s feelings about alcohol, they
Indicate adistinctly different views toward the role of
alcohol In communicatlion.

As Stenhenson (1987) explained: "The Q sorts, however,
are not testable hypotheses: Instead, they are
hypothesis-inductive. Conditions of so-called mind are so
complex that only after analysis, after the effect, can we
determine which laws, If any, were at Issue" (p. 25). Thus,
the study leads to more questions about what concepts are at
Issue regarding alcohol consumption and communication. One
hypothesis Is that a reduction of anxliety, escaplsm, peer
acceptance, and a means of greasing the wheels of
communicat ion are the key communication issues reflected by
the students’ statements.

-




Alcohol &nd Communication (2

Referencec

Altken, J. E. (1988, Summer). Using Q methodology to teach
Iinterpersonal communication. j
11¢4).

Arrindell, ¥. A, & Van der Ende, J. (1985). An empirical
test of the utility of :he observations-to-variables
ratio in factor and comporents analysis. PApplled

y £, 165-178.

Atklin, C. and Hockling, J., and Block, M. (1984, Spring).
Teanage Drinking: Does advertising make a dlfference?
Jsournal of Communlcation, 34¢(2>, 157-167.

Barbato, C. A. (1986). Uses of interrersonal

[

. Paper presented at Speech Communication
Association, Chicago.

Barchak, L. J. (1984, July). Discovering communicatlon
paradigms with @ Methodology: Ferment or sc:r grapes?

14

Operant Subjectivity, 7, 115-130.
Brenner, D. J. (1988, October). Audience views of news
: . A paper

presented at the national meeting of the Institute for
the Scientific Study of Subjectivity, Columbla, MO.
Brown, S. R. (1971). ‘'‘he forced-free distinction in Q
technique. The Jourpal of Educational Measurement, 8,
283-287.
Brown, 3. R. (1986a). @ technique and methrd: Princip‘es
and p-~cedures. Ip W. D. Berrv & M. S. Lewis-Beck (Ed.)

arch methods. Beverly Hills: Sage
Publications.

Brown, S. R. (1986b). Review of Kerlinger’s 3rd Edition.
» 10C1)>, 23-24.
Brown, S. R. (1986¢c). On the ratio of Q sorts to
statements. QOperant Subject}vity, 9(3), 96-98.
Brown, S. R. (1986d, January). V. .lces of authority.
»2€(2), 69-70.
Brown, S. R. (1986e, January). The forced distribution.
» 2€(2), 63-64.
Brown, S. R. (1987b, April). A challenge through psychnet.
» 40(3)>, 98-99,
Brown, S. F. (1988). The ipsative sidetrack. Operant
Sublectivity, 11¢2), 66-67.

Brown, S. R. (1980). i :
11tical_science. New Haven, CT:
Yale University Press.
Brown, S. R. (1971). The forced-free distinction in Q

technique. The Journal oy Educatlonal Measurement, 8,
283-287.

Buchinish, R.E., & Tucker, J. A. 71983). Behavioral
theories of choice as a framework for studying drinking

behavior. Journal of Abnormal Psvcholoay, 92, 408-416.
Carman, R. S., Fitzgerald, B.J., & Homgren, C. (1983).

Drinking motivations and alcoho; consumpt ion among

adolescent females. Journal of Pgsycholouy, 114 79-&2.

L8]

)

’WA



Alcohol arnd Ccmmunlication 13

Casey, G., & Graham, B. L. (1988, October). Att]tudes
ent urtk:
dvy. A paper presented at the
Internatlional meeting of the Tnstitute for the Study of
Subjectivity, Columbia, Missourl.
Caudi!l, B., & Marlatt, G. A. (1975). Modelling Influences
In socla) drinking: An experimental analogue. Journal

al » 43, 405-4165,
Caudlili, B., Wllson, T., and Abrams, D. B. (1987). Alcohn]
and self-cisclosure: Analyaea of Interperaonal behavior

In male and female s.~lal drinkers. Journal of Studles
on Alcohol, 48¢(5), 401.

Cermak, I., and Brown, S. (1i982). Interactional group
psychotherapy with the adult children of alcohollics.

pY. 32¢(3),

Chassin, L., Tetzloff, C., and Hershey, M. (1985).
Self-image and soclal-image factors In adolescent alcohol
use. Journal of Studies on Alcohol, 46¢1>, 39.

Christiansen, B. A., Goldman, M.S., & Ian, A. (1982).
Development of alcohol-related expectanclies in
adolescents: Separating pharmacological from

soclal-learning influences. Journal of Consulting and
,» 50, 336-344,

Clinical Psvcholoay

Cox, W. M. (Ed). (1988). Why people drink: Parameters of
alcohol as a reinforcer. New York: Gardner Press.

Cox, W. M., and Klinger, E. (1988). A motlvational model
of alcohol use. Jourpal of Abnormal Psychology, 27(2»,
168-180.

Cox, W. M., & ¥linger, E. (1987). Research on the
personal lty correlates of alcohol use: its lanpact on
personallty and motivational theory. Drugs and Society:
Drug Use and Psvcholoaical Theory, 1, 61-83.

Cragaii, J. F., & Shields, D. C. (Eds.> (1981)>. pApplied
communication research. Prospect Heights, IL: Waveland
Press.

Gardner, R., Wllsnack, S.C., Slotnick, H. B. (1983).
Communication, soclal support and alcohol use in
first-year medical students. Journal of Studles on
Alcohol, 44¢1)>, 188.

Gravotz. H.L. & Bowden, J. D. :

ren of icg. Holmes Beach, FL:
Learning Publicatlions.

Harford, T. C., and Splegler, D. L. (1983). Developmental

trends of adolescent drinking. Journal of Studles on
» 44¢15, 181.

Hull, J. G., Levenson, R. W., Young, R.D., & sher, K. J.
(1983). Self-awareness-reducing effects of alcoho)
consumption. Journal of Personality and Socjial
Psycholoayv, 44, 461-473.

'—-A
W



Alcohol and Communication 14

Kastl, A. J. (1969). Changes in ego functioning under
alcohol. Quarterly Journal of Studies on Alcohol, 30,
J371-300.

Kaufman, E. (1984). Family system variables in alcoholism.
Alcoholism: Clinical and Experimental Research, 8(1),
4-8.

Kerlinger, F. N. (1986). Foundations of behavjoral
research. (3rd ed). New York: Holt, Rinehart and
Winston.

Kilpatrick, D. G., Sutker, P. B., Best, C. L., & Allain, A.
N. (1980>. Acute alcohol intoxication and vicarious
emotional responsiveness. Addictive Behaviors, 5,
191-198.

Kohn, P.M. & Sniart, R. G. (1984). The impact of television
advertising on alcohol consumption: An experiment.
Journal of Studies on Alcohol, 45, 295-301.

Maples, B. E.; Johnson, R., and Sandler, K. (1984). The
alcohollc family: Dlagnosis and treatment. Alcoholism
Ireatment Quarterly, 1(4), 67-83.

Mauldin, C. R. (1987, November). A seumentation study of

t _advertislina. A papzr presented at the
national meeting of the Institute for the Sclientific
Study of Subjectivity, Columbia, MO.

McKeown, 3. F., & Thomas, D. B. (i988). Q Methodoloay.
Newbury Park, CA: Sage Publications, Inc.

Moos, R. H., and Moos, B. S. (1984). The process of
recovery from alcohollism: 1III. Comparing functioning in
familles of alcohollics and matck-d control familles.
Journal of Studies on Alcohol, 45¢2), 1}1.

Murray, E. (1986). Quantifvina aqualltative data: The
Q-sort as an ald to ipterpretive riaor. Paper presented
at Speech Communicatlion Association in Chicago.

Nitcavic, R. G., and Altken, J. E. €(1988>. 1nclysion
expectancies of the adolescent handicapped as they
ilnteract with teachers and peers. Paper presented at the
national meeting of the Central States Speech Assoclation
In Chicago.

Oxford, J. (1984). The presentation and management of
alcohol problems In the family setting: A review of work
carrled out in English-speaking countries. Alcohol apd
Alcohollism, §19¢(2), 109- 122.

Perrl, M. G. (1985). Self-change strategies for the
control of smoking, obesity, and problem drinking. in
Shiffman & T.A. Wills (Eds.) Coping and substance abuse.
Orlando, Fl: Academic Press. pp. 295-317.

Rachal, J. V. (1976). Drinking levels and problem drinking
among Junlor and senior high school students. Journal of
Studies on Alcohol, 37, 1751-1761.

Stecle, C. M., & Josephs, R. A. (1988). Drinking your
troubles awvay II: An attention-allocation model of
alcohol’s effect on psychological stress, Journal of
Abnormal Pavchology, 27¢(2), 196-205.

Stephen, T. D. (1985, Summer). O methodology In
communlcatlon sclence: An introduction. Communicatlion
Quarterly, 33, 193-208.

15




Alcohol and Communicaetion 15

Stephenson, W. («1953). The study of behavior. Chicago:
Unlversity of Chicago Press.

Stephenson, W. (1967). The play theory of mass
communication. Chicago: The University of Chicago
Presgs.

Stephenson, W. (1980). Newton’s fifth rule ard
Q-Methodology: Application to educational psychology.

» 35€10), 882-889.

Stephenson, w. (1987, Dctober). The sc.>nce of ethics: 1.
The singie case. Operant Subijectlivity, ll¢1), 10-31.

Throwe, A. (1986). Famllles and alcohcl. Crltical Case
Quarterly, §¢(4), 79-88.

VanTubergen, N. (1975). QUANAL user‘s guide (Computer
program manual>. Lexington, KY: Dept. of Communication,
University of Kentucky.

Woltitz, J. (1984). Aauit children of alcoholics.
Alcohollsm Treatment Quarterly, 1¢(1), 71-99.




Alcohol and Communication 16

Table 1: Q0-Sort Distribution

Most Most
Disagree Agree

Value -5 -4 -3 -2 -1 0 +1 +2 +3 +4 +5
Frequency 2 3 5 6 6 8 6 6 5 3 2
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Appendix 1: Complete Array of Statements, Ranked by the
Type of Respondent

Statements Type’s 2 Scores
1 2 3

1. When people drink heavily, they

become hostlle and belligerent. -0.7 0.7 0.1
2. A person who has been drinking

heavily becomes sadistic and

antagonistic. 0.1 0.8 1.0
3. Chlitdren or spouses of people who

drink heavily become very

gsel f-consclious. 0.2 1.1 -0.6
4. Alcohol reduces inhibitions in

communication. 1.8 -0.5 0.2
S. Alcohol creates a false sense of

courage. 0.6 1.2 2.0
6. Drinklng alcohol causes a person

to say thing they don’t mean. 0.0 0.5 0.8
7. Consumptlon of alcohol strains the

relationship between a husband and

a wife (boyfriend-girlfriend). 0.6 1.3 -0.0
8. Heavy drinkers verbally abuse their

family and loved ones. 0.0 1.5 0.5

9. When you meet a person who has been

drinking, you are not meeting the

real person. -0.1 1.0 u.5
10. I don’t llke to drink that much,

but I feel like 1 stand out too

much If there’s not a glass in

my hand. -1.0 -1.2 -0.5
11. When someone Is drunk, I don‘t
even try to talk to them. -0.7 0.8 -1.1
| 12. I would go to a big party even
though no alcohol would be served. 1.6 1.7 1.3
13. I become less self-conscious after
drinking. 1.0 -0.3 1.8
| 14. When I drink, I feel more open and
comfortable talking to strangers. 0.8 -0.6 1.1
| 15. Bare (partlies) are good places to
A get rowdy, meet with friends, and

blow off school. 1.1 -1.2 0.1
16. Alcohol can help communication,

but too much can be dlsastrous

on communicatlion. 2.0 -0.1 1.5
17. 1In a restaurant, alcohol helps

create a mood for serious

conversation. -1.1 -1.2 -0.9
18. On first Impression, |If someone

18
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22.
23.
24.

25.
26.

28.

29.

30.
31.

32.

33.

34.

35.
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has alcohol breath, it turns me off
so I‘m not Interested in pursuing

the conversation. -0.

It’s not smart for teenagers and
young adults to release all their

Inhibitions with alcchol. 1.

My views on drinking have not

changed over the past ten years. -2.

I usvally am not as nervous when
I meet someone for the first time

I1f I‘’ve had a drink 0.

I hate to meet people who are

plastered. 0.

Drinking effects my perception of

peop]eo _Oo

Some commerclials and media make me
feel 1lke my 1ife would be more

glamorous if I drink. -0.

My ldeas about people seem distorted

If I’ve had a lot to drink. -0.
Drirking iIs bad for your Image. -0.

Drinking tends tco lower one’s

Inhibitions and reluctance. 1.

In most experiences with people who
are drinking, I find that they
tend to become more relaxed and

Interact with those around them more. 1.

If one of my good friends drinks
excesslvely and acts really stupid
every once In a while, my opinion of

them doesn’t change. 0.

When I drink I tend to become

an extrovert. 0.

Guys drink soclally because it’s
something that’s been passed along
time--a cuy goes out tou have a

drink with the boys. 0.

! feel that alcohol isn“t such a
great ldea when conducting business
negotlatlions--one should be

level-headed when doing so. 1.

I feel that the media has a major
effect on people’s :Irinking habits.
I’ve seen people try to do some

stuplid things they’ve seen on t.v. -0.

I used to cling to my drink at
parties because I was insecure,
but now I can drink or not drink
at parties. I don’t feel like

It necessary. 0.

It’s hard to tell a person that
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51'

52.
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they are too drunk to drive.

When at a bar, a drink is sometimes
the only thing in common with

other people.

My parents always drink when they
go out.

People seem to find imaginary

friends when drunk and talk to them.

Drirking is a communication medium.
When I drink I tend to be less
tactful,

It is sometimes awkward to talk to
someone who has had a few drinks
when I am sober.

I sometimes wonder what it would be
like to get drunk. I wonder how 1

would communicate In that situation.

Women are less affected by peer
pressure (to drink).

It Is okay to serve alcohol to
minors who have graduated from high
school but not to high schoolers
because of thelir maturlty.

I feel people have more respect for
people who don’t drink than for
those who do drink.

How I percelve someone ls changed
by notlicing the type of drink they
are drinking.

Drinking helps relationships over
troubled times.

I am more warm-hearted when
drinking.

I am more likely to lle if I have
been drinking.

People who do not drink at bars or
parties are viewed as conservative
and not as soclal.

At high school and college parties
people who get drunk are better
accepted than those who do not
drink.

I become less attentive to others
the more I drink.
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