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1. Multiple-choice question. There is ONLY one correct answer (5 Points
each)

(1) () Ths study reveals the mediation process of mass and
interpersonal communication between antecedent political orientation
and the outcome response variable of political participation.

(A)Directions (B)Parties (C) Conditions (D) Variables

(2) () This study examines relationships interpersonal
informational trust and openness with Internet-based political activities
and attitudes.

(A)With (B)Within (C) Among (D) Between

(3) ( ) The present study aimed to the role of social
comparison processing in women’s responses to thin idealized images.

(A) Investigate (B)See (C) Watch (D) Connect

(4) (/) Although the association between media violence
(MVE) and physical aggression (PA) has been well studied.

(A) Expense (B) Exposure (C) Explosive (D) Export

(5) ( @ ) This study examines the impact of marketing-oriented corporate
social (CSR) communications on perceptions of the firm and its
brands among consumers in two diverse cultures, economies, and political
landscapes.

(A) Response (B) Responsibility (C) Reaction (D) React
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(1) .
The field of communication, like much of higher education, is facing a set

of crises brought about by econemic, political and technological changes
that afpt%:t all segments of society. [

@ ° e i
We owe to ourselves, our students and our societies to face these

4 fdlallenges and rethink our mission and our practices in ways that will
contribute to soJutions.

U
3)

In this article I focus on several dimensions of our nre ent gircumstances: | m
the need to embrace a broader vision of the career rr}étﬁs for which we are
training our graduate students; the importance of envisioning
communication studies as a necessary and essential component of any
rational liberal arts education in the 21st century;

(4)
Thl role that communication scholarship can and should play in
addressing current public policy debates and issues:

)
Tl@l role we need to assume as leaders of a cultural environment
movement that will counter the negative externalities of our pervasive

corporate media environment. @
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(6)

Social cognitive theory suggests a likely relationship between behavior
modeled on increasingly popular reality television (RTV)

behavior modeled on social networking sites (SNSs).

(7)

This study surveyed young adults (N = 456) to determine the extent to

which RTV consumption explained a range of user behavior in the
E

context of social network sites.

(8)

Results show a consistent relationship between RTV consumption and the
length of time spent on these sites, the size of users’ networks, the
proportion of friends not actually met face to face, and photo sharing
frequency while controlling for age and gender.

(9) 354
This article reports on two studies designed tg measure whether the mere
presence of a risky product in a mediated méd gnage (separate from

executional elements of the message) elicits greater attention and arousal
in media users.

(10)

In the first study, participants viewed and rated 30 pictures of risky
(alcohol, tobacco, drugs, condoms) and nonrisky (soda, juice, food)
products while heart rate and skin conductance were measured.
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