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THE EFFECTS OF MASS COMMUNICATION ON SOCIAL CONSCIOUSNESS

The concept of communication is of the Latin origin meaning sharing, communication, and conversation. Mass communication is a systematic dissemination of messages among the numerically large audiences in order to influence estimates, opinions and behavior. 

The essence of mass communication is seen as the introduction of a particular system of values into mass consciousness. The purpose of mass communication is in experiencing the social change for the benefit of others or the society itself. 

Communication strongly influences the audience; therefore we categorize the effects of communication into: 1) Effect cohesion that means weakening the mass media criticism regarding officials i.e. trying to perform a simple role of mediator between the government and the community to rally the people around the government. 2) Effect of trust. The media are trying to call the credibility and apply appropriate techniques and strategies to influence people. 3) Halo effect or nimbus results in media tools promotion of an image, for instance politics. 4) The effect of self-sufficiency in making decisions. The medium of mass communication always puts pressure on people, making them psychologically dependent because this environment weakens rational human behavior, making it more emotional and more controlled and manipulated. However, in such situations, people often believe that they make decisions by themselves using the information from the media. 5) The effect of desensitization. Desensitization is a gradual change in norms and values, in which previously banned behavior is acceptable because of constant exposure to the media. 6) The effect of cultivation. This effect suggests that, for example, viewers who regularly watch television eventually perceive the world through the image on the screen. 7) Boomerang effect. This effect is the result of overfeeding information when instead of trust in the media there is distrust or vice versa. 8) Lulling effect. This effect occurs because of the media in the emotional sphere of a human being. A person under the impact of beautiful music, nice colors, warm and pleasant voice starts passively accepting the message. 9) The effect of persuasion is associated with the formation and changing audience settings and transformation behavior under the influence of changing attitudes. 10) Effect of land is a phenomenon that is reflected in a number of material elements that are remembered at the beginning as well as in end of the communication process rather than the items that are mentioned somewhere in the middle of the talk. 

Considering the above discussed features of media tools perception and the process of messaging, mass communication produces various kinds of life stories representing a world where reality exists in a modified form – it passed through the prism of the vision of professional communicators and as the members by themselves of mass audience. 
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