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Professionals 15 of 46

19 of 51

17 of 37

31 of 59

39 of 69
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By occupation
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Union audiences picked American values as the better answer; church and Y groups picked individual differences
New York, 1946 (the preference experiment, 532 people). Each audience saw the anti-Jewish remark answered twice, once with each argument, then picked
the better answer. Most people picked the calm answer and the one they heard second.

Left: only audiences who heard the calm answer first and the indignant answer second, so tone favoured the first answer and order the second; American values appeared either first or second.
Middle and right: all choices, tone and order not held constant; groups shown are those the dissertation tabulates. Union audiences were about three-quarters Catholic, so religion and
audience overlap. Bars: 95% intervals.

Re-analysis: Ron Levi and Sol Goldberg, University of Toronto (2026). Sources: Citron (1952), Tables Two, Six and Seven; Selltiz, Citron, Harding, Rosahn & Wormser (1950), Table 5 and p. 374.


