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Attention and Culture in Affecting Americans’
Biased Perceptions of News about Coronavirus
Pandemic and Effecting Prevention
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Abstract

The novel coronavirus (a.k.a. COVID-19) pandemic has hit America hard. This
study examines the perceptual and behavioral effects of up-to-date news about
confirmed COVID 19 cases and deaths. Using data collected from an online survey
of 1,094 Americans, the role of media use pattern and cultural orientations in
shaping Americans’ perception of the pandemic and behavioral responses was
explored. Results show that respondents generally believed other Americans were
more impacted by the latest news on infections and mortalities. However, the more
they paid attention to the news, and the more they were oriented toward collectivist
values, the less biased were their perceptions of the impact of such news. Finally,
collectivist value orientation and perceived effects of the news on the self are
significant predictors of adopting preventive measures, such as masking up and
keeping social distance. Taken together, the results show that collectivist value
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orientation is a key micro-psychometric level predictor of risk perceptions and
adoption of preventive actions. This study contributes to the third-person effects
theory by offering a cultural explanation of biased perception concerning the
impact of pandemic news and behavioral consequences of that biased perception.
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